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Abstract 
 
In the preceding decade world has witnessed the emergence of a new phenomenon: a 
predominately mobile based computing paradigm aiming to meet the needs of the 
broader society termed Social Computing. This new computing paradigm has 
introduced a myriad of applications. Three main characteristics observed within this 
phenomenon were these applications gained a rapid growth, built remarkably large 
user communities and disrupted the traditional societal and business practices. The 
recent advancements in Information and Communication Technologies (ICTs) have 
facilitated the emergence of this new computing paradigm. Enabling technologies of 
this computing paradigm can be considered as broadband connectivity mobile or 
WiFi, frontend devices with sensors such as smart phones. The other enablers are, 
backend cloud computing and growth of the Web from 1.0 which was for one-way 
communication that wasn’t providing interactive content to 2.0 which support 
effective two-way rich multimedia communication.  
Social Computing has changed how we find accommodation like Airbnb, how we 
book a taxi like Uber, or how we reference a book with access over ownership by 
accessing only the necessary chapter for a short period on Amazon. We socially 
interact with peers across the globe for free using social networking site Facebook or 
share user generated content with a global audience on YouTube. These successful 
applications possess exponential growth curves and exceptionally large community 
sizes. Facebook initiated in 2004 by 2017 has a community of 2.2 billion users, 
YouTube 1.5 billion users and Airbnb 200 million users. These applications have 
demonstrated new approaches to enhance triple bottom line of businesses: 
financially, social corporate responsibly and environmentally. For example, 
application like Airbnb cause extra income for a host, YouTube cause empowerment 
through user generated content shared to international audience for free, Uber cut 
down fuel consumption by ride sharing.  
However even after a decade, designing and developing successful Social Computing 
applications still remain more of an art than a science with design and development 
success rate remaining as low as 20% as per business statistics. Scholarly literature 
revealed that this is due to not having a theoretical background to clearly understand 
what Social Computing is. This gap of not having a theoretical foundation to 
comprehend the observed phenomenon led to formulation of the main research 
question “What is Social Computing?”  
Scholarly literature that reported this phenomenon was limited may be due to Social 
Computing still being a comparatively new and emerging paradigm, yet offered 
important leads. Scholarly surveys exposed there is a positive correlation between 
Social Computing and business process improvements such as Facebook enhanced 
communication process and Blogger enhanced collaboration process. Scholarly 
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literature also presented uncategorised lists of Social Computing characteristics 
indicating a need for a scientific categorisation. In the attempt to comprehensively 
answer the main research question there arose several sub research questions as: (i) 
What are the characteristics of Social Computing? (ii) What is the structure of a 
Social Computing application? (iii) What is the relationship between Social 
Computing and societal/business outcomes? (iv) What is the behaviour of Social 
Computing? and (v) How the process of achieving societal/business outcomes in a 
non-digital era can be mapped to the digital era?  
Though the reporting about this phenomenon in scholarly literature was limited grey 
literature published in reputed business magazines such as Economist, Harvard 
Business Review, Forbes and the likes largely reported the societal and business 
benefits due to Social Computing. Thirty-one scenarios from grey literature that 
reported successful applications were analysed to understand the underlying 
principles for success as some applications succeeded while many failed. Supported 
by scholarly literature success of an application in the context of this Thesis is 
defined as the application’s ability to build a large community and ascertain 
substantial societal/business outcomes.  
Scholarly literature also revealed main reason for application failure amongst other 
let downs such as financial, technical were not building a strong user community 
catering to user needs, user community not coming back on the application, lack of 
trust and reputation with partners/users, loosely affiliated user network. 
When choosing the thirty-one scenarios, to get a better coverage of all aspects of the 
phenomenon three or more articles per scenario written by different authors were 
selected maximising the author perceptions. Content Analysis is a methodology that 
helps reduce copious textual data to a manageable amount by taking a qualitative or 
quantitative approach and can be used inductively for Theory building and 
deductively for Theory validation. Thus, overarching methodological approach 
adopted for this research was Qualitative Content Analysis. Theory building was 
done inductively and data analysis helped abstract below research contributions in 
the light of sub research questions posed: (i) Taxonomy of Social Computing 
characteristics (ii) Structural Model for a Social Computing Application (iii) 
Multistage Causal Model for Social Computing and Societal/Business Outcomes (iv) 
Behavioural model for Social Computing and (v) Human Need Fulfilment Model. 
Validation of the above four generic Models was done deductively adopting a 
qualitative interpretive approach. For the validation process well representative six 
scenarios from the original data set was purposively selected and through these six 
scenarios using the four generic Models the original phenomenon with its three 
major observations were comprehensively explicated. As it was found the generic 
Models were capable of explicating the original phenomenon with its major 
observations through a well representative sample of scenarios, it was concluded that 
the generic Models are true and valid for any instance. Furthermore, validation 
process revealed emergence of common interaction causal pattern formation in all 
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scenarios of the representative sample which was abstracted as an Overall Interaction 
and information Flow Model for Social Computing. This metamodel systematically 
explained what Social Computing is. Moreover, this interaction and information flow 
explained the unique ability of Social Computing applications to evolve over time 
that caused rapid growth and enormous community size that stood Social Computing 
apart from all other preceding computing paradigms. Behavioural aspect of the 
Theory further explained how aggregation of user actions evolved trust in 
system/users causing more transactions over time, enabled system offer personalised 
content to individual users, harnessed 3
rd
 party information that unlocked additional 
income streams, all of which disrupted traditional societal/business practices.   
Thus this overall Model and other generic Models will help researchers, 
practitioners, business community, application designers, and the global community 
comprehensively comprehend what Social Computing is solving the research 
problem and reducing the quite high application design failure rate of 80% by large.  
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Chapter 1 
“To know that we know what we know, and to know that we do not know what we do 
not know, that is true knowledge”  
Nicolaus Copernicus 
 
1 Introduction 
 
 Observation of a New Phenomenon 1.1
 
 
Preceding decade witnessed the emergence of a new phenomenon:  
predominately mobile based pervasive computing paradigm aiming to meet the 
needs of the broader society termed Social Computing. The pervasiveness of this 
computing paradigm is due to multiple technological advances of twenty first 
century causing an unprecedented level of connectivity to exchange information 
ubiquitously. The key enablement of Social Computing paradigm can be attributed 
to recent advancements in Information and Communication Technologies (ICTs). 
Mainly broadband connectivity, frontend devices with sensors, backend cloud 
computing and Web 2.0 technologies which support effective two-way rich 
multimedia communication. Scholarly statistics report that of the 7.5 billion global 
population 66% are part of this ubiquitously connected society as of year 2017 
(Kemp, 2017). 
 
This computing paradigm has introduced a myriad of web and mobile based 
applications serving different needs such as Facebook, YouTube, Instagram, Airbnb, 
Uber, TaskRabbit to name a few. At a higher level and in the context of this research 
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considering the purpose these applications serve two main categories are identified. 
Applications like Facebook, YouTube, Instagram cater to social needs such as online 
and on the go social interaction, free multimedia communication, content sharing all 
of which falls under the umbrella name of social networking sites (SNS). On the 
other hand, applications like Airbnb, Uber, TaskRabbit cater to business needs such 
as efficient cost-effective accommodation, ride sharing, offering or finding 
handyman and the likes. Thus, within this research in general these Social 
Computing applications will be classified as social applications and business 
applications. From above mentioned ubiquitously connected society 2.8 billion 
people are found to be using these Social Computing applications.  Of that, 2.5 
billion people are found to be using Social Computing applications while on the go, 
via their mobile devices (Statista, 2017).  This helps perceive the pervasiveness of 
this computing paradigm and what essentials of technology has enabled same.  
 
To better explain what Researcher means by Social Computing applications 
and further establishing the context of this research Researcher lists below a 
fractional representation of popular Social Computing applications. This list is based 
on their year founded thus showing the growth, user number or community size and 
vast variety of their dominant functionality (among other secondary functions).    
 
Table 1: Portion of Popular Social Computing Applications (Statista, 2017) 
 
Application Year Started Number of Users 
as of 2017 
(Statista, 2017) 
Major Functionality 
Facebook 2004 2.2 billion Social Interaction 
 
YouTube 2005 1.5 billion (Video) Content 
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Sharing 
 
LinkedIn 2003 500 million Professional 
Interaction 
 
Airbnb 2008 200 million Business Transaction 
 
Wikipedia 2001 34 million Collaborative Content 
Sharing 
 
 
Facebook has evolved as a result of an individual trying to develop an 
information technology based response to a challenge they faced. Mark Zuckerberg 
claims that at the time Google was great for searching for news and Wikipedia was 
great for searching for reference material, but there was a gap, “There was no tool 
where you could go and learn about other people” (Carson, 2016b). Facebook was 
founded in 2004 and within 10 years it became the most popular Social Computing 
application with a user community of 1 billion. In 2015 this user community further 
grew and became 1.5 billion users worldwide. By 2017 it has reached a user 
community which is larger than one fourth of the global population, a 2.2 billion 
people (Statista, 2017). Within this enormous community of users there are sub 
communities of interest such as sports, entertainment, music, education, leisure, 
health, religious or political as the functionality of Facebook application enables 
access control facilitating user defined groups. The information a user is hesitant to 
share with a large community of strangers the same user would willingly share with 
a closely knit closed group such as family, colleagues, soccer team and the likes. 
One example is a man named Matt was raising his two sons by himself and he 
started the Black Fathers group to help men share advice and encouragement as they 
raise their families (Zuckerberg, 2017). Another example is in San Diego, more than 
4,000 military family members are part of a group that helps them make friends with 
other spouses. Facebook claims that they have more than 100 million such 
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meaningful communities (Zuckerberg, 2017). The user demographic of Facebook 
vary from pre teenagers to senior citizens while majority users belonged to the age 
group 25-34 and many logged into their personal profiles several times a day. These 
enumerated observations while intrigued the Researcher, made realise the necessity 
of a method to understand this phenomenon.  
 
The second most popularly used Social Computing application is the free 
video content sharing application YouTube which was launched one year later than 
Facebook in 2005 and now has an online community of 1.5 billion monthly active 
users (Statista, 2017). Users can create a profile and upload, view, rate, share, add to 
favourites, report, comment on videos, and subscribe to other users. Members can 
upload an unlimited number of videos. YouTube’s main revenue comes from 
advertising through Google AdSense which targets ads according to site and user 
content. Most YouTube videos are free to view, but there are subscription-based 
premium channels, film rentals, YouTube Red which is a subscription service 
offering ad-free access to the site. 400 hours of content is uploaded to YouTube 
every minute and one billion hours of content is watched every day(Statista, 2017).  
 
LinkedIn is a professional networking site which is a web and mobile based 
application founded in 2002. While individual users and companies could create 
their professional profiles, LinkedIn designed a platform for members to 
professionally connect with each other by sending invitations. These connections 
required either existing relationship or through an introduction by a contact. This 
was called gated-access-approach and was intended to build trust amongst members. 
Employers posted jobs on LinkedIn to which job seekers could post their resumes. 
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LinkedIn’s main revenue came from selling member information to recruiters. By 
2017 LinkedIn was available in 24 languages, had 500 million users distributed in 
200 countries of which 106 million were active users (LinkedIn, 2017).     
 
Airbnb is a web and mobile based accommodation sharing application founded 
in 2008. By January 2017 it has surpassed all traditional hotel chains including 
Hilton and have reached a guest community of 200 million with their presence in 
more than 191 countries in 65,000 cities with over 3,000,000 properties listed with 
them (Airbnb, 2017). These new business models that emerge do not cater only to 
one main need such as accommodation. They bundle up several services such as 
sightseeing, or “Experiences” offered by hosts such as a qualified local visit, or 
creative, outdoor, meal, wellness, and other activities (Airbnb, 2017) and supply a 
service chain building a micro/mini business ecosystem. The application 
functionality such as “Discussion Room” enables them to maintain an ongoing 
conversation with their online community. These interactions offer free advice from 
other hosts or experts, free services, products as freebies, information about special 
promotions, clubs and meet ups near you. Two-way rich multimedia 
communications has enabled information to be in the mediums of rich textual, 
pictorial, audio, videos or live webinars. Through these interactions they further their 
online community. Within the overall community there arise sub-communities based 
on members’ special interests. When communities form existing members bring in 
friends, and this will attract friends of friends further scaling up the community size. 
Through these engaging communities they transform their business into a lifestyle of 
many products and services in addition to their core business of accommodation 
sharing.  There are several sharing accommodation applications that have emerged 
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similar to Airbnb such as Homestay, Couchsurfing, Home Exchange, Love Home 
Swap, Bedycasa, Homestayin to name a few (Cosslett, 2016).  
 
In the recent past shelves of encyclopediae began slowly disappearing and 
getting replaced by online encyclopediae termed Wikis. There are many wikis such 
as Online Encyclopaedia, Wikibooks, Wiktionary, WikiHow, Ekopedia to name a 
few.  Wikipedia is the most widely used wiki, an online encyclopedia offering free 
and openly editable content launched in 2001 has acquired a user community of 34 
million by the end of 2017 (Statista, 2017). These online collaborations lead to 
another emerging trend where people collaborate to generate new knowledge online 
and share. Initially there was only an English language version of Wikipedia. By 
2017 Wikipedia hosts more than 40 million articles in 301 languages though to date 
English Wikipedia is the largest with more than 5.6 million articles (Anders, 2014a; 
Economist, 2014; Newstead, 2009; Wikipedia, 2017).  
 
Brief yet well diverse set of Social Computing applications listed above points 
out that Social Computing is a broad paradigm that has caused a wide range of 
changes to societal as well as business practices. To observe possible emerging 
commonality in these applications and in the light of contextualising this myriad of 
observations such that a research context for this study can be established 
Researcher records several more scenarios below.    
 
A sharing economy business that gained an exponential growth is Uber – a 
ride sharing application initiated in 2009 by year 2017 having 75 million users with 
their presence in 674 cities in 83 countries around the globe (Uber, 2017). This 
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application has enabled the GPS sensor of the mobile device to pick drivers and 
riders located closest to each other to initiate a ride sharing. BlaBlaCar, Relay Rides, 
Getaround, Car2Go, Sidecar are a fraction to name from the large number of car 
sharing applications that have emerged lately (Gilpin, 2014).  
 
TaskRabbit is form of a business application that can be attributed to market 
economy model that allows people to outsource small tasks online. TaskRabbit was 
founded in 2008 has grown to a user community of 1.25 million (TaskRabbit, 2015).  
 
Blogger, a textual content sharing application founded in 1999 now possesses 
a user community of 540 million (Statista, 2017). Another type of social networking 
application is image sharing community Instagram which was initiated in 2010 has 
reached a user community of 500 million (Statista, 2017). Messenger that enables 
synchronous as well as asynchronous communication that was founded in 2011 has 
reached a user community of 1.0 billion (Statista, 2017).  
 
 It was also noticed the emergence of learning facilitation applications based 
on knowledge economy, built upon Social Computing platform and changing the 
traditional ways of delivery of education. Coursera is one such educational 
application that offers open online courses which started in 2012, by year 2016 has 
more than 15.2 million learners, 1340 courses and 127 partners (Coursera, 2016).  
 
All above discussed peer to peer access driven business models are 
transforming established business processes whether borrowing goods, renting 
homes, taxi services, serving up micro-skills or sharing knowledge in exchange for 
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access over money. They are not without deployment issues as any disruptively 
innovative scheme when introduced first. There are questions whether some of these 
business models are within industry-specific regulations when it comes to insurance 
and legal liabilities. But the socio economic and environmental benefits these 
business enhancements bring about have caused countries, states and cities to 
consider revising their legal policies to accommodate these Social Computing 
advancements (Economist, 2013). 
 
The functionality of these Social Computing applications enabled reciprocal 
rating and reviewing facility of the product, service and also the user. When 
selecting a product or service, after finding out about its suitability for the need and 
its price, these reviews or ratings acted as the new economies’ quality assurance or 
reputation aspect. This supported the purchasing decision causing a certain level of 
‘trust’ in the user about the product or service.  
 
In actual fact Social Computing has not only caused emergence of new 
disruptive business models but also has impacted existing eBusinesses. Many 
traditional brick and mortar businesses successfully embraced eBusiness models in 
the pre and early millennium (Ginige, 2003, 2004; Ana Hol, 2009; A Hol & Ginige, 
2009). Unique example is Australia’s almost two centuries old iconic department 
store David Jones Ltd. which embraced eBusiness in 2003 and furthered their web 
presence by successfully adopting Social Computing in 2013 after several previous 
attempts. They launched their catalogue on a custom built web and mobile friendly 
interactive Social Computing application. Concurrently they made their customers 
feel their presence in popular Social Computing applications such as Facebook, 
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Twitter, Instagram, Pinterest and YouTube. They also installed digital mirrors within 
their landmark stores which automatically posted customer photos to customers’ 
social profiles. David Jones store ambassadors, iconic designers and models made 
engaging appearances online their application through live chats, webinars. David 
Jones admins carried out an online discussion with the users on their application 
about their new products, free invitations to their launch events, how the product is 
used thus engaging their customers and potential future customers. As a result within 
the very first quarter since implementation of Social Computing they claimed in 
their ASX (the Australian Stock Exchange) report that by doing so they gained 
711% sales increase (Reilly 2013).  
 
There are similar success stories of existing large companies. Few examples 
are KLM introducing Meet&Seat application. This app allows passengers to link 
their social media profiles such as Facebook and LinkedIn to their check-in 
information and choose a seating partner according to their profile which has helped 
KLM increase their customer base (Goldin, 2014). Ford used Twitter to enhance 
their PR process (Israel, 2012). IBM used blogging to enhance communication, 
leadership and corporate identity (Ohnesorge, 2013), a few to mention.  
 
Most of these popular Social Computing applications seem to have evolved in 
the event a team of people or in some cases an individual wanting to find an 
information and communication technology (ICT) based solution to a challenge they 
have faced. In the case of Facebook as stated earlier the founder was looking for 
ways to ‘learn about other students’ of Harvard in his sophomore year. He first built 
a tool called Coursematch where students could list what classes they were taking. 
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Several similar study tools built laid the foundation to the global social networking 
site Facebook fulfilling the need to ‘learn about other people’ (Carson, 2016b). A 
similar story unfolds when it comes to the ride sharing app Blablacar. With only 
three days until Christmas in 2003, Frédéric Mazzella was under pressure to get to 
his family home in Fontenay-le-Comte, 300 miles outside Paris, but all the trains 
were full. After eventually getting a lift from his sister, he noticed most of the cars 
on the road were empty but for the driver. This was a vast inefficiency in his eyes, 
but one that got him thinking in founding the ride sharing application BlaBlacar, a 
car-share service which is cheaper than public transport (Hickey, 2014). 
 
Some other popular Social Computing applications identify an opportunity 
that can be fulfilled and generate a revenue particularly in the aftermath of global 
financial crisis. One scholarly paper reports that 2008 financial crisis  on  hotel  
performance is  directly relevant  to Airbnb's initial  entry into the  Texas  market 
(Zervas, Proserpio, & Byers, 2014). The Economist reported that it is surely no 
coincidence that many peer-to-peer rental firms were founded between 2008 and 
2010, in the aftermath of the global financial crisis (Economist, 2013).    
 
These new businesses models enabled by Social Computing applications are 
variously known as Collaborative Consumption (CC) or Sharing Economy where 
peer-to-peer (P2P)based activity of obtaining, giving, or sharing the access to goods 
and services, coordinated through community-based online services (Botsman & 
Rogers, 2010; Hamari, Sjöklint, & Ukkonen, 2015). Also known as Peer Economy a 
common feature being informal economy—often characterized as commercial 
activity that is unregulated and untaxed (Cheng, 2014). Another term used is Market 
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Economy where decisions regarding investment, production, and distribution are 
based on the interplay of supply and demand which determines the prices of goods 
and services all which is happening online (Gregory & Stuart, 2004; Ng, 2014). 
Another model is Social Life Networks using the enormous reach of mobile phones 
equipped with myriads of sensors not only connect people with other people, but 
connect people with other people and essential life resources (Di Giovanni et al., 
2013; Jain & Sonnen, 2011). More recent model enabled by Social Computing is 
Digital Knowledge Ecosystems (Ginige, 2016; Ginige et al., 2016), where a mobile 
based information system is used for achieving sustainable farming, which can also 
be tailored to any similar product or service process. These online business models 
enabled by Social Computing whether entirely new like Airbnb or enhancements of 
existing models like David Jones, either fulfilling a societal or business need, 
indicate how Social Computing has disrupted the traditional ways of doing things 
(MITSloan, 2011; Pascu, 2008; Solis, 2016; Zilahy, 2016).   
 
Thus, it is evident that these applications are disruptive in nature. Also highly 
successful applications listed above have user communities of millions or billions. 
All these applications have been launched during early to late 2000s thus indicating 
a rapid growth. Thus, Researcher seeks to contextualise this study as below. 
 
 Research Context  1.2
 
Oxford Dictionary defines a phenomenon as a fact or situation that is observed 
to exist or happen, especially one whose cause or explanation is in question (Oxford-
Dictionary, 2000). Researcher observed this real phenomenon of a new computing 
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paradigm: Social Computing, emerging and causing disruptive changes to existing 
human practices, societal as well as business. All of these applications emerged 
early, mid or latter part of last decade and now each of them has user communities 
of millions and few of them even billions. To carry on this study to find out what 
this phenomenon is Researcher contextualise the real phenomenon based on these 
three prominent observations supported by scholarly as well as grey literature author 
perceptions. Thus, amongst a myriad of other common observations, three 
prominent characteristics that stand Social Computing applications apart from other 
applications were:  
1.2.1 Rapid Growth 
Many of the successful Social Computing applications gained a rapid 
growth   during a short period of time since the day they have been 
founded (Parameswaran & Whinston, 2007b; Pascu, 2008; Wang, 
Carley, Zeng, & Mao, 2007).   
1.2.2 Community Size 
The successful Social Computing applications had been able to build  
user communities of unprecedented size such as Facebook having 2.2 
billion users or YouTube 1.5 billion users and so on (Parameswaran & 
Whinston, 2007b; Wang et al., 2007; Zuckerberg, 2017).  
1.2.3 Disruption 
These successful Social Computing applications have disrupted the 
traditional ways of societal and business practices, introducing new 
means of online communication, interaction, trust building, community 
building, to name a few. These new processes have disrupted 
traditional industries introducing new business models such as hotel 
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industry with accommodation sharing, taxi industry with ride sharing 
and so on (Parameswaran & Whinston, 2007b; Solis, 2016; Zilahy, 
2016) 
    
 Working Definition for Social Computing 1.3
 
Until a formal definition can be achieved through this exploratory study, 
influenced by the scholars Parameswaran and Whinston (2007b) Social Computing 
can be defined as a set of applications that facilitate collective action and social 
interaction online with rich exchange of multimedia information and evolution of 
aggregate knowledge. 
 
 Motivation to Find a Solution to the Observed Phenomenon  1.4
 
The focus of this research is to investigate what is this phenomenon that has 
emerged and causing a beneficial impact on businesses and society as a whole, how 
has it come in to be and why does it keep occurring.  
 
The impacts of this phenomenon: this new computing paradigm termed Social 
Computing, has impacted the businesses and the society at large. Business impacts 
were found to be enhancing the triple bottom line (TBL): financial, social and 
environmental aspects of the business as Elkington (1997, 2004) coined the term 
TBL in latter time economics. New and enhanced business models enabled by Social 
Computing enhanced finacial outcomes by reducing cost, increasing sales, 
increasing revenue and enhanced social outcomes by empowering the community 
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members to make informed decisions. Enhanced environment sustainability by 
introducing environmentally sustainable practices through sharing economy such as 
sharing properties, rides hence reducing energy consumption minimising carbon 
footprint (Ginige, 2016; Huijboom et al., 2009; Parameswaran & Whinston, 2007a, 
2007b; Pascu et al., 2008)  
 
The scholarly literature that reported impacts of Social Computing on business 
outcomes in the context of this research were limited may be due to the fact that 
Social Computing is fairly a new paradigm. Scholars who published in relation to 
this phenomenon supported this concept as they reported how custom built Social 
Computing applications impacted business processes, namely communication and 
collaboration process (Deering, Cook, Jonk, & van Hall, 2008; Gruner, Power, & 
Bergey, 2013; Hughes & Chapel, 2013a). Importance of some other scholarly 
publications was they revealed that there is a positive correlation between Facebook 
and enhancement in communication and collaboration processes though not what 
that relationship was, thus giving a lead towards Researcher’s investigation (Lampe, 
Wohn, Vitak, Ellison, & Wash, 2011; Suwannatthachote & Tantrarungroj, 2013). 
Alternatively grey literature that were well researched and published in established 
business magazines such as Economist, Forbes, Wall Street Journal, Entrepreneur 
and the likes, reported successful social and business scenarios where Social 
Computing applications are impacting societal and business outcomes at large.    
 
While some of these successful Social Computing  applications were adopted 
by masses causing significant societal and business outcomes, some applications 
such as StartupSQUARE, Pingjam, Cusoy, (Oppong, 2015) Friendster (Garcia, 
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Mavrodiev, & Schweitzer, 2013) failed. Author Oppong (2015) publishes the main 
reason amongst other let downs such as financial, technical and the likes  for more 
than 50 of such applications reported by the founders themselves. The main reason 
for failure of StartupSQUARE, a platform helping entrepreneurs was user 
community did not keep coming back on the application. They did not build a strong 
community by catering to user needs. Pingjam, a monetization solution for Android 
app developers reported their failure was mainly due to lack of Trust and reputation 
they built with their giant hosting provider Google. Cusoy, a restaurant meal planner 
based on dietary needs reported that main reason for their failure was Trust building, 
reputation building with their partners (Oppong, 2015). Friendster, the social 
networking site who had a stronger standing than Facebook in 2004 having 117 
million users when Facebook had only 3 million users claimed main reason to their 
failure was the bonds linking the user network weren’t particularly strong (Garcia et 
al., 2013). Many of the users weren’t connected to a lot of other members, and the 
people they had befriended came with just a handful of their own connections. So 
they ended up being so loosely affiliated with the network, that the burden of dealing 
with a new user interface just wasn’t worth it, reported scholarly authors Garcia et 
al. (2013). 
 
Confirming all such failures observed, business statistics revealed that from all 
the Social Computing applications designed and developed, even after more than a 
decade Social Computing had been in use, only 20% had been successful causing an 
80% failure (Foresman, 2012; Varshneya, 2013). The measure of success in relation 
to the context of this Thesis is presented below in Section 1.5. 
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These observations of how only some applications became highly successful 
during a very short span of time while many failed motivated the Researcher to 
investigate this phenomenon and build a framework to better understand ‘what 
Social Computing is’.  
 
 Definition of a Successful Social Computing Application in the 1.5
Context of this Study 
 
The two most significant aspects observed in successful Social Computing 
applications were the massive user communities they attracted leading to huge 
societal or business outcomes. Scholar Vassileva (2012) looked at the success of a 
Social Computing application as to attract and sustain active users. Scholars 
Huijboom et al. (2009) suggested success was due to online social communities with 
a strong bottom up character that play the key role and Scholars Parameswaran and 
Whinston (2007) saw success as its rapid growth and community base. Thus, based 
on observations supported with scholarly insights in the context of this Thesis 
Researcher defines success of a Social Computing application as its ability to build a 
large user community upon it, leading to impactful societal or business outcomes. 
 
 Research Gap and Significance of This Study 1.6
 
This section will briefly rationalise why this research should be undertaken. 
This research sheds light on how this observed phenomenon of a new computing 
paradigm: Social Computing has hosted a large number of applications which are 
beneficially impacting society and businesses at large. These Social Computing 
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applications have sustained an exponential growth, created a large community size 
when compared to corresponding community size of a non-digital counterpart and 
have introduced disruptive ways of achieving outcomes. On the contrary statistics 
reveal from all the Social Computing applications designed and developed 80% are 
failures (Foresman, 2012; Varshneya, 2013). This signifies an imperative research 
gap that needs fulfilling as this is due to not having a theoretical background to 
better comprehend what Social Computing is, in order to implement Social 
Computing successfully (Ali-Hassan & Nevo, 2009; Hassan, 2008b; Huijboom et 
al., 2009; Liu, Salerno, & Young, 2010; Parameswaran & Whinston, 2007a, 2007b; 
Pascu et al., 2008; Vassileva, 2012; Wang et al., 2007). Thus, this study aims to 
contribute to this growing area of research on Social Computing by exploring “What 
is Social Computing?” by qualitatively inductively analysing a batch of successful 
Social Computing applications. There are several significant sub areas where this 
study makes an original contribution besides the main contribution: A Framework 
theorising what Social Computing is – its structural underpinnings, behavioural 
aspects and hence its human need fulfilment capacity. Thus, this study will 
significantly benefit application designers, businesses owners, practitioners and the 
society at large by helping reduce the large failure numbers in application design and 
more over furthering effective implementation and usage of Social Computing.   
Having determined the research gap, Researcher now seeks to establish the 
scope of this research. 
 
 Scope of the Research 1.7
 
Statistics revealed that majority of Social Computing applications designed 
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and developed are failures. Research gap had been identified above as the absence of 
a theoretical foundation to comprehend what Social Computing is. Therefore, to 
fulfil this gap while acknowledging the reasons for failure, to understand the 
underlying causality that have caused impactful societal and businesses outcomes a 
study of successful Social Computing applications will be undertaken in this study. 
 
Having identified research gap and having determined the research scope 
Researcher now seeks to establish the quintessence of this Thesis: the Research 
Question.  
 
 Research Question 1.8
 
Some of the literature reported that this phenomenon caused beneficial impact 
on businesses and the society in the main (Deering et al., 2008; Gruner et al., 2013; 
Hughes & Chapel, 2013b). Other scholars reported there is a positive correlation 
between this phenomenon and certain societal and business outcomes (Lampe et al., 
2011; Suwannatthachote & Tantrarungroj, 2013). Some other literature reported, of 
all the applications designed and developed 80% are failures (Foresman, 2012; 
Varshneya, 2013). Research gap identified above is due to not having a theoretical 
foundation to better comprehend what Social Computing is as existing literature was 
short of elaborating what this phenomenon is (Ali-Hassan & Nevo, 2009; Huijboom 
et al., 2009; Liu et al., 2010; Parameswaran & Whinston, 2007a, 2007b; Wang et al., 
2007). Thus, there is a need to know “What is this phenomenon?” or in other words 
“What is Social Computing?” 
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Thus, the main Research Question (RQ) of this Thesis is: 
 
RQ: What is Social Computing?  
 
In the attempt to comprehensively answer the main Research Question there 
arose several Sub Research Questions. These Sub Research Questions (SRQs) took 
the form as below: 
 
1.8.1 What are the Characteristics of Social Computing? 
 
To make use of a new paradigm it is necessary to better understand it. To 
better understand an abstract concept like Social Computing it is beneficial to look at 
its basic components. It is these building blocks of a new concept that attributes it its 
character and distinguishes it from all the other existing computing paradigms. Thus, 
identifying Social Computing characteristics at the initial stages of the research 
enable comprehending how it interacts with the external environment or in other 
words with the users. Thus, Researcher posed the sub research question what are the 
characteristics of Social Computing? 
 
1.8.2 What is the Structure of Social Computing Applications?  
 
Preliminary literature review exposed several lists of Social Computing 
characteristics (Ali-Hassan & Nevo, 2009; Huijboom et al., 2009; Parameswaran & 
Whinston, 2007a, 2007b) that are listed in Table 7 in Chapter Two. Some of these 
characteristics were analogous with a structure of a computing platform such as 
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flexible structure, free-form structure (Hassan, 2008b), loosely defined structure, 
dissemination structures and peer influence mechanisms (Parameswaran & 
Whinston, 2007b). Thus, in order to achieve the answer towards main research 
question as to what Social Computing is, Researcher posed the sub question what is 
the structure of a Social Computing Applications? 
 
1.8.3 What is the Relationship between Social Computing and 
Societal/Business Outcomes? 
 
Researcher’s final aim is to derive a Model explicating what Social Computing 
is. To explicate an abstract concept it is necessary to integrate its characteristics, 
concepts, categories, classes, antecedents or causalities to represent the existing 
relationships. Also, scholarly literature reported there is a positive correlation 
between Social Computing and societal/business outcomes which indicates that it is 
possible that there may be a causal relationship between the two. Thus in the aim of 
finding a better explication for this phenomenon Researcher posed the sub research 
question what is the relationship between Social Computing and societal/business 
outcomes? 
 
1.8.4 What is the Behaviour of Social Computing?  
 
Scholarly literature reported some characteristics that were analogous with 
behaviour of the application user due to the usage of the application such as 
‘empowerment’ (Huijboom et al., 2009) which is a user feeling. Another 
characteristic reported was ‘user generated content’ (Hassan, 2008b) which is a user 
action. Earlier Researcher posed the question what is the structure of Social 
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Computing Application? Arguing that structure gives rise to behaviour (Alpert, 
2011; Merleau-Ponty & Fisher, 1963), towards a comprehensive answer to main 
research question Researcher posed the sub research question what is the behaviour 
of Social Computing?  
 
1.8.5 How the process of achieving societal/business outcomes in a non-digital 
era can be mapped to the digital era? 
 
Within the phenomenon it was observed that usage of these applications 
achieved societal/business outcomes. For example, using Facebook enabled efficient 
communication or using Airbnb enabled cost effective accommodation.  Scholarly 
literature supported that there is an underlying relationship between Social 
Computing applications and societal/business outcomes (Ellison, Steinfield, & 
Lampe, 2007; Ip & Wagner, 2008; Lampe et al., 2011; Suwannatthachote & 
Tantrarungroj, 2013). Societal and business outcomes occurred even in the 
prehistoric times by humans forming into small communities as they hunted and 
gathered in groups fulfilling the basic human needs, though not in a magnitude as 
now. Perceiving how it happened back then in a non-digital era would help 
understand the underlying mechanisms of Social Computing that is causing same 
now in a larger magnitude broadening the comprehension of this phenomenon. To 
learn something historic Researcher revisited existing scholarly literature and posed 
the sub research question: How the process of achieving societal/business outcomes 
in a non-digital era can be mapped to the digital era?  
 
Sub research questions arose in the attempt to answer the main research 
question comprehensively, thus Researcher aims to logically and sequentially 
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combine answers to all sub research questions in attaining an inclusive answer to 
main research question.  
 
The significance of each of these research findings and final contribution has 
been confirmed at different milestones of this study by refereed international 
conference publications and an international journal publication (please refer to page 
xix in the front section of this thesis). 
 
 Thesis Structure 1.9
 
While this exploratory study employs qualitative modes of inductive enquiry 
and deductive verification and is interpretive in nature, explained below is how this 
Thesis is structured with a brief introduction to each Chapter.  
 
1.9.1 Chapter 1: Introduction 
  
This chapter introduces the phenomenon observed: the new computing 
paradigm termed Social Computing. Discusses several successful applications 
facilitated by this new computing paradigm observing their common characteristics 
thus contextualising this study. Establishes a working definition for the phenomenon 
from existing scholarly literature, explains the motivation for this research and set a 
scope for the same. Identifies the Research Question reinforced by sub research 
questions. Highlights the significance of this study and concludes with a brief layout 
of the Thesis structure. 
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1.9.2 Chapter 2: Review of Related Literature 
  
There are relatively few historical studies in the area of interest of this research 
possibly because Social Computing is fairly a new and emerging paradigm. 
Researcher begins this chapter literary explaining what a phenomenon is thus 
establishing the phenomenon of interest of this study. Literature while help identify 
the gap that this dissertation seeks to map also provide significant leads to begin this 
investigation. Literature review investigates all elements related to the phenomenon 
such as growth, community size and disruptive nature of these applications, online 
Trust building, new disruptive business models, enabling technologies, definitions 
and characteristics of Social Computing including what existing academic literature 
say about this phenomenon. 
 
1.9.3 Chapter 3: Methodology  
  
To have a broader scope on the phenomenon thirty-one scenarios that reports 
on thirty-one successful Social Computing applications were selected from grey 
literature. At least three or more data sources per scenario were analysed maximising 
the number of author perceptions contributed to the data set. Qualitative Content 
Analysis is the overarching methodological approach and Theory building is done 
using Inductive Analysis. Methods used are Tabulation, Inductive and Abductive 
Reasoning, Open Coding, Code Matrices, Categorisation and Causal Chains. 
Replicability is established by documenting an ‘Open Coding Procedure’.  
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1.9.4 Chapter 4: Taxonomy of Social Computing Characteristics and 
Structure of a Social Computing Application 
 
This Chapter performs the initial data analysis by open coding the textual data 
set using NVivo11 as the coding tool. Extracting codes onto code matrices, 
tabulating them appropriately and categorising them using inductive reasoning, led 
to extracting taxonomy of Social Computing characteristics. Further tabulations, 
extracting the pattern formations within codes, inductive reasoning and abductive 
reasoning supported by literature together helped abstract structural model for Social 
Computing applications. 
 
1.9.5 Chapter 5: Multistage Causal Model for Social Computing and 
Societal/Business Outcomes, Behavioural Model for Social Computing 
and Human Need Fulfilment Model 
 
 Data analysis will be furthered in this Chapter categorising the extracted 
codes. These codes are causal relationships extracted from original text revealing 
different relationships related to the phenomenon found within different scenarios. 
Causality itself is a time series having a sequence of occurrence. Categorising these 
codes helped uncover a sequence in them. Introducing Causal Chains method helped 
construct causal chains linking these codes. Common pattern formation amongst 
causal chains of different scenarios is abstracted as a generic Multistage Causal 
Model for Social Computing and Societal/Business Outcomes. 
 
Academic literature exposed characteristics that were analogous with 
behaviour of the user (Huijboom et al., 2009) and user action (Hassan, 2008). Such 
behavioural relations within extracted codes, and common pattern formation was 
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extracted as the Behaviour of Social Computing. 
 
Based on codes related to user behaviour that highlights human need 
fulfilment and community formation, and using supporting existing academic 
literature and using abductive reasoning a generic Model for Human Need 
Fulfilment in a non-digital environment was derived. 
 
1.9.6 Chapter 6: Validation of the Generic Models  
 
In this Chapter for model validation deductive analysis was used which took a 
more interpretive philosophical approach. For the validation process well 
representative six scenarios from the original data set was purposively selected. 
Taking each of these scenarios at a time, the original phenomenon with its three 
dominant observations of rapid growth, community size and disruption was 
explicated using the derived four Generic Models.  
 
1.9.7  Chapter 7: Overall Interaction and Information Flow Model for Social 
Computing  
  
In the validation process in preceding Chapter when the phenomenon with its 
three main observations was explicated through six representative scenarios using 
the Generic Models there arose a common causal interaction pattern enabled by 
same antecedent. This common interaction pattern was symbolically emphasised 
within the validation text as ‘Causal Antecedent’ followed by seven ‘Causal 
Interaction Links’. In this Chapter these ‘Causal Antecedent’ and ‘Causal Interaction 
Links’ were extracted and tabulated. This helped visualise the ascending stages of an 
 45 
 
interaction and information flow of a successful Social Computing application that 
has an iterative feedback loop and thus evolved over time. This common pattern 
formed as a result of validation process of four generic Models, thus abstracted as a 
metamodel: an ‘Overall Interaction and Information Flow Model for Social 
Computing’. 
 
1.9.8 Chapter 8: Conclusion and Future Work 
 
This Chapter pens down the concluding remarks to the study and summarise 
the overarching research approach highlighting the research methods that enabled 
deriving each sub research finding at different milestones. It also lists a summary of 
research findings and significance of each sub research finding and the final research 
contribution. The metamodel: Overall Interaction and Information Flow Model for 
Social Computing which is the final contribution of this Thesis imparts a deeper 
understanding of the structural, behavioural and human need fulfilment aspects of 
Social Computing. This profound understanding of Social Computing will enable 
successful implementation and usage of Social Computing thus reducing large 
failure rates in Social Computing application design. Also discussed are potential 
future directions.  
 
Rest of the Thesis comprise the list of References and Appendices arising from 
various data sources and Open Coding Procedure and Code Matrix arising from data 
analysis.  
 
In summary this Chapter has presented the observed phenomenon with its 
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unique characteristics and resulting societal and business enhancements. These 
observations have enabled identifying the research gap and formulate Research 
Questions. Thus, in search of what the existing scholarly authors have published in 
relation to the phenomenon such that a possible lead to answer the Research 
Questions can be gained, an extensive scholarly literature review has been 
undertaken in the succeeding Chapter Two. 
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Chapter 2 
 
“The answers you get from literature depend on the questions you pose.” 
 
Margaret Atwood 
 
 
2 Review of Related Literature 
 
Chapter One introduced a new phenomenon observed over the past decade. To 
advance this study further towards solving this phenomenon it is necessary to gain 
awareness about this phenomenon. One way to gain a formal awareness about an 
unknown phenomenon is reviewing existing scholarly literature about same. Thus, in 
this Chapter Researcher seeks to explore existing scholarly literature related to the 
observed new phenomenon. Researcher begins reviewing the term phenomenon and 
therewith establishing the phenomenon of interest of this study.    
 
 What is a Phenomenon  2.1
 
A phenomenon is a fact or a situation that is observed to exist or happen, 
especially one whose cause or explanation is in question such as: ‘glaciers are 
interesting natural phenomena’ (Oxford-Dictionary, 2000). In philosophy the 
phenomenon can be the object of a person’s perception, such as: ‘no empirical 
phenomena seem to demand a notion of backward causation for our understanding 
of them’(Oxford-Dictionary, 2000). This literary explanation indicates that a certain 
causation can be related to any phenomenon.  
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Philosophically any object, fact, or occurrence perceived or observed is 
considered as a phenomenon. Phenomena are the objects of the human senses such 
as sight, sound and touch in contrast to that of which is apprehended by the intellect. 
“Phainesthai” is a verb derived from Greek which English translation is 
phenomenon, giving the meaning “to seem” or “to appear” which does not 
extinguish whether the thing perceived is the same it appears to be (Encyclopaedia-
Britannica, 2008). Aristotle’s ethics support this when he presented that “the 
apparent good” is what seems good to humans, whether or not it actually is good. 
Afterwards the Greek philosophers distinguished observed facts, in other words 
phenomena, from theories developed to explain such phenomena. Scientists of 17th 
century used this method to explain natural phenomena such as magnetism, which is 
current to date (J. Creswell, 2007; Encyclopaedia-Britannica, 2008). 
 
Modern philosophy sometimes uses the term phenomena to something 
immediately captured by senses before any judgement is made. However 
phenomenon is not considered as a technical term by philosophers, but a sense-
datum, an immediate object of perception, not a material object but a sense 
impression (Encyclopaedia-Britannica, 2008). Phenomenon is used to convert 
immediate object of sensory intuition, the bare datum or bare piece of information 
which can become an object only when interpreted using categories of substance and 
cause (Kant, 1929; Kant & Guyer, 1998).  
 
2.1.1 Analogies of Experiences 
 
Kant (1902) upheld that humans are justified in applying the concepts of the 
 49 
 
understanding to the world as they know it by making a priori determination of the 
nature of any possible experience. A priori means knowledge which proceeds from 
theoretical deduction rather than from observation or experience. As applied in the 
Analogies of Experience, each concept of relation creates one of the preconditions of 
experience, under one of the modes of time whether duration, succession, or 
simultaneity (Kant, 1902). 
 
2.1.1.1 Substance: 
 
To experience change it is necessary not only the perception of the changed 
qualities that establish the change but also the concept of an underlying substance 
which endures through this change. For example, to experience that classroom wall 
has changed colour from blue to yellow, one must not only perceive the change in 
colour from blue then to yellow now, but also suppose that the wall too endured 
from then until now. Thus Kant (1902, 1998) argued that the philosophical concept 
of substance is a priori condition for our experience. 
 
2.1.1.2 Cause:  
 
The experience of events requires not only awareness of their basic features 
but also that they occur one after another, in a constant regularity determined by the 
concept of causality. For example to experience flowering as an event, one must not 
only perceive the blossoms as they now appear but must also regard them as the 
present consequence of a succession of prior organic developments (Kant, 1902, 
1998).    
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2.1.1.3 Community:  
 
Finally, the experience of a world of coexisting things requires not only the 
experiences of each individually, but also the assumption of their mutual interaction 
or reciprocity as a community. For example in order to believe that the Sun, Earth, 
and Moon coexist in a common solar system, one must not only make some estimate 
of the mass of each but must also take into account the reciprocity of the 
gravitational forces between them established Kant (1902, 1998).   
 
 Phenomenon of Interest of this Study 2.2
 
These descriptive philosophical clarifications in scholarly literature explain the 
concept of phenomenon.  In line with above clarifications Researcher analogizes that 
the substance that went through disruptive change is society and business models. 
The cause is Social Computing applications that have enabling technologies as 
antecedents and have effected societal and business outcomes, within the local, 
regional reaching unto the global community. Hence the phenomenon of interest of 
this research is established as Social Computing.  
 
 Flow of Relevant Literature within this Chapter 2.3
 
An extensive review of relevant literature had been carried out from all angles 
to all parts and stages of the phenomenon of interest of this study since preliminary 
stages of this research. Presented below is the reviewed literature based on the order 
of their relevance to the gap encountered.   
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 Emerging Disruptive Business Models 2.4
 
The phenomenon of Social Computing is disrupting existing conventional 
brick and mortar businesses models and modern eBusinesses models while 
introducing new emerging business models enabled solely by Social Computing. 
These business models are variously known as peer economy, collaborative 
consumption (CC), asset light lifestyle, marketplace economy, or more commonly 
known as sharing economy (Botsman & Rogers, 2010; Cheng, 2014; Hamari et al., 
2015; Hamari, Sjöklint, & Ukkonen, 2016). Sharing economy can be broadly 
defined as peer-to-peer-based activity of obtaining, giving, or sharing the access to 
goods and services, coordinated through community-based online services (Botsman 
& Rogers, 2010; Hamari et al., 2015). Another emerging business model enabled by 
Social Computing is social life networks (SLN). A broader definition for social life 
networks is that by using the enormous reach of mobile phones equipped with hosts 
of sensors, the next generation of social networks are designed not only to connect 
people with other people, but connecting people with other people and essential life 
resources enhancing their livelihoods whether farming, fishing or the likes (Ginige, 
Ginige, & Richards, 2013; Ana Hol, Mubin, & Ginige, 2014; Jain & Sonnen, 2011). 
Even higher level of a business model enabled by Social Computing is Digital 
Knowledge Ecosystems that enhance the flow of information in any domain by 
systematically aggregating or disaggregating information produced by stakeholders 
to be consumed by an entire ecosystem of users (Ginige, 2016; Ginige, De Silva, et 
al., 2014; Ginige et al., 2016; Ana Hol, Ginige, & Lawson, 2007). These 
observations directed the Researcher to review basics of a business model.   
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2.4.1 Definition of a Business Model 
 
Though the term business model is often heard it is important to grasp the  
meaning explicitly (Chesbrough & Rosenbloom, 2002). With the rise of these 
emerging new online business models that are shunning traditional ways of doing 
business it has become widely discussed by business practitioners as well as 
academia. Reviewed below are some prominent definitions for a business model 
adopted from the scholarly thesis on ‘The Business Model Ontology’ that had 
broadly investigated related literature (Osterwalder, 2004).   
 
Table 2: Business Model Definitions adopted from (Osterwalder, 2004) 
 
Source 
 
Definition 
(Timmers, 1998) Business model as the architecture for the product, service and 
information flows, including a description of the various 
business actors and their roles and a description of the 
potential benefits for the various business actors and a 
description of the sources of revenues. In order to understand 
how a company realizes its business mission he adds a 
marketing model that is the combination of the business 
model and the marketing strategy of the business actor under 
consideration. 
(Weill & Vitale, 
2001) 
A business model is a description of the roles and relationships 
among a firm’s consumers, customers, allies and suppliers and 
it identifies the major flows of product, information, and 
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money, as well as the major benefits to participants. 
(Cantrell & 
Linder, 2000) 
Business model is an organization’s core logic for creating 
value. 
(Petrovic, Kittl, 
& Teksten, 2001) 
Business models is the logic of a business system for creating 
value 
(Gordijn, 
Akkermans, & 
Van Vliet, 2001) 
Business model is not about processes but about value 
exchanged between actors. 
(Applegate, 
2001) 
Business model as a description of a complex business that 
enables the study of its structure, of the relationships among 
structural elements, and of how it will respond to the real 
world. 
(Stähler, 2002) A model is always a simplification of the complex reality. It 
helps to understand the fundamentals of a business or to plan 
how a future business should look like. 
(Magretta, 2002) Business model is like a story that explains how an enterprise 
works. She distinguishes the concept of business models from 
the concept of strategy. She explains that business models 
describe, as a system, how the pieces of a business fit together, 
but as opposed to strategy do not include performance and 
competition. 
(Tapscott, Lowy, 
& Ticoll, 2000) 
A b-web (business webs) is a business on the internet and 
represents a distinct system of suppliers, distributors, 
commerce service providers, infrastructure providers, and 
customers that use the internet for their primary business 
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communication and transactions. 
(Amit & Zott, 
2001) 
A business model is the architectural configuration of the 
components of transactions designed to exploit business 
opportunities. These transactions are enabled by a network of 
firms, suppliers, complementors and customers. 
(Afuah & Tucci, 
2001) 
A set of Internet- and non-Internet-related activities that allow 
a firm to make money in a sustainable way. 
(Hawkins, 2001) A business model is the commercial relationship between a 
business enterprise and the products and/or services it provides 
in the market. He explains that it is a way of structuring 
various cost and revenue streams such that a business becomes 
viable, usually in the sense of being able to sustain itself on 
the basis of income it generates. 
(Rappa, 2000) Business model is the method of doing business by which a 
company can sustain itself -- that is, generate revenue. The 
business model spells-out how a company makes money by 
specifying where it is positioned in the value chain. 
(Osterwalder, 
2004) 
A business model is a conceptual tool that contains a set of 
elements and their relationships and allows expressing a 
company's logic of earning money. It is a description of the value 
a company offers to one or several segments of customers and 
architecture of the firm and its network of partners for creating, 
marketing and delivering this value and relationship capital, in 
order to generate profitable and sustainable revenue streams. 
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Though a largely agreed definition for business model was hard to come by as 
in the case of a definition for any abstract concept, below is a more summarised 
definition: 
A business model describes the rationale of how an organization creates, 
delivers, and captures value (Osterwalder & Pigneur, 2010). 
In addition to defining a business model, several scholarly authors have looked 
at the elements that constructed a business model. 
 
2.4.2 Key Elements of a Business Model 
 
Literature also presented key elements of a business model that has helped it to 
evolve and emerge to suit current day online business models some of which operate 
solely on a Social Computing application with minimum back office operations. 
Authors Morris, Schindehutte, and Allen (2005) have carried out a thorough study 
on eBusiness models as well as general business models and have summarised key 
elements of a business model as in Table 3 below. 
Table 3:  Scholarly Author Perspectives on Business Model Elements adopted 
from (Morris et al., 2005) 
Source Elements Number 
of 
Elements 
eBusiness 
(E)/ 
General 
Business 
(G) 
Horowitz 
(1996)                   
Price, product, distribution, 
organizational characteristics and 
5 G 
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technology 
Viscio and 
Pasternak 
(1996) 
Global core, governance, business 
units, services, and linkages               
5 E 
Timmers 
(1998) 
Product/service/information flow 
architecture, business actors and roles, 
actor benefits, revenue sources, and 
marketing strategy 
5 E 
Markides 
(1999) 
Product innovation, customer 
relationship, infrastructure 
management, and financial aspects 
4 G 
Donath (1999) Customer understanding, marketing 
tactics, corporate governance, and 
intranet/extranet capabilities 
5 E 
Gordijn et al. 
(2001) 
Actors, market segments, value 
offering, value activity, stakeholder 
network, value interfaces, value ports, 
and value exchanges 
8 E 
Linder and 
Cantrell (2001) 
Pricing model, revenue model, 
channel model, commerce process 
model, Internet-enabled commerce 
relationship, organizational form, and 
value proposition 
8 G 
Chesbrough 
and 
Value proposition, target markets, 
internal value chain structure, cost 
6 G 
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Rosenbaum 
(2000) 
structure and profit model, value 
network, and competitive strategy 
Gartner (2003) Market offering, competencies, core 
technology investments, and bottom 
line 
4 E 
Hamel (2001) Core strategy, strategic resources, 
value network, and customer interface 
4 G 
Petrovic et al. 
(2001) 
Value model, resource model, 
production model, customer relations 
model, revenue model, capital model, 
and market model 
7 E 
Dubosson-
Torbay 
et al. (2001) 
Products, customer relationship, 
infrastructure and network of 
partners, and financial aspects 
4 E 
Afuah and 
Tucci (2001) 
Customer value, scope, price, 
revenue, connected activities, 
implementation, capabilities, and 
sustainability 
8 E 
Weill and 
Vitale (2001) 
Strategic objectives, value 
proposition, 
revenue sources, success factors, 
channels, core competencies, 
customer segments, and IT 
infrastructure 
8 E 
Applegate Concept, capabilities, and value 3 G 
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(2001) 
Amit and Zott 
(2001) 
Transaction content, transaction 
structure, 
and transaction governance 
4 E 
Alt and 
Zimmerman 
(2001) 
Mission, structure, processes, 
revenues, legalities, and technology 
6 E 
Rayport and 
Jaworski 
(2001) 
Value cluster, market space offering, 
resource system, and financial model 
4 E 
Betz (2002) Resources, sales, profits, and capital 4 G 
 
Above tabulation presents that a business model can best be described through 
nine key elements. This concept had been already applied globally and is used in 
organizations such as IBM, Ericsson, Deloitte, the Public Works and Government 
Services of Canada, some of which has faced grave business challenges yet managed 
to overcome and be further innovative on top of it. These 9 elements help illustrate 
how a company intends to make money (Osterwalder & Pigneur, 2010): 
 
1. Value Proposition: the product/service, its features and benefits or 
uniqueness vs. competition; size of the market opportunity; and the 
MVP or minimum viable product that best illustrates the product as 
quickly as possible to elicit customer feedback early  
2. Customer Segments: who your customer is and what problems the 
product solves  
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3. Channels: how you’ll distribute and sell your product  
4. Customer Relationships: how you’ll create demand  
5. Cost Structure: the fixed and variable costs required to operate your 
business  
6. Key Activities: the tasks the company must perform to succeed  
7. Key Resources: suppliers, commodities, or other essential elements of 
the business  
8.  Key Partners: other enterprises essential to success of the business 
9.  Revenue Streams: revenue and profit sources and size  
 
As observed in Chapter One Social Computing was transforming traditional 
business models to new disruptive peer to peer access driven business models 
reviewing the deconstructs of a business extended a basic understanding of a 
business model. 
 
 Rapid Growth Rate of Social Computing Applications  2.5
 
Figures of year started and user community size in Table 1 in Chapter One 
indicated a rapid adoption pattern within the users which directed Researcher to 
review adoption curves of few Social Computing applications.  Pertinent literature 
drew the attention to unique growth pattern of Social Computing applications. A 
scholarly study performed on ‘Implications of Social Computing for the EU 
Innovation Landscape’, enlightened on this unique diffusion pattern of several 
Social Computing applications (Pascu et al., 2008). 
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Wikipedia is the popularly used collaborative content sharing platform which 
is the largest, most viewed and visited wiki. When this survey was carried out in 
2008 Wikipedia consisted of 7.5 million articles in 250 languages with English 
language articles alone reaching 2 million and 1.5 million registered users and was 
growing fast owning an exponential growth curve as in Figure 1 below. 
 
Figure 1: Exponential Growth Curve of Wikipedia adopted from (Pascu et al., 2008) 
 
The scholars Pascu et al. (2008) also studied the growth pattern of blogs. 
When this survey was carried in year 2008, the number of blogs written across the 
world has doubled every 5-7 months over the three preceding years. They also used 
the tracking data of more than 50 million blogs worldwide using the search engine 
for blogs at that time – Technorati.  The statistics showed that 120,000 new blogs 
were created daily that makes 1.4 blogs every second, and this figure was further 
growing as displayed in Figure 2 below. 
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Figure 2: Exponential Growth Curve of Blogs adopted from (Pascu et al., 2008)  
 
The applications reviewed above are successful social applications thus 
Researcher further reviewed a couple of successful business applications to observe 
their growth pattern.  
 
Airbnb is the peer to peer accommodation sharing application. A study on 
Airbnb application shows that in summer 2010 only 47,000 people around the world 
stayed with Airbnb and within next five years in summer 2015 how this number has 
grown to be 17 million people, an increase of 353 times (McAlone, 2015). The study 
further reported that one particular date, to be exact on August 8
th
 in that summer the 
number of guests stayed with Airbnb worldwide was 1 million. Such usage numbers 
within such short period made this application possess an exponential growth curve 
as in Figure 3 below. 
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Figure 3: Exponential Growth Curve of Airbnb adopted from (McAlone, 2015)  
 
Scholars Hall and Krueger (2016) carried out an analysis on Uber’s driver 
partners  based on both survey data and anonymized aggregated administrative data 
from 2012 to 2015. Specifically, during year 2014 Uber has had 160,000 drivers 
active on their application and 32,000 drivers added to the application in the month 
of November and 40,000 drivers added to the application in the month of December. 
These drivers have earned an aggregated income of $656.8 million in payments from 
Uber. These figures once again explain the exponential growth pattern of yet another 
famous business application as in the Figure 4 below. 
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Figure 4: Exponential Growth Curve of Uber adopted from (Hall & Krueger, 2016) 
 
Further review of appropriate literature to uncover as to why these Social 
Computing applications exhibited such a rapid growth pattern began to reveal that it 
is the role of trust in the sharing economy or in these social platforms that has 
enabled this growth. Several scholarly studies suggested that it is the trust between 
the business and the customers and the trust between the users and the system as 
well as trust between the peers that enabled such rapid adoption of the social or the 
business applications (Pascu et al., 2008; Yang, Lee, Lee, Chung, & Koo, 2016; 
Zilahy, 2016). With this direction Researcher next reviewed related literature on the 
concept of trust. 
 Definition of Trust 2.6
 
Concept of trust has been investigated by scholars of many different domains 
and the unanimous agreement of all scholars was that it is hard to define what trust 
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exactly is as it is a multidimensional, multidiscipline and multifaceted concept (Yan 
& Holtmanns, 2008). Therefore, Researcher reviewed below in Table 4 how 
different scholars perceived trust.   
  
Table 4: Scholarly Definitions of Trust 
Author Definition 
Boon and Holmes, 
(1991) 
A state involving confident positive 
expectations about another’s motives with 
respect to oneself in situations entailing risk 
Gambetta (1990) A particular level of the subjective probability 
with which an agent will perform a particular 
action 
McKnight and 
Chervany (2000, 
2003) 
A cross-disciplinary concept: related to social 
structure, concerns personal trait, is a 
mechanism of economic choice and risk 
management. Definitions of trust can be 
classified based on the consideration of 
structural, disposition, attitude, feeling, 
expectancy, belief, intention, and behaviour. 
Corritore, Kracher, 
Wiedenbeck,(2003) 
On-line trust is an attitude of confident 
expectation in an online situation of risk that 
one's vulnerabilities will not be exploited 
 
 Though a common definition could not be achieved these scholarly 
definitions gave a deeper insight into the notion of trust. To further understand the 
concept of trust Researcher next looked at the Characteristics of trust. 
 
 Characteristics of Trust 2.7
 
In spite of diversity amongst existing definitions of trust and literature being 
short of a precise one, its characteristics adopted from Yan and Holtmanns (2008) 
 65 
 
offered a broader insight into this concept.   
 
(1) Trust is directed:  meaning that trust is an oriented relationship between 
the trustor and the trustee. 
 
(2) Trust is subjective: it is fundamentally a personal opinion. It is considered 
a personal and subjective occurrence that is based on various factors or 
evidence weighted variously. Trust is different for each individual depending 
on the situation. 
 
(3) Trust is context dependent : trust is a subjective belief about an entity in a 
particular context. 
 
(4) Trust is measurable:  different values can be assigned to represent the 
different levels of trust an entity may have in another. Basically, this is the 
characteristic that lays a foundation for trust modelling and computational 
evaluation. 
 
(5) Trust depends on history : always past experiences gained influence the 
present level of trust. 
 
(6) Trust is dynamic: normally trust non-monotonically changes with time. 
Trust can either be restored or annulled recurrently by adapting to changing 
times of the environment where the trust decision is made. It is sensitive to 
certain factors, events and change of context. Hence to handle this dynamic 
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adaptation of trust relationship between two entities a trust management 
method with learning and reasoning needs to be established. 
 
(7) Trust is conditionally transferable: Information about trust in an entity can 
be transmitted or received along a chain of entities or a network of reviews 
and recommendations. This transitive property is often bound to the context 
and the trustor’s objective factors. 
 
(8) Trust can be a composite property: “trust is really a composition of many 
different attributes: reliability, dependability, honesty, truthfulness, security, 
competence, and timeliness,  which may have to be considered depending on 
the environment in which trust is being specified” (Grandison & Sloman, 
2000). This compositionality of trust enables making trust calculations. 
 
 To further the understanding of how online trust functioned, a generic trust 
model presented by Yao-Hua Tan (2000) was reviewed as in Figure 5 below. 
 
Figure 5:  Generic Model for Online Trust adopted from Yao-Hua Tan (2000) 
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This generic model for online trust in e-commerce consists two basic 
components, party trust and control trust: trust in the other party and trust in the 
control mechanisms that ensure the successful performance of the business 
transaction (Yao-Hua Tan, 2000). Authors propositioned that individuals engaged in 
business transactions if their level of trust exceeded their personal threshold. Level 
of trust required is high when the value of the business transaction is high. Level of 
trust required is low if the individual is a risk seeker. In the centre of the Figure 5 
above is trustor’s transaction trust. The determinants of the trustor’s trust threshold 
as potential profit, the risk involved, and attitude toward risk or risk propensity (i.e., 
a risk-seeker, a risk neutral, or a risk-averse) are in the lower half. The upper half of 
the figure shows the determinants of trust, such as the trustworthiness of the other 
party in the transaction and the reliability of the control mechanisms as procedures 
and protocols that monitor and control the successful performance of a transaction. 
E-transaction can be enabled either by lowering an actor’s personal threshold or by 
raising the actor’s trust level related to the transaction, rationalised the authors Yao-
Hua Tan (2000).  
As shown earlier the rapid growth of Social Computing has been attributed to 
role of trust that had been emerged in using the application. Thus Researcher next 
looked at enabling technologies and also how the technology can support the aspects 
of trust mentioned earlier.  
 
 Enabling Technologies of Social Computing 2.8
 
Technologies have seen revolutionary advancements since the historical times 
with introduction of tools, replaced by machine and automation until information 
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technology took over in the 1960s (Castells, 2011; Huitt, 1999; Toffler, 1981). If 
considered a timeline of evolution of computing, first there were main frame 
computers used for bulk data processing such as census, industry statistics and 
transactions. Then in 1970s mini computers were introduced and were mainly used 
for scientific and engineering computations. 1980s saw another evolution in 
computing with the invention of personal computers which increased productivity 
through word processing and spread sheets. These standalone computers were 
networked within the organisation, or within the building creating intranets which 
enabled common information repositories for different departments of an 
organisation thus enhancing processes and communication via internal e-mail. Client 
servers were introduced in 1990s which extended these networks to inter 
organisations inter nations thus evolving into a global network known as the Internet 
or world wide web (www) or Web 1.0 causing a historical revolution in access to 
information (Bell, 2008). But users could only be passive consumers of information. 
Nonetheless storage and processing of large amounts of information in bits such as 
electronic files, e-mail in oppose to atoms such as manually filed documents, hand 
written letter has made it convenient and rapid. As internet is a wide spread network 
of routers, servers and computers to store, access or to send across a specific piece of 
information it needed an identification as same in the atom world when sending a 
letter by post it needed a name, house number, street name, suburb, city and country. 
IT community got together and agreed upon certain protocols for computers to 
interact with each other assigning an IP (Internet Protocol) address for each 
computer, complemented with a TCP (Transmission Control Protocol) to transmit 
the specific packet of data via the specific routers. Person’s identification number on 
the internet became their e-mail address. As this www is a collection of web pages 
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stored in web servers to identify a specific web page stored therein it needed a 
specific identification number. Since human memory is better able to remember a 
name than a string of numbers, these web pages were assigned URLs (universal 
resource locator) as identifiers or addresses such that by typing the URL into the 
browser in one’s computer the web page can be accessed. Web pages needed to be 
written in HTML (Hypertext Markup Language), a standardized system for tagging 
text files to appear in right font, colour, graphic, and hyperlink effects on www. To 
transfer these HTML documents between servers and client browsers a Hypertext 
Transfer Protocol (HTTP) was needed, an application protocol for hypermedia 
information systems. HTTP is the footing of data communication for the www. 
Hypertext is organised text that uses rational links between nodes containing text. 
Another option to create HTML documents is a URL can direct you to a program 
running in server when executed create HTML document (Shannon, 2007).  
 
Next advancement in related technology was in early 2000s when Web 2.0 
was introduced with faster and two way scheme to data transfer (O'reilly, 2007). 
Java is the programming language expressly designed for use in the distributed 
environment of the Internet. It was designed to have the "look and feel" of the C++ 
language, but it is simpler to use than C++ and enforces an object-oriented 
programming model. JavaScript is the programming language of HTML and the 
Web. Programming makes computers do what you want them to do. JavaScript is an 
object-oriented computer programming language commonly used to create 
interactive effects within web browsers. So that you can access as well as upload 
rich multimedia through your browser, thus HTML can be generated in the browser. 
Hence browser does not need the entire web page and only needs data from the 
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server, thus making the data transfer lighter and faster. Thus Web 2.0 makes you not 
only an information consumer but enables two way communication allowing you to 
access as well as upload rich multimedia content through your browser, thus making 
you a data prosumer (O'reilly, 2007, 2009). This has caused a new type of 
communities on the web reshaping online communication and collaboration patterns 
and the way how information is consumed and produced. These Web 2.0 
communities consist in general collaborative creating, management, updating and 
sharing of content. They also consist automatic update procedures that evaluate user 
input and always create a new common state of knowledge and content. The other 
important aspect of Web 2.0 communities is Trust building services as ratings, 
voting and similar, which are also the foundation for the collective intelligence 
services (Hoegg, Martignoni, Meckel, & Stanoevska-Slabeva, 2006). 
 
With the introduction of Web 2.0 technologies one’s browser could act as a 
micro server and thus individuals or organisations did not need maintain servers 
(Cormode & Krishnamurthy, 2008). Also, with the transfer rate of data and content 
creation by millions and billions of people who now have become prosumers the 
capacity requirement of a client server became larger and larger which pushed the 
client servers into one colossal space called cloud giving birth to cloud computing 
(Baliga, Ayre, Hinton, & Tucker, 2011; Gill, Bunker, & Seltsikas, 2011; Pallis, 
2010). Trust is an important factor in virtual gaming communities causing long-term 
collaborations through sharing of information with members and obtaining expert 
support from experienced community leaders. Research demonstrate that online 
gaming industry is an aspect of emerging cloud computing thus perceiving that 
cloud computing enables online trust building (Yao & Chang, 2014). 
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Parallel to these, due to many technological developments we are now in a 
phase of human history of having unprecedented level of connectivity to exchange 
information digitally. In September 2017,  66% of world population were part of this 
connected society (Kemp, 2017). These connections have reached very efficient 
speeds known as broad band commonly referred to high-speed Internet access that is 
always on and faster than the traditional dial-up access. (Hasson, Fletcher, & 
Pentland, 2003). Scholarly investigations reveal that broadband connectivity which 
is faster than dial up has enhanced internet skills and user interactions online with 
access to more information and services which in turn has enabled trust building in 
the user in these information and services (Beldona, Kline, & Morrison, 2005; 
McNeal, Hale, & Dotterweich, 2008).   
  
With the technological advancements that enabled faster data transmission 
speeds and backend cloud data storage facilities the frontend devices began to 
transform from heavy analogue devices to lighter digital mobile devices with 
microprocessors and a myriad of built in sensors (Vassileva, 2012). Initial digital 
cell phones were the second generation or of 2G technology that allowed SMS, text 
messages, picture messages and MMS. They used the same radio technology as 
analogue phones, but compressed the signals and converted voice into binary 
information (1s and 0s). This compression allowed 3 - 10 digital cell phone calls to 
occupy the space of a single analogue call. Digital cellular systems use two 
frequencies, one for 1s and the other for 0s, alternating rapidly between the two to 
send digital information between the cell tower and the phone. Encoding schemes 
converted the analogue information to digital, compress it and convert it back again 
while maintaining an acceptable level of voice quality using amplifiers, thus digital 
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cell phones consist of a lot of processing power. 2G technology first introduced in 
early 1990s has now been superseded by 4G (some countries 5G) technology with 
greater capabilities and increased speed to handle new features such as video, 
gaming and internet connection. Some advantages of digital cell phones are better 
quality sounds, more security, eavesdropping protection, ability to support next 
generation services, stronger battery life, more resistant to noise and increased 
capacity. Another significant feature of these front-end devises are a myriad of 
sensors such as Accelerometer that measures the acceleration that the headset is 
experiencing, Gyroscope that measures angular rotational activity. So when you’re 
looking at your phone and changing its angles, the screen changes to help your view. 
Proximity sensor placed near the earpiece that assists when making phone calls, it 
lets the phone know you are most likely in a call and when you pull your phone 
away whilst mid call, the screen changes to allow you to interact with the phone.  
Magnometer which provides phone with an orientation in relation to the earth’s 
magnetic field so the phone always knows which way is north. Barometer  
delivering altitude data (level above the sea) improves GPS accuracy. Light sensors 
measure the ambient/surrounding light so your screen can adjusts its brightness 
levels. Fingerprint sensor that scans the fingerprint and saves it that is used for 
additional security. There are applications that allows you to measure your heartrate 
using the smartphone and even blood pressure (Tilak, 2013; Vassileva, 2012). 
Research shows how these front end devices with sensors such as location 
coordinates, still and video cameras, voice recorders, motion sensors and the likes, 
help markets better understand the consumer behaviour as well as build trust in the 
users creating trusted communities of consumers (Krajicek, 2016).  
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From all these Information and Communication Technology (ICT) evolutions 
that took place during the recent past Researcher identify the ubiquitous 
connectivity, front end devices with sensors, two way rich multimedia 
communication enabled by Web 2.0 technologies, and back end cloud computing as 
the technology stack that has fundamentally enabled Social Computing 
(Balasubramanian, Mahajan, Venkataramani, Levine, & Zahorjan, 2008; Bell, 2008; 
Ginige et al., 2017; Ginige, Paolino, et al., 2014; Hasson et al., 2003; Huitt, 1999; 
Kemp, 2016; Nisbet & Watt, 1984; O'Reilly, 2009; Pallis, 2010; Tilak, 2013; 
Toffler, 1981; Vassileva, 2012). 
 
As existing literature supported understanding what technologies enabled this 
phenomenon of Social Computing, Researcher further reviewed to see whether 
scholars reported this observed phenomenon itself and if so to what extent. 
 
 What Existing Research Say about this Phenomenon 2.9
 
 
Perhaps Social Computing is fairly a new paradigm previous research that 
addressed this phenomenon in this context was limited. 
 
To some extent literature partially supported the phenomenon but still lacked 
the explanation of as to why people are drawn to these Social Computing 
applications and how Social Computing enabled businesses reach user communities 
of millions or in some cases billions.  
 
Researcher reviewed some case studies that included ‘Nokia Siemen Merger’ 
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case in which a collaborative application was used for companywide brainstorming 
(Deering et al., 2008). Also reviewed the case of ‘KPMG’s Enterprise-wide Social 
Collaboration Platform’ (Hughes & Chapel, 2013b). Another case reviewed was 
‘Corporate Social Communities’ (Gruner et al., 2013) and case of ‘Migrating to 
Agility2.0’ (Li, Nagel, & Sun, 2011). All these scholarly publications supported that 
Social Computing enhanced communication process and collaboration process of 
businesses. This is an indication of partial contribution by Social Computing towards 
overall outcomes of a business.   
 
Researcher also found a limited number of scholarly survey publications 
which focused on ‘Student Use of Facebook for Collaboration Purposes in 
Classroom’ (Ellison et al., 2007; Lampe et al., 2011; Sánchez, Cortijo, & Javed, 
2014; Suwannatthachote & Tantrarungroj, 2013)  and ‘Impact of Weblogging in 
Organisational Collaboration’ (Ip & Wagner, 2008), all of which focused on 
communication and collaboration processes. These scholarly survey publications 
presented that there was a positive correlation between Facebook usage and 
enhancement in student Communication and Collaboration Processes, though they 
did not identify what this relationship was. A positive correlation though not 
necessarily imply a causation (Brennan, 1987) indicates a relationship between 
Social Computing and enhancement in Communication, Collaboration which are 
societal/business outcomes.   
 
Therefore what existing literature reported about the phenomenon of interest is 
that this new computing paradigm Social Computing is effecting enhancements in 
processes. These process improvements have helped transform the businesses 
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incurring enhanced business outcomes. These economic transformations have 
impacted sustainable environmental and social benefits, reported these scholarly 
case studies (Deering et al., 2008; Gruner et al., 2013; Hughes & Chapel, 2013b; Li 
et al., 2011). Furthermore existing results of the scholarly surveys performed about 
the phenomenon of interest reported  that there is a positive correlation between 
Social Computing and business and societal outcomes (Ellison et al., 2007; Ip & 
Wagner, 2008; Lampe et al., 2011; Sánchez et al., 2014; Suwannatthachote & 
Tantrarungroj, 2013).  
 
However the existing literature came short of reporting what this relationship 
that existed between Social Computing and business/societal outcomes or why is it 
occurring. Thus the existing literatue about the phenomenon of interest provided a 
lead to move towards a heuristic level from the primary stage of merely observing 
the phenomenon. 
Social Computing being an abstract concept, to gain a better awareness of this 
concept Researcher next looked at deconstructs of Social Computing such as 
definitions and characteristics.  
 
 Scholarly Definitions of Social Computing 2.10
 
Number of scholarly definitions listed in Table 5 below exhibits how early 
scholars perceived Social Computing. 
Table 5: Scholarly Definitions of Social Computing 
Source Definition 
Liu et al. (2010) Social computing concerns the study of social behaviour 
and context based on computational systems. 
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Parameswaran and 
Whinston (2007b)  
Social computing is a set of applications and services that 
facilitate collective action and social interaction online with 
rich exchange of multimedia information and evolution of 
aggregate knowledge.  
Fu, Finn, Rasmus, 
and Salkowitz 
(2009) 
Social computing is the natural evolution of collaboration: 
a shift from a focus on content to focus on people.  
Wang et al. (2007) Social computing is a computational facilitation of social 
studies and human social dynamics as well as the design 
and use of ICT technologies that consider social context.  
Charron, Favier, and 
Li (2006)  
Social computing is a social structure in which technology 
puts power in individual and communities, not institutions.  
Schuler (1994) Social computing is described as any type of computing 
application in which software serves as an intermediary or 
a focus for social relation.  
Hassan (2008a)  Social computing is the interplay between persons’ social 
behaviour and their interactions with computing devices.  
 
Though could not uncover a commonly agreed definition, by tabulating the 
summary of definitions Researcher discovered emerging key concepts as in Table 6 
below.  
 
Table 6: A Summary of Scholarly Definitions of Social Computing 
Scholarly Author Key Concept in Definition 
(Liu et al. 2010) Social context  
(Parameswaran and 
Whinston 2007) 
Social interaction, Aggregate 
knowledge 
(Fu et al. 2009) Collaboration, Focus on people 
(Wang et al. 2007) Social context 
(Charron et al. 2006) Power in individual, Power in 
communities 
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Having identified emerging key concepts of Social Computing paradigm as 
above, Researcher probed further into literature in search of another important 
deconstruct: its characteristics. 
 
 Characteristics of Social Computing 2.11
 
Having gained awareness of Social Computing definitions and learning 
emerging key concepts from these definitions, Researcher further explored current 
literature in search for why this computing paradigm is highly adopted and how that 
property can be made advantageous for all to use. This investigation helped uncover 
listings of generic characteristics of Social Computing as in Table 7 below.  
 
Table 7: Generic Characteristics of Social Computing 
Source General Characteristics  
 Hassan 
(2008a) 
Available for others, Bottom-up, Collaboration, Collective action, 
Communication, Communities, Community interactions, 
Decentralized, Democratic approach, Disseminate social 
information, Dynamic content, Dynamic information spaces, Easy 
to deploy and use, Flexible structure, Focus on social relations, Free 
content, Free-form structure, Gather social information, Grassroots, 
Hyperlinks and cross- references, Informal, Information sharing, 
Interactive, Large scope of interaction, Lightweight, Mash-up, No 
governance structure, Online, Online collaboration, Output to the 
network, Ownership by creators and users, Portable, Process social 
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information, Relationships, Represent social information, Rich 
content, Scalable, Sharing, Social interactions, Social networks, 
Transparent, User diversity, User-generated content, Users control 
creation and configuration 
Huijboom et 
al. (2009) 
Empowerment, Transparency of users, Instant hype wave, (online 
communities are more) Inclusive, Community sense, In perpetual 
beta, Efficient allocation of resources, Long tail effect  
Parameswaran 
and Whinston 
(2007a) 
Mostly decentralized, Highly dynamic, Highly transient, 
Minimal loosely defined structure, Fluid  boundaries - overlaps  
with other stake holders like customers scope, Rich content, 
enhanced by dissemination structures and peer influence 
mechanisms, Highly mobile, Very high scalability  
Parameswaran 
and Whinston 
(2007b) 
Decentralised, Dynamic, Continual refinement in the content and 
online activity, Refinement in how different units of content are 
tagged and rated, Accelerate dissemination of information, Rapid 
propagation of news, Rely on feedback and review quality, Bottom 
up structure, Free entry, Free speech, Free form and flexible in 
structure, Hyperlinking and cross referencing  
 
 Some characteristics listed in above table were generic that they were even 
present in web 1.0 era, whereas Social Computing is enabled by web 2.0 
technologies as identified under Section 2.9 above in length. Furthermore, some 
characteristics took more of a structural form while others were analogous with 
behaviour. This gave an indicative lead that they needed a methodical 
categorization. 
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  Though current scholarly literature has fallen short of a basis for the observed 
phenomenon, it has strengthened the overall knowledge of this new computing 
paradigm and has given leads towards a heuristic: a more methodical investigation. 
 
 Lead towards a Heuristic 2.12
 
This in-depth review of relevant literature about the phenomenon of interest 
while exposed existing gap within the scholarly literature in relation to this 
phenomenon as stated in Chapter One also revealed two exploratory leads to 
advance towards a heuristic.  
 
Lead one is existing scholarly case studies exhibited that due to Social 
Computing certain societal/business processes were enhanced. Likewise, scholarly 
survey results reported that there is a positive correlation between Social Computing 
and societal/business process enhancements. These findings in scholarly literary 
reports indicate that there can be a causal relation between Social Computing and 
business enhancements that needs investigation.   
 
Lead two is the generic lists of characteristics reviewed in scholarly literature 
contained characteristics that belonged to web 1.0 as well as web 2.0, and also 
characteristics analogous with a structure of a computing platform as well as its 
behaviour all together, unclassified. This meant that these published characteristics 
or any other characteristics that may be found in available data will need a scientific 
categorisation.    
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In summary this Chapter reviewed perceptions of former scholars in relation to 
the phenomenon of interest such that a direction to answer the Research Questions 
of this Thesis could be gained.  Above found ‘lead two’ with unclassified 
characteristics directs Researcher towards a possible analysis in answer to Sub 
Research Question One. Some of these characteristics taking more of a structural 
form while others being analogous with behaviour directed the Researcher towards a 
possible analysis in answer to Sub Research Questions Two and Four. Likewise, 
above found ‘lead one’ which is a positive correlation between Social Computing 
and societal/business process enhancements indicated a probable causality between 
the two directing Researcher towards a possible analysis in answer to Sub Research 
Question Three. Thus, taking these leads into consideration next Chapter will 
construct a unique methodology suitable to analyse the phenomenon of interest of 
this research based on the available data set. 
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Chapter 3 
“Methodology is applied ideology” 
Mason Cooley 
 
 
3 Methodology  
     
Preceding Chapter has identified several leads towards analysis of data in the 
light of answering formulated Sub Research Questions through the review of 
scholarly literature. One lead directs the Researcher to seek a probable causality 
between Social Computing and societal/business outcomes. The other lead directs 
the Researcher towards the requirement of a methodical categorisation of Social 
Computing characteristics some found in existing literature and others that can be 
found in data. The sociologist O'Leary (2004)  in her book ‘The Essential Guide to 
Doing Research’ affirms methodologies are central to the research project such that 
they provide legitimisation for knowledge production. Likewise, to legitimise the 
knowledge production process of this research and to decide upon suitable methods, 
techniques and tools for analysis of data, Researcher first scrutinised the available 
data. 
 
 Available Data Set  3.1
 
Despite of scholarly literature being short of reporting the phenomenon of 
interest, the grey literature profusely reported the societal and business 
enhancements due to successful Social Computing applications. To well cater to the 
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scope of this study such that emerging patterns can be observed and also considering 
the breadth and the quality of the reporting, Researcher resorted to a data set of 
successful scenarios from grey literature.  Success in the context of this study as 
defined in Chapter One is the ability of these applications to build large user 
communities around them effecting enhanced business and societal outcomes.  
 
This data set includes 31 successful scenarios that reported successful Social 
Computing applications which had a large user community and effected business 
and societal outcomes of an enhanced nature. This sample size was decided as the 
optimal sample size during data analysis upon data reaching a saturation 
(Sandelowski, 2001). Maximising the author perceptions within the data set at least 
3 or more data sources from reputed magazines were selected per each of the 31 
scenarios as scholars Kuh (1974), Zellner (1969) suggested aggregation of more 
author perceptions enriched the data set. This made the total number of data sources 
or number of articles analysed 104 which is the ultimate sample size of this research.  
 
Tabulated below in Table 8 are the 31 scenarios analysed with their company 
name or in other words the Social Computing application name, brief description, 
industrial type and the number of articles analysed per each scenario. 
Table 8: List of 31 Scenarios 
# Company 
Name/ App 
Brief Description Industrial 
Type 
Number 
of 
Articles 
Analysed 
1 Airbnb Is a trusted community Real Estate 5 
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marketplace for general 
public to list, discover and 
book unique accommodation 
around the world online or 
from mobile app. 
2 AirTasker Is a trusted community 
marketplace to outsource 
tasks, find local ervices or 
complete available tasks and 
earn money online or via 
mobile app. 
Service 3 
3 Amazon Provides online retail 
shopping services to 
consumers, sellers, 
enterprises, and content 
creators. Also provides other 
marketing and promotional 
services, such as online 
advertising and co-branded 
credit card agreements. 
Retail 3 
4 Blablacar Is a car pooling service 
online or on mobile app. 
Taxi 4 
5 Blogger A powerful free publishing 
platform online or on mobile 
app. 
Media 5 
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6 CouchSurfing A hospitality service and 
social networking website or 
mobile app that provides a 
platform for members to stay 
as a guest at someone's 
home, host travelers, meet 
other members, or join an 
event. 
Real Estate 3 
7 Coursera An online higher education 
venture, through the website 
or mobile app. 
 3 
8 David Jones Australia’s oldest (175 years 
old) iconic fashion retailer 
having 40 brick and mortar 
stores country wide, with 
web based purchasing 
facility and mobile app. 
Retail 3 
9 eBay Is a multinational e-
commerce corporation, 
facilitating online consumer-
to consumer and business-to-
consumer sales via web or 
mobile app. 
Retail 3 
10 Facebook Facebook’s mission is to 
give people the power to 
Media 5 
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share content and make the 
world more open and 
connected. People use 
Facebook site or app to stay 
connected with friends and 
family, to discover what’s 
going on in the world, and to 
share and express what 
matters to them. 
11 Ford American automaker 
founded in 1903. The 
company sells automobiles 
and commercial vehicles 
under the Ford brand and 
luxury vhicles under the 
Lincoln brand. 
Automobile 3 
12 Fundrise Is an online investment 
platform, the first such 
company to enable users 
successfully crowdfund 
investment into the real 
estate market. 
Investment 4 
13 Getaround A car sharing as well as ride 
sharing (partnered with 
Uber) company.  
Taxi 3 
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14 GoGet A local Australian car 
sharing company aiming to 
have cars within 250m of 
where people live and users 
can use a tap card and drive 
off. 
Taxi 3 
15 IBM International Business 
Machines (IBM) is an 
American multinational 
information technology (IT) 
company headquartered in 
New York, with operations 
in over 170 countries. 
IT 3 
16 KLM Is a French airline company. Airline 3 
17 LinkedIn Online professional 
networking site/ mobile app. 
Media/ 
Recruiting 
3 
18 Lyft Ride sharing company. Taxi 3 
19 Madpaws Website and an app that 
allows pet owners fid the 
ultimate sitter and sitters find 
preferred jobs. 
Pet Sitting 3 
20 Moocs A massive open online 
courses (MOOCS) is online 
courses aimed at unlimited 
participation and open access 
Higher 
Education 
3 
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via the web and mobile app. 
21 Pinterest Social interaction website 
and app where images are the 
main conten shared, with 
GIFs and videos in a smaller 
scale.  
Media 3 
22 Skillshare Online learning community 
where learning is through 
educational videos. Courses 
are not accredited, available 
through subscription, focus 
on interaction rather than 
lecturing, with the goal of 
learning by completing a 
project. 
Skill 
Training 
3 
23 Starbucks A coffee company and 
coffeehouse chain. Founded 
in America in 1971 now 
operates over 30,000 
locations worldwide having 
web and mobile app 
presence. 
Restaurant 3 
24 TaskRabbit Is an online and mobile 
marketplace that matches 
freelance labor with local 
Trades and 
Services 
3 
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demand of everyday tasks, 
such as cleaning, moving, 
delivery and handyman 
work. 
25 Turo Was formerly knon as 
RelayRides, is a peer-to-peer 
carsharing company. 
Taxi 3 
26 Twitter News and social networking 
service online/on mobile app 
where users can post and 
interact with short messages 
known as "tweets" restricted 
to 280 characters.  
Media 3 
27 Uber Peer to peer car sharing 
company having web and 
mobile app presence. 
Taxi 4 
28 Wikipedia Is the free online 
encyclopedia, created and 
edited by volunteers around 
the world. 
Encyclopedia 3 
29 Yerdle Web and smartphone app 
based service for peer to peer 
exchanging used goods.  
Brands too can buy back and 
resell used items. 
Free 
Exchange/ 
Welfare 
Shop 
3 
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30 YouTube Is a user created video 
content sharing website/app. 
Media/ 
Advertising 
5 
31 Zipcar A car-sharing company with 
a monthly or annual 
membership fee in addition 
to car reservations charges. 
Taxi 3 
 
Having identified available and appropriate data set Researcher explored 
scholarly thought on research methodologies (Blumberg, Cooper, & Schindler, 
2011; J. Creswell, 2007; J. W. Creswell, 2013; O'Leary, 2004; Quinlan, 2011)   
 
 Methodological Decision 3.2
 
 Researcher's need was an optimal methodological design to analyse this vast 
secondary textual data set without losing the original context: (i) To infer probable 
causality between phenomenon and societal/business outcomes, (ii) Methodically 
categorise characteristics of the phenomenon, some existing and some yet to be 
found in data; and to extract a new theoretical framework that could 
comprehensively explicate the observed phenomenon.  
 
Amongst other methods content analysis method was found to be suitable for 
reducing enormous textual information to a controllable yet contextually rich 
amount. Content Analysis is a technique based on the manual or automated coding 
of transcripts, newspaper articles or even audio and video material (Blumberg et al., 
2011).  
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Key methods of reducing the amount of data are condensation and 
categorisation. Condensation is done by manually or automatically coding the 
articles and categorisation is done by further grouping these codes (Blumberg et al., 
2011; Quinlan, 2011). Content analysis can take either a qualitative or a quantitative 
approach. In quantitative approach textual information is transformed into numerical 
data such as how often a certain word or relationship occurred in the text and then 
further analysed statistically.  
 
A more advanced form is qualitative content analysis which will examine in 
which context that certain word or relationship appeared within the data set. Also 
content analysis can be used inductively for theory building and deductively for 
evaluation of a newly developed or pre-existed theory (Blumberg et al., 2011; 
Quinlan, 2011). It was found that usage of Content Analysis methodology in 
business research while having a long history has gained a steady growth in recent 
years (Neuendorf, 2002). 
 
Thus, is the reason why qualitative inductive approach of content analysis was 
selected as the optimal methodology to investigate the vast textual data set and to 
extract a comprehensive theoretical framework that could be contributed as a new 
Theory for Social Computing.   
 
Reinforcing the methodological design and laying an overarching 
methodological structure to the research, the six step Framework for Content 
Analysis Research Process by Krippendorff (1989) was adopted as in Figure 6 
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below. 
 
 
Figure 6: Framework for Content Analysis Research Process adopted from 
Krippendorff (1989) 
 
Having established the overarching methodological approach this Chapter will 
now navigate through the sequence of first four steps followed in the above 
framework: Design, Unitising, Sampling and Coding, to draw the inferences through 
different analyses. The fifth step will take effect in Chapters Four, Five and Seven 
by Drawing Inferences. The sixth step: Validation, will take effect in Chapter Six.    
 
3.2.1 Design 
 
Researcher’s need is to know what the phenomenon of interest is, but being 
unable to observe directly has contextualised same to have among many others three 
main characteristics of rapid growth, large community size and disruptive nature. To 
investigate what the phenomenon of interest is Researcher has posed the main 
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Research Question which constitutes of five Sub Research Questions. To 
analytically explore answers to these Sub Research Questions Researcher has 
selected a textual data set of well-researched grey literature. To analyse this data set 
overall methodological approach adopted is qualitative content analysis – 
inductively for theory building. This includes open coding (using NVivo), extracting 
codes onto code matrices, categorising codes using inductive and abductive 
reasoning, linking codes constructing causal chains, drawing inferences in answer to 
five Sub Research Questions at different milestones. For theory validation deductive 
reasoning is utilised.  
 
3.2.2 Unitizing 
 
Preparation phase involved selection of a suitable unit of analysis. There were 
various units that reported this phenomenon such as whole books, chapters, 
magazine articles, newspaper articles, images, audios, videos, television episodes, 
short movies, TED talks, essays, published interviews, advertisements, and websites. 
Based on Researcher’s interest of study, unit of interest selected was a scenario that 
described a successful Social Computing application (measure of success as defined 
in Chapter One is the size of the community the application built upon it and size of 
the societal/business outcome). The meaning ‘unit’ can take the form of a letter, a 
word, sentence, portion of a page, or words. Too broad a unit of analysis will be 
difficult to manage and may have various meanings while too narrow a unit may 
result in fragmentation. Most suitable unit of analysis will be sufficiently large to be 
considered as a whole but small enough to be relevant during the analysis process. It 
is important to fully describe the meaning unit when reporting the analysis process 
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so that readers can evaluate the trustworthiness of the analysis (Elo et al., 2014). 
From the volume of available data Researcher selected the unit of analysis as a 
singular textual article published in a reputed magazine, newspaper or website. 
Having defined the unit of analysis of this study Researcher next explains how a 
suitable sampling process was undertaken to optimise this study.     
 
3.2.3 Sampling 
 
There is no commonly accepted sample size for qualitative studies because the 
optimal sample depends on the purpose of the study, research questions, and 
richness of the data (Elo et al., 2014). It has been suggested that saturation of data 
may indicate the optimal sample size (Sandelowski, 2001). Elo et al. (2014) 
explained saturated data ensured replication in categories, which in turn verifies and 
ensures comprehension and completeness (Morse, Barrett, Mayan, Olson, & Spiers, 
2002). If saturation of data is incomplete, it may cause problems in data analysis and 
prevent items being linked together (Cavanagh, 1997). Keeping in line with early 
scholar’s suggestions Researcher selected a purposive sample of text from well 
researched grey literature published in reputed business magazines that reported 
scenarios on successful Social Computing applications.  To maximise author 
perceptions Researcher selected at least 3 or more articles per scenario, aggregating 
more author perceptions enriching the data set (Kuh, 1974; Zellner, 1969). As 
Researcher’s scope of analysis was successful applications Researcher picked the 
top most successful social applications (such as Facebook, YouTube) and business 
applications (such as Airbnb, Uber). From 3 or more articles per scenario Researcher 
picked one from the perspective of the designer/developer or application owner and 
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the rest from users who are the majority. Researcher picked articles published since 
around 2006 until now allowing the findings to be fairly current. No statistical body 
was able to predict the current numbers of social related applications and business 
related applications available so to decide upon a ratio. Thus, Researcher kept 
analysing the top most successful applications of both of social nature and business 
nature until Researcher reached a data saturation. This counted to thirty-one 
scenarios from which eight applications served a social purpose while twenty-three 
applications served a business purpose. Having established the sampling plan 
Researcher now moves to discuss Coding which is the next step in the 
methodological framework followed as in Figure 6 above. 
 
3.2.4 Coding 
 
Taking the lead from the scholarly literature review Researcher needed to 
extract the probable causal relation between Social Computing and societal/business 
outcomes embedded in well researched textual data set. Open Coding is one of the 
scientific methods that helps condense large amounts of textual data into a more 
adaptable yet contextually rich volume of data. Thus, coding was performed to 
extract codes (causal relations) from text. This allowed observation of emerging 
patterns within the data. To begin open coding Researcher did not have access to 
“Code References” or “Code Prescriptions” from the domain to use as a guide as 
Social Computing is fairly a new paradigm. Therefore, Researcher gathered barely 
available scholarly articles that reported supporting evidence of this phenomenon 
and open coded them first such that those codes could act as the “Code Reference” 
to open code the data set. Researcher had to decide what themes to look for when 
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scanning the large amount of text. The phenomenon of interest being Social 
Computing observably one theme became ‘Social Computing applications’. 
Scholarly literature review gave two leads, one was that there is a positive 
correlation between Social Computing applications and societal/business outcomes 
indicating a probable causality thus ‘societal/business outcomes’ necessarily became 
a theme. The other lead coming from scholarly literature review was need for 
scientific categorisation of Social Computing characteristics thus ‘Social Computing 
characteristics’ became the other important theme to look for when scanning the text  
for coding. Thus:  
(1) Social Computing Applications  
(2) Social Computing Characteristics  
and 
(3) Societal/Business Outcomes  
turned out to be themes to look for when scanning the text for open coding.  
 
Researcher used coding tool NVivo11 for open coding. The text was 
uploaded to NVivo11 and searched for any of the above three themes. When came 
across one of the above three themes, in a sentence or a short paragraph in the text it 
was highlighted and that chunk of text was assigned a brief code in the format of “A 
caused B” where “A” is the cause that gave rise to the effect “B”. This is 
exemplified in the Table 9 below when scholarly text states “Popular blogs attract 
groups of users that engage in discussions” it was condensed into a contextually 
meaningful code “Blogs caused Engagement” where “Blogs” are the cause and 
“Engagement” is the effect.  
 
 96 
 
39 open codes were extracted from the scholarly text which are listed in 
Table 9 below. This table would act as the “Code Reference” or the guideline to 
follow suite when analysing the data set. 
 
Table 9: Open Codes Extracted from Scholarly Text 
Text from Literature  (Parameswaran & Whinston, 2007a, 2007b; 
Pascu et al., 2008) 
Code 
We argue that social computing holds tremendous disruptive potential 
in the business world and can significantly impact society, 
SC impact business 
SC impact society 
It is due to the wide availability of broadband connectivity and more 
powerful personal computers that social computing has started 
growing phenomenally 
Technologies enable SC 
Social computing shifts computing to the edges of the network, and 
empower individual users 
SC empower users 
Online communities represent a wealth of demand information SC enable demand 
information 
Online communities represent a wealth of demand information, as 
well as rich and focused channels for promotion 
SC enable diffusion  
Online communities represent a wealth of demand information, as 
well as rich and focused channels for promotion and distribution, from 
the marketing perspective. 
SC enable marketing 
Popular blogs attract groups of users that engage in discussions using 
easy interfaces, and blogs often link to posts in similar or 
complementary blogs, 
Blogs are easy to use 
Blogs caused engagement 
Popular blogs attract groups of users that engage in discussions using 
easy interfaces, and blogs often link to posts in similar or 
complementary blogs, thus creating networks of blogs and online 
communities. 
Blogs built communities 
Wikis are popularly used as knowledge sharing tools Wikis caused content sharing 
Wikis are popularly used as knowledge sharing tools and for 
collaborative authoring in teams. 
Wikis caused collaboration 
YouTube is one of the best known of the social software platforms. 
Intended for amateur users to post low-resolution video clips, it has 
seen spectacular growth, and has evolved into a pop-culture medium 
that drives rapid dissemination of popular videos worldwide. 
Alternative outlets for uploading and distribution of video clips exist, 
including Google video and numerous offshore content hosting sites; 
YouTube caused content 
sharing 
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however, none has become as strong a brand name as YouTube. 
LinkedIn is a social network for business professionals that is rapidly 
gaining in popularity 
LinkedIn networked 
professionals 
A key feature of the new social computing trends is the use of easy-to-
use, lightweight, mostly open-source computing tools 
SC is easy to use 
Their focus on doing processing at the client contributes to 
decentralization of the processing load and consequent scalability; 
SC is scalable 
Their focus on doing processing at the client contributes to 
decentralization of the processing load and consequent scalability; and 
important requirement for rapidly growing online communities. 
SC caused community 
growth 
Social computing platforms have opened an exciting new dimension 
to the Internet. They take the information infrastructure beyond a 
channel for communication and commerce to an environment for 
organizing human endeavor, facilitating social interactions, 
SC caused social interaction 
Social Computing content is highly dynamic SC caused dynamic content 
Social Computing ease of use is relatively high. SC is easy to use 
A large number of new applications and services that facilitate 
collective action and social interaction online with rich exchange of 
multimedia information and evolution of aggregate knowledge have 
come to dominate the Web. 
SC caused collective action 
SC caused UI 
SC caused AK 
it is a confluence of technological advances, that led to the 
phenomenal growth of social computing; 
Technologies enabled SC 
Collectively, social computing represents the next step in the 
evolution of the Web, with great potential for social and business 
impact 
SC impact society 
SC impact business 
Social computing platforms make collective content creation SC created content 
Social computing platforms make collective content creation and 
sharing a similarly easy creative adventure for the mainstream user 
SC shared content 
Ease of use is relatively high SC is easy to use 
Online communities hold the promise of substantial network effects 
for businesses 
SC networked businesses 
For instance, social computing goes beyond dealing with networks of 
individual consumers to the possibility of networks as the customers. 
SC networked customers 
Direct revenues are easier to realize when the community is anchored 
around a product. However, business gains from social computing 
need not always be direct: reputation, brand visibility, bargaining 
power derived from the locked-in community, customer trust, and 
goodwill are all potential gains. 
SC caused communities 
SC caused reputation 
SC caused brand visibility 
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SC caused bargaining power 
SC caused trust 
SC caused goodwill 
Social computing networks find moderate use in placement and 
recruiting activities mainly by virtue of recommendations from peers. 
SC caused AK 
AK caused recruiting 
SC=Social Computing, UI=User Interaction, AK=Aggregated Knowledge 
 
However Open Coding process was not without its complexities as Researcher 
was establishing an interpretation in the context of this study from large amounts of 
text with different perceptions in different writing styles even though about the same 
phenomenon. Above codes from scholarly literature took a more generic form such 
as “Social Computing applications” whereas grey literature in the data set reported 
about a specific scenario on a specific application gave rise to more specific terms 
such as “Airbnb application”. Also, abbreviations such as SCN for ‘Social 
Computing networks’ or substitutions such as “content sharing” (CS) instead of 
‘knowledge sharing’, in keeping with the context of this research had been used. The 
Open Coding Process that was used is explained below. 
  
3.2.4.1 Open Coding Process 
 
104 data souces have been uploaded to NVivo11 coding tool that was used for 
open coding. Data sources from different authors that belonged to each scenario 
were uploaded into one folder as illustrated in Figure 7 below. Three or more data 
sources were uploaded per each scenario maximising the author perceptions within a 
scenario and within the data set as a whole.  
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Figure 7: Data Sources Uploaded to NVivo Coding Tool 
 
As explained under Sub Section 3.2.4 above themes looked for when scanning 
the text for coding were: Social Computing Applications, Social Computing 
Characteristics and Societal/Business Outcomes  
 
Text of the data source appeared on the right-hand panel of NVivo tool as 
illustrated in the Figure 8 below, When scanning this text and when came across 
either one of the above 3 themes within the text that sentence or short paragraph was 
highlighted as illustrated in Figure 8 below.  
 
Next the meaning of the highlighted chunk of text was condensed into a 
contextually rich short code in the format of “A caused B” where A is the cause and 
B is the effect as circled in red in the middle panel of Figure 8 below. 
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Figure 8: Open Coding - Scan Text and Assign Codes 
 
Purposively selected 6 exemplars of such open codes derived under all three 
Themes are exemplified in Table 10 below: 
 
Table 10: Open Codes Extracted Based on 3 Themes from Scholarly 
Literature 
 
Code # 
 
Origina Text from Scholarly Literature   
 
Open Code 
1 LinkedIn is a social network for business 
professionals that is rapidly gaining in 
popularity (Parameswaran & Whinston, 2007b) 
LinkedIn 
networked 
professionals 
2 Wikis are popularly used as knowledge sharing 
tools (Parameswaran & Whinston, 2007b) 
Wikis enabled 
content sharing 
3 A large number of new applications and 
services that facilitate collective action and 
social interaction online with rich exchange of 
multimedia information and evolution of 
aggregate knowledge have come to dominate 
the Web (Parameswaran & Whinston, 2007b). 
SC caused UI 
SC caused AK 
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4 Direct revenues are easier to realize when the 
community is anchored around a product. 
However, business gains from social computing 
need not always  be direct: reputation, brand 
visibility, bargaining power derived from the 
locked-in community, customer trust, and 
goodwill are all potential gains (Parameswaran 
& Whinston, 2007a). 
SC caused trust 
 
5 Their focus on doing processing at the client 
contributes to decentralization of the processing 
load and consequent scalability (Parameswaran 
& Whinston, 2007b). 
SC caused 
scalability 
6 Social computing networks find moderate use in 
placement and recruiting activities mainly by 
virtue of recommendations from peers 
(Parameswaran & Whinston, 2007a). 
SC caused AK 
AK caused 
recruiting 
SC=Social Computing, UI=User Interaction, AK=Aggregated Knowledge 
 
Table 10 above lists selected six codes from the Open Codes extracted from 
scholarly literature. Full list of these open codes will act as the ‘Code Reference’ for 
data analysis of this study. First two codes are related to Theme One - Social 
Computing applications. In this activity the first set of scholarly text reads as 
“LinkedIn is a social network for business professionals that is rapidly gaining in 
popularity” (Parameswaran & Whinston, 2007b). Within this text the prominent 
theme observed is Theme One – that is a Social Computing application which is 
LinkedIn. Thus, without losing the meaning of the sentence it is condensed into a 
short code that illustrates the causal relationship this Social Computing application 
LinkedIn displays within this sentence. Hence the Open Code or the Causality 
extracted is “LinkedIn networked professionals” 
 
The second code in the above Table 10 also is in relation to the Theme One. In 
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here the scholarly text reads as “Wikis are popularly used as knowledge sharing 
tools” (Parameswaran & Whinston, 2007b). In this sentence the dominant Theme 
noted is Social Computing application – Wikis. Thus, this sentence and the causality 
within it in relation to Wikis is extracted as “Wikis enabled content sharing”. Here 
the difference is the original wording ‘knowledge sharing’ is substituted by “content 
sharing”, a more accepted term within Social Computing domain. Data, information, 
knowledge in the forms of text, graphics, audio or video that is been shared on 
Social Computing applications are commonly termed as “Content Sharing”. Hence a 
possible list of such domain specific terms used is listed below in Table 11 though 
not necessarily exclusive.  
 
Table 11: Selected Domain Specific Substitutions 
Contextual Synonyms Found in Text Contextual 
Substitution 
Sharing Economy, Collaborative Consumption, Peer-to-peer businesses, Peer 
Rental Services, Marketplace Businesses Model/Marketplaces, Car Sharing, 
Sharing Accommodation, The Asset Light Lifestyle, Collaborative Economy, 
Peer Economy, Access Economy, We-Commerce, etc., etc…..and the 
businesses name such as Airbnb, RelayRides if it appeared in the context of a 
sharing business. 
Sharing 
Data sharing, Information sharing, knowledge sharing, Photo sharing, 
Video sharing, etc. 
Content 
Sharing (CS) 
Client reviews, collection of customer feedback, according to star 
ratings, based on user recommendations, etc. 
Aggregated 
Knowledge 
(AK) 
Cost reduction, Income, Extra Income, Revenue increase, Increase in 
customer number, Increase in sales, Decrease in fuel consumption, 
Decrease in number of vehicles on road, User empowerment such as 
informed decision making, right information in real time 
Business 
Outcome 
New friends, Increase in number of friends, New followers, Increase in 
follower number 
Societal 
Outcomes 
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Also, to make the codes as short as possible some common terms within the 
domain were replaced by abbreviations as listed in the Table 12 below. 
 
Table 12: Selected Abbreviations Used 
Text Abbreviation 
Social Computing SC 
Social Computing networks SCN 
Social media SM 
Content sharing CS 
User interaction UI 
Knowledge aggregation or aggregated knowledge AK 
Business Transaction BT 
Collaborative consumption CC 
Peer-to-peer P2P 
 
Codes 3 and 4 in Table 10 above are related to Theme two: Social Computing 
Characteristics. In code 3 the scholarly text reads “A large number of new 
applications and services that facilitate collective action and social interaction online 
with rich exchange of multimedia information and evolution of aggregated 
knowledge have come to dominate the Web”. In fact, this text gives rise to two 
codes: First one is “SC applications caused User Interaction (UI)” where “Social 
Computing” is the cause that gave rise to the effect “Social Interaction”. The second 
code arising from the same text is “SC applications caused Aggregated Knowledge 
(AK)” where “SC applications” is the cause that gave rise to the effect “Aggregated 
Knowledge”.  
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Code 4 is extracted from the scholarly text “Direct revenues are easier to 
realize when the community is anchored around a product. However, business gains 
from social computing need not always be direct: reputation, brand visibility, 
bargaining power derived from the locked-in community, customer trust, and 
goodwill are all potential gains”. One code extracted from this long sentence is 
“Social Computing caused Trust” where “Social Computing” is the cause and 
“Trust” is the effect, an emergent characteristic within the user due to Social 
Computing. 
 
Code 5 in Table 10 is in relation to Theme three: Business Outcomes. The text 
read “Their focus on doing processing at the client contributes to decentralization of 
the processing load and consequent scalability;” Here the sentence refer as “Their” 
to Social Computing applications, thus the extracted code is “Social Computing 
caused Scalability” where “Social Computing” is the cause to the effect 
“Scalability” which in turn is a business outcome. 
 
Code 6 is distinctively included in Table 10 to illustrate the emergence of an 
important pattern formation in codes extracted. The text “Social computing networks 
find moderate use in placement and recruiting activities mainly by virtue of 
recommendations from peers” gives rise to two codes “SC caused 
recommendations” and “Recommendations caused recruiting” which indicates there 
can be links between codes. 
 
This same process had been followed in every text for all scenarios coming 
from all 104 data sources when extracting codes. If within the same source same 
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code appeared several times they were unheeded as the purpose of this Process is to 
extract the author perception of this phenomenon qualitatively. 
    
Thus, this Process present the interpretive context followed within this 
research when extracting codes or causal relationships found within a sentence or 
short paragraph in relation to the three themes. 
 
NVivo11 allows codes for all scenarios to be extracted as a Code Matrix into 
an Excel sheet as illustrated in Table 13 below. Complete List of individual codes 
for all senarios amounting to a toal of 747 codes is listed on Appendix 32. 
 
Table 13: Code Matrix of Airbnb Scenario 
 
 
These individual Code Matrices extracted for each scenario were further 
analysed as they revealed emerging pattern formations between individual codes. 
 
Open Coding Process which has been documented above is followed by an 
Open Coding Procedure listed in Appendix 33 making the qualitative coding process 
replicable. Elo and Kyngäs (2008)  in their 2008 publication ‘The qualitative content 
Source Name Source# CODE# CODE Source Name Source# CODE# CODE
Airbnb S1 1 Accomodating fulfilled a need Airbnb 19 Sharing caused environmental bebefits
2 App caused browse  accommodation 20 Sharing caused income
3 App caused economic growth 21 Sharing is cheap
4 App caused list accommodation 22 Sharing is convenient
5 App caused location identification 23 Sharing is less costly
6 Income  fulfilled a need 24 Smartphne enabled AK
7 Internet aggregated supply 25 Testimonials(AK) caused trust
8 Internet aggregated demand S2 1 App caused faster growth
9 Internet enabled billing S3 1 App caused belongingness
10 AK caused Trust 2 App caused connection
11 AK found nearby acommodation 3 App caused unique experience
12 Need  caused Community 4 App cut cost
13 Ratings(AK) caused trust 5 App filled empty spaces
14 Reccommendation system(AK) caused trust 6 App generated income
15 Renting fulfilled a need 7 App is scalable
16 Reviews(AK) caused trust 8 App is user friendly
17 Reviews increased demand 9 Sharing enabled meet demand
18 Sharing caused efficiency S4 1 Trust enabled sharing
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analysis process’ confirms same stating that it is of utmost importance to document 
each step of coding in detail as it is an interpretive process so that the reader can 
understand the coding method as well as the research becomes replicative.  
 
Researcher now continues with rest of the methods that have been followed in 
search of answers to Sub Research Questions in pursuit of answering the main 
Research Question.   
 
3.2.5  Categorizing Codes 
 
The reorganisation of codes into groups will help one to categorise codes. The 
important  purpose of creating categories is to further describe the phenomenon, to 
increase the understanding and to generate new knowledge (Hsieh & Shannon, 
2005) 
 
Open Coding helped condense the large amount of text into a matrix of 
individual codes or causalities. In keeping with the content analysis theory 
Researcher next categorized these individual codes that consisted of a cause and an 
effect. In other words, Researcher grouped these causes and effects as it was 
perceived some of these causes and effects belonged to a more higher collective or 
generic group which Researcher called ‘Super Class’ while others belonged to a 
more specific group which was called ‘Sub Class’. One example from Table 8 above 
is that the cause in very first code “Social Computing” is more generic thus belongs 
to Super Class and cause in a code further down in the list “Blog” is more specific 
thus belongs to Sub Class. Thus, there were six Super Classes beginning with 
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primary antecedent of this phenomenon which is “Technology” that has given rise to 
Social Computing. At this point Researcher needed a methodical rule, a logical 
reasoning to place the Super Class elements in order of occurrence. When in a state 
of such as this modern psychology is in reasonable agreement that in situations that 
are complicated or vague, humans use characteristics and predictable methods of 
reasoning -  that is inductive (Arthur, 1994). Scholars Tenenbaum, Griffiths, and 
Kemp (2006) confirms inductive inference allows humans to make powerful 
generalizations from sparse data when learning about word meanings, unobserved 
properties, causal relationships, and many other aspects of the world.  Causality 
itself is a time series where something occurs first to give rise to another occurrence. 
Thus, Researcher used pure inductive reasoning to position these Super Classes in 
sequence, in the order of their occurrence and came up with Table 13 below.  
 
Table 14: Categorization of Open Codes from Scholarly Text 
# Super Class Sub Class 
 
1 
 
Technology 
 
Broadband connectivity, powerful 
personal computers 
 
2 
 
Social Computing 
Applications 
 
Blogs, Wikis 
 
3 
 
Application 
Characteristics (ACH) 
 
Content Sharing (CS), User Interaction 
(UI), Aggregated Knowledge (AK) 
 
4 
 
Emergent 
Characteristics (ECH) 
 
Trust, Engagement, Easy to use 
 
5 
 
User Action 
 
Recruiting 
 
6 
 
Societal/Business 
Outcomes (SO/BO) 
 
Scalability, Economic Impact 
 
 “Sub Classes” or specifics appearing in Table 14 are few in number because 
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these were the extracts from very limited number of scholarly articles that were 
analysed within this Methodology Chapter. In data analysis there will be more 
specifics.   
Having identified a ‘categorisation’ or a sequence of occurrence to the 
extracted codes Researcher is able to combine another powerful method to the 
existing methodology in the next Section.  
 
 Constructing Causal Chains 3.3
 
Table 9 above comprises “Code Reference”, the codes extracted from 
scholarly literature which is limited. In Table 8 above Researcher noticed a certain 
pattern formation among last two codes:  SC caused AK” and “AK caused 
Recruiting”. (Codes from data set frequently repeated this pattern) Researcher 
recognised a relation between the two codes. But to link Researcher needed a logical 
sequence of the causality. This is where immediate Section 3.4 above suffices with a 
categorisation introducing a sequence of codes (causality) having six Super Classes 
which also consisted of Sub Classes.  
 
Causal Chains is a method that help connect previously unexplained 
phenomena making it a method that gained the focus of many a research 
investigation (Brennan, 1987). When tackling unambiguous context matters in 
research outcomes, scholars have identified Causal Chain method as a better strategy 
to understand context in micro level (Joshi, 2014). 
 
 Thus, Researcher adopted Causal Chain method to link the individual codes 
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that displayed a relation one to the other as in two final codes in Table 8 above using 
the categorisation rule of Super/Sub Classes developed in Section 3.4 as below: 
SC  AK 
   AK  Recruiting 
SC  AK  Recruiting    
 
One cause gave rise to an effect which became a cause to even higher effect. 
When several causal chains were derived it revealed that some causal chains had 
more links while others had lesser number of links, hence to establish a generic 
pattern a logical order was required. 
 
3.3.1 Aligning Causal Chains 
 
In Section 3.4 above, Researcher categorized the codes (causes and effects) 
into six Super Classes in sequence of occurrence. Researcher used same sequential 
logic to align causal chains in sequence. Listing the six Super Classes horizontally as 
in below Table 15 and aligned the causal chains underneath the relevant Super Class. 
Below are a couple of causal chains extracted from grey literature data set as 
scholarly literature was not sufficient to perform this exercise. While some causal 
chains took a shorter causal path of only 2 or 3 links others took a longer causal path 
of 5 links, but systematic aligning illustrated they all followed the same causal 
pattern.  
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Table 15: Aligning Causal Chains 
Scena
rio 
Techno
logy 
 SC 
App 
 ACH  ECH  UA  
 
BO 
Facebook Technology 
 
 FB  Instant 
Articles(CS) 
 Convenient to 
read 
 Advertising  Revenue 
Facebook nology  FB    Engagement     
Airbnb Technology 
 
 Airbnb 
App 
 Reviews(AK)  Trust  Sharing  Extra Income 
Airbnb     Testimonies 
(AK) 
   Sharing  Cut Cost 
Blogger Smartphone 
 
 Blogger  User 
Interaction (UI) 
 Engagement  Publishing  Awareness 
(Product/Serv
ice/Event/Boo
k) 
Blogger Smartphone  Blogger        Economic 
eBay Mobile 
Phones  
 eBay  Business 
Transaction 
(BT) 
 Convenient  Traction  Increased 
Sales 
eBay Mobile 
Phones 
 eBay  Business 
Transaction 
(BT) 
     Growth 
 
SC=Social Computing, ACH=Application Characteristics, ECH=Emergent 
Characteristics, UA=User Actions, BO=Business Outcome, SO=Societal Outcome, 
CS=Content Sharing, UI=User Interaction, AK=Aggregated Knowledge, 
BT=Business Transaction 
 
The short causal chain provided a valid causal inference between Social 
Computing and societal or business outcome, yet the long causal chain contributed a 
more explanative step by step causal inference between Social Computing and the 
societal or business outcomes. Thus, the scope of this exercise became deriving 
longest possible causal chains for each scenario such that a more comprehensive and 
replicable abstraction can be attained. 
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3.3.2 Towards Drawing Inferences 
 
Researcher has developed an effective methodology within this Chapter by 
combining the overarching methodology Qualitative Content Analysis with 
Tabulations, Inductive Reasoning, Categorisation, Causal Chains, Aligning and 
Abductive Reasoning which was found to be somewhat rare combination. This 
methodology will help the data analysis and drawing inferences within upcoming 
Chapters leading towards research contribution.  
 
In summary this Chapter initially open coded and extracted the embedded 
causal relations (codes) of the phenomenon using available limited scholarly 
literature to act as a ‘Code Reference’ to data analysis. Developed in the process was 
a ‘Coding Procedure’ in the context of this study such that the study can be 
replicated. This methodology also derived sub-methods to further analyse the 
extracted codes from large textual data set of well researched grey literature in the 
light of attaining answers to Sub Research Questions. Thus, succeeding Chapter will 
analyse the data set in search of answers to initial and second Sub Research 
Questions. 
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Chapter 4 
“All truths are easy to understand once they are discovered; the point is to discover 
them.” 
Galileo Galilei 
 
 
4 Taxonomy of Social Computing Characteristics and Structural 
Model for a Social Computing Application 
 
Thesis has now navigated through the observation of the phenomenon in 
Chapter One, existing knowledge about the phenomenon in Chapter Two, and a 
suitable methodology to analyse the phenomenon in Chapter Three. Within this 
Chapter developed methodology will be utilised to analyse the selected data set and 
commence drawing inferences.   
 
Open Coding data set has enabled extract more than 850 codes altogether, 
making average 27 codes per scenario. To further investigate these codes, they were 
extracted into individual code matrices per each scenario as well as one code matrix 
for entire data set (Ref: Appendiix 32). Closer observation of these code matrices 
began to display emerging patterns which were further analysed as below.  
 
 Categorisation of Extracted Codes  4.1
 
When open codes of all the scenarios were extracted into one common code 
matrix there emerged a pattern formation in Social Computing characteristics. Social 
Computing applications inherited some of these characteristics by design. Further 
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Researcher observed characteristic such as Empowerment (Huijboom et al., 2009) is 
a feeling that evolves within a user as a result of using the application where 
characteristic such as Interactive (Hassan, 2008b) is a characteristic the application 
has inherited due to the way it is designed. Researcher also noted that characteristic 
such as Easy to use (Parameswaran & Whinston, 2007a) is a perceptions user has 
assigned to the application based on experience gained while using the application. 
These observations helped realise a possible classification system for these 
characteristics.  
 
 Emergence of Emergent Characteristics (ECH) 4.2
 
Some of the characteristics reported in the data set are inherited by the 
application due to the way it is designed, and others emerge within the user as a 
result of usage. Thus, this study focused on better understanding causal relationships 
within this phenomenon starting with how characteristics application inherit due to 
design can give rise to emergent characteristics that will motivate users to repeatedly 
use the application. For this purpose, Researcher paid attention to extracting the 
causal relationships of characteristics that application will inherit due to the way it is 
designed, and the emergent characteristics within the users of these applications due 
to usage. This understanding will help design Social Computing applications that 
can enhance emergence of useful emergent characteristics. As explained above well 
researched articles alluding to scenarios where these emergent characteristics are 
reported were further analysed.  
 
Tabulated in Table 16 below are exemplars for large amount of codes 
 114 
 
extracted in relation to Theme Two of open coding procedure where codes in 
relation to Social Computing Characteristics were extracted. These exemplars are 
taken from scenario Facebook, the most popular social networking site used by more 
than one fourth of the world population, YouTube, the most popular content sharing 
site used by one fifth of the world population. Also selected are two very popularly 
used collaborative consumption applications: Airbnb the accommodation sharing 
application and Uber the ride sharing application. Followed by is an application 
which is the online catalogue of a local traditional brick and mortar department 
store, Australia’s almost two centuries old iconic retailer - David Jones Ltd. The 
final one included in this list of exemplars is the famous crowd sourced content 
sharing application Wikipedia. Overall these scenarios were selected based on 
several parameters. As per general classification under Sub Section 1.1 in Chapter 
One Facebook, YouTube, Wikipedia falls to social application category while 
Airbnb, Uber, David Jones are business applications. Then based on their main 
functionality Facebook is a social networking site, YouTube is a video content 
sharing site, Airbnb is an accommodation sharing site, Uber is a ride sharing site, 
David Jones is a retail catalogue application and Wikipedia is a collaborative content 
sharing site. They were selected based on the year launched and number of users, 
together which displayed the rapid growth and large community size. It must be 
mentioned that David Jones is an almost 200 year old brick and mortar retailer who 
launched their catalogue on a social computing application in 2013, adding an 
optimally vast variation to the brief sample set within the scope of this study.  
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Table 16: Exemplars for Extraction of Codes Related to Social Computing  
Characteristics from Data Set 
Scenario Original Text Causality (Code) Note 
 
F
ac
eb
o
o
k
 
Facebook is magnetic as a function 
of its social engagement. People are 
drawn to it, because people are 
drawn to people (J. F. Rayport, 2011) 
Facebook enable 
engagement 
Feeling emergent 
within the user 
Founded in 2004, Facebook’s 
mission is to give people the power 
to share (Facebook, 2015) 
Facebook  
empowers people 
Feeling emergent 
within the user 
Facebook users will be able to read 
stories from these publishers without 
leaving the social network, since it 
will host the articles rather than just 
providing web links that send readers 
off to the news firms’ 
websites(Economist, 2015) 
Facebook is 
efficient 
Perception 
attributed to the 
application 
The text said Facebook is our friend 
and the graph illustrated number of 
‘followers’ in millions(dark blue bar)  
and number of ‘likes’ in hundred 
thousand(light blue bar) for most 
popular news organisations on 
Facebook (Economist, 2015)  
 
*This image is enlarged and 
explained under Sub Section 4.3.2 
Facebook caused 
user interaction 
(UI)  
Application 
characteristic due 
to its functionality 
“follow” and “like” 
Y
o
u
T
u
b
e 
YouTube is localised in 75 countries 
and available in 61 languages 
(YouTube, 2015) 
YouTube is User 
Friendly. 
Perception 
attributed to the 
application 
There is a connection between 
YouTubers and the rest of us, 
however, because very few YouTube 
channels prosper without a feeling of 
real connection to their 
audience. And for many of us there 
is a currency at stake—a feedback 
economy—paid in likes, comments, 
retweets, etc., that makes us feel 
digitally connected(Humphrey, 
2015). 
YouTubers caused 
feeling of 
connection  
 
Feeling emergent 
within the user 
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It is an interesting time to ask the 
question about self-presentation of 
YouTube stars, because several of 
the biggest, like Ezarik, have 
published memoirs or are about 
to(Humphrey, 2015). 
YouTube 
empowers users. 
 
Feeling emergent 
within the user 
300 hours of video are uploaded to 
YouTube every minute. ~60% of a 
creator’s views come from outside 
their home country   (YouTube, 
2015) 
YouTube caused 
content sharing 
(videos) 
Application 
characteristic due 
to its functionality 
“upload” 
A
ir
b
n
b
 
“WHY pay through the nose for 
something when you can  rent it 
more cheaply from a stranger 
online?(Economist, 2013) 
Sharing 
accommodation is 
cheap 
Perception 
attributed to the 
application 
Online social networks and 
recommendation systems help 
establish trust (Economist, 2013) 
Recommendation 
Systems Establish 
Trust 
Feeling emergent 
within the user 
However, 36% indicate that there is 
also a philosophical element behind 
their reasoning – an impulse to 
connect, belong to a group (Herrera, 
2013) 
Sharing 
accommodation 
creates 
belongingness 
Feeling emergent 
within the user 
All these services rely on ratings 
and reciprocal reviews to build trust 
among their users. Staying in a 
stranger’s apartment in another city 
seems much less daunting when you 
can read testimonials from previous 
guests (Economist, 2013) 
App cause 
aggregated 
knowledge (ratings 
and reviews) 
Application 
characteristic due 
to its functionalities 
“rate” and “review” 
 
U
b
er
 
Uber is deeply committed to bring 
more economic opportunities to 
women across all communities in 
India. This partnership with iCare 
Life, the first of many, will empower 
women with the skill set and 
knowledge to provide a safe and high 
quality service in an industry 
traditionally dominated by their male 
counterparts. (Deval, 2015) 
App empowered 
women 
Feeling emergent 
within the user 
Most systems don’t provide 
immediate confirmation when one 
user applies to rent something from 
another, allowing the provider to 
decide whether to proceed or not, 
based on the applicant’s ratings 
(Economist, 2013) 
Ratings build Trust Feeling emergent 
within the user 
We have a fixed upfront price and 
our overheads are lower, without the 
App lowers O/H 
cost 
Perception 
attributed to the 
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minicab office and telephone 
operators (McVeigh, 2014) 
application 
App that allows people to order and 
pay for cabs on their phones 
(McVeigh, 2014) 
App enabled 
business 
transaction (order 
and pay) 
 
Application 
characteristic due 
to its functionalities 
“order” and “pay” 
D
av
id
 J
o
n
es
 
SHOPPERS will be able to try on 
clothes in David Jones and check 
their look in a full-size "mirror" 
which can post a picture on 
Facebook or email it to absent 
friends. In real-time, the shopper can 
then ask their friend to help them 
make a choice (Russel, 2013). 
Technology 
(Omni-mirror) 
caused connection 
Feeling emergent 
within the user 
For the first time David Jones 
customers anywhere in Australia can 
browse the latest brands and designs 
on their tablets and click through to 
the website, making shopping easy 
and driving revenue as a 
result.”(Retailbiz-Australia, 2013) 
App caused easy 
access 
Perception 
attributed to the 
application 
An app for tablet devices allows 
customer to get inspired(Retailbiz-
Australia, 2013) 
App is inspiring Perception 
attributed to the 
application 
Over the past quarter we have seen 
DJs improve the way they interact 
with social media with a great mix of 
visual content (both photo and video) 
(Macquarie-Research, 2012) 
App enabled 
content sharing 
(photo and video) 
Application 
characteristic due 
to its functionalities 
“photo upload” and 
“video upload” 
W
ik
ip
ed
ia
 
With articles on subjects as diverse 
as Spaghetti code (“a pejorative term 
for source code”) and SpaghettiOs 
(“an American brand of canned 
spaghetti”), it has 1,600 times as 
many articles as the Encyclopedia 
Britannica. It is the world’s fifth 
most popular website, with editions 
in 287 languages (Economist, 2014) 
Wikipedia offers 
Choice 
 
Perception 
attributed to the 
application 
“Status, power and hierarchy” do 
matter in Wikipedia(Anders, 2014b) 
Wikipedia 
empowers people 
Feeling emergent 
within the user 
“Status, power and hierarchy” do 
matter in Wikipedia (Anders, 2014b) 
Wikipedia cause 
self-esteem 
Feeling emergent 
within the user 
But its life blood is the “community” 
of over 76,000 volunteers who create 
and update entries remotely 
(Economist, 2014). 
Wikipedia enabled 
content sharing 
Application 
characteristic due 
to its functionalities 
“create” and 
“update” 
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In Table 16 above first set of original text “Facebook is magnetic as a function 
of its social engagement. People are drawn to it, because people are drawn to people 
(J. Rayport, 2011)”, was coded as “Facebook enabled engagement”.  Engagement is 
a feeling emergent in the user thus an emergent characteristic (ECH) within the user 
due to usage of Facebook. This abductive reasoning in relation to each code is added 
to fourth column titled “Notes” in the Table 16 above. 
 
First set of text under the scenario YouTube read “YouTube is localised in 75 
countries and available in 61 languages (YouTube, 2015)” which was open coded as 
“YouTube is User Friendly”. Being localised and being available in local language 
is User Friendly. Seeing something as User Friendly is a perception users attribute to 
the application, thus this code or the causality is defined as a perception emerged 
within user that the user attributes to the application.  
 
Second set of original text under the scenario Airbnb read “Online social 
networks and recommendation systems help establish trust (Economist, 2013)”. This 
sentence was coded as “Recommendation Systems Established Trust”. Trust is a 
feeling emergent within the user due to the usage of the application and an important 
emergent characteristic for business transactions to occur.  
 
Next scenario in the table above is Uber. In the third set of original text under 
scenario Uber is an exemplar based on the coding Theme Three: Societal/Business 
Outcomes. The text read “We have a fixed upfront price and our overheads are 
lower, without the minicab office and telephone operators (McVeigh, 2014) ” and 
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this sentence is coded as “App lowers O/H cost”. Lowering of cost is an important 
business outcome (BO). Thus, under the “Notes” column of the table above this 
code is defined as a perception the users attributed to the application. 
 
Following is an exemplar from scenario David Jones Ltd. The text read “For 
the first time David Jones customers anywhere in Australia can browse the latest 
brands and designs on their tablets and click through to the website, making 
shopping easy (Retailbiz-Australia, 2013)”.  Here browse is a basic function within 
the catalogue application of David Jones. This sentence was condensed into the code 
“App made shopping easy”. In this case shopping made easy, the easiness or the 
convenience is a perception that the user attributes to the application. 
 
Final exemplar in above Table 16 is from scenario Wikipedia. The original 
text read “With articles on subjects as diverse as Spaghetti code (“a pejorative term 
for source code”) and SpaghettiOs (“an American brand of canned spaghetti”), it has 
1,600 times as many articles as the Encyclopedia Britannica. It is the world’s fifth 
most popular website, with editions in 287 languages (Economist, 2014).” This text 
was coded as “Wikipedia offers Choice”. Choice is a perception the user attributes to 
the application. 
 
Table 16 above displays a brief excerption of all the codes representing few 
highly successful scenarios. These causal relationships displayed two distinct types 
of emergent characteristics:  a feeling that emerges within the user due to usage of 
the application and a perception that user assigns to the application. A positive 
feeling or a perception will motivate users to repeatedly use the application. Thus, 
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Connection, Self-esteem, Engagement, Belongingness, Trust, Empowerment are 
identified some of the feelings and Convenient, Efficient, Easy to Use, User 
Friendly, Cost Effective, Choice are identified some of the perceptions that arise 
within users when using Social Computing applications. 
 
This helped establish emergent characteristics (ECH) as one category of Social 
Computing characteristics which also consists of two sub categories within: feelings 
and perceptions. Next section will rationalise the other main category of Social 
Computing characteristics observed in the analysis in above tabulation. 
 
 Application Characteristics (ACH) 4.3
 
Analysis of the functionalities of these applications took forms of networking, 
professional networking, crowdsourcing, collaborative content sharing, video 
content sharing, accommodation or ride sharing, to name some.  By analysing the 
user interfaces it was found these functionalities were all based on forms, clickable 
links, buttons, file uploads and various rich multimedia players organised into 
functions such as: Sign Up, Upload profile/cover picture, Status Update, View 
Activity Log, Life Event Update, Like, Comment, Share, Tag, Review, Create 
Group, Create Advertisement, Marketplace, Message, Chat, Call, Browse 
catalogues, Watch live fashion launches, Live Streaming of Sports Events, Live 
Webinars or Recorded Videos, etc.  These are basic application functions. It is the 
structure of these basic functions within an application that gives rise to different 
application characteristics (ACH) inherent to different applications as discussed 
next.  
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4.3.1 Content Sharing (CS) 
 
Applications such as Wikipedia, YouTube known for sharing user generated 
content have used basic functions such as wikis, blogs, file uploads, video uploads, 
etc. to enable “Content Sharing” (CS) in these applications.  
 
An exemplar from Table 16 above from the scenario YouTube has got the 
original text that read “300 hours of videos are uploaded to YouTube every minute. 
60% of a creator’s views come from outside their home country (YouTube, 2015). 
This text was coded as “YouTube caused content sharing”. Here the “upload” 
functionality of YouTube has given rise to the inherent characteristic of content 
sharing (CS). Thus, Researcher categorise content sharing (CS) as an application 
characteristic (ACH) that arises due to one or several functionalities of the 
application.  
 
4.3.2 User Interaction (UI) 
 
Generally, all Social Computing applications have the functionality for its 
users to interact with the system or other users such as view, like, comment, respond, 
share, tag, follow, etc. Facebook is known for its social networking capacity. This 
had been possible firstly due to its basic application functions such as ‘Like’, 
‘Follow’, ‘Comment’, ‘respond’, ‘Share’, ‘Tag’ that enabled users interact with the 
system and other users giving rise to User Interaction (UI) characteristic.  
 
In Table 16 above original text for scenario Facebook read as “The text said 
Facebook is our friend and the graph illustrated number of ‘followers’ in 
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millions(dark blue bar)  and number of ‘likes’ in hundred thousand(light blue bar) 
for most popular news organisations on Facebook (Economist, 2015)”.  This graph is 
illustrated below in Figure 9.  
 
Figure 9: User Interaction(UI) due to the Functions ‘Follow’ and ‘Like’ on 
Facebook adopted from (Economist, 2015)   
 
 
This original text and the graph was coded as “Facebook caused user 
interaction” as large number of followers and likes per post caused interaction 
amongst Facebook users and news agencies and their posts thus creating followers 
or friends for them. The Facebook functions follow and like have enabled this user 
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interaction (UI) thus Researcher categorise user interaction (UI) as an application 
characteristic (ACH), as it arises due to the application functions are structured.   
 
4.3.3 Business Transaction (BT) 
 
The business applications such as Airbnb and Uber assist people to meet their 
accommodation or transport needs by helping them to take a series of actions such as 
post the properties, vehicles, available resources or services, mechanisms to search 
and find suitable offerings, make bookings, accept bookings, ultimately leading to 
make online payment which is business transaction (BT).  
 
The original text for scenario Uber in Table 16 above read “App that allows 
people to order and pay for cabs on their phones (McVeigh, 2014).” This original 
text was coded as “App enabled business transaction”. Business transaction was 
enabled due to the “order” and “pay” functionalities of Uber application. Thus, 
Researcher categorise business transaction (BT) as an application characteristic 
(ACH) as it arises due to the functionality of the application. 
 
4.3.4 Aggregated Knowledge (AK) 
 
It was noted that system algorithms of these successful applications aggregated 
knowledge (AK) computed from user interactions in the other three categories at two 
stages and provided to users causing ECH in them. Aggregated knowledge AK1 
computed from CS and UI such as a large number of ‘likes’ caused the ECH such as 
a feeling of self-esteem in the user. Similarly, a large number of ‘comments’ caused 
 124 
 
the ECH such as a feeling of belongingness in the user.    
 
After a transaction or a business transaction (BT), successful applications have 
a mechanism to garner user satisfaction in the forms of five-star ratings, reviews or 
recommendations which is a more powerful form of aggregated knowledge (AK2). 
This AK2 caused a more powerful ECH, a feeling of trust in the users about the 
product/service/provider/system. This trust enabled potential future transactions and 
business transactions (BT). 
 
For people to start using these applications they should have certain level of 
curiosity and trust.  In the process of using the application, curiosity will fade away, 
but trust should grow (Corbitt, Thanasankit, & Yi, 2003; Gefen, Rao, & Tractinsky, 
2003) as well as other feelings and perceptions listed in Table 15 above should start 
to emerge if the application to be repeatedly used.  
 
Exemplar from Table 16 above is the original text of scenario Airbnb read 
“All these services rely on ratings and reciprocal reviews to build trust among their 
users. Staying in a stranger’s apartment in another city seems much less daunting 
when you can read testimonials from previous guests (Economist, 2013)”. This text 
was coded as ‘App caused aggregated knowledge’. The functionalities ‘rate’ and 
‘review’ of Airbnb application enabled aggregated knowledge (AK). Thus, 
Researcher categorise aggregated knowledge (AK) as an application characteristic 
(ACH) as it arises due to the functionality of the application.   
 
 Also observed is that in any successful application multiple of these 
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application characteristics (ACH) are present and one dominates based on the 
purpose of the application. For example, Facebook, a predominately a social 
networking site having the dominant characteristic user interaction (UI) can also be 
used to share content (CS) such as photos and videos. In Content Sharing (CS) sites 
such as YouTube some User Interaction (UI) can start to happen via likes, shares 
and comments.   
 
Thus, Researcher group these 4 characteristics found to be common to all 
thirty-one successful applications analysed as below: three of these characteristics 
are to facilitate users to interact with the application to meet their needs. These are 
Content Sharing (CS), User Interaction (UI) and Business Transaction (BT). The 
fourth is Aggregate Knowledge (AK).  It provides new knowledge to users derived 
from the first three categories.  
 
This categorisation of the characteristics led to a taxonomy of Social 
Computing characteristics as below.   
 
 Taxonomy of Social Computing Characteristics 4.4
 
Open coding the data set on successful Social Computing applications has 
helped surfacing these numerous Social Computing characteristics. Some of them 
appeared to be more structural while others appeared to be more behavioural. 
Categorising them using tabulation and abductive reasoning has helped understand 
that former is arising due to the way the functionality of the application is designed, 
and the latter is arising within the user due to the experience user gained after usage 
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of the application.  
 
Thus, in Table 17 below by presenting a Taxonomy of Social Computing 
Characteristics Researcher had been able to make the most initial sub contribution 
of this Thesis answering Sub Research Question One: What are the 
characteristics of Social Computing? 
 
Table 17: Taxonomy of Social Computing Characteristics 
Application 
Characteristics 
(ACH) 
Definition 
Content Sharing  
(CS) 
Content sharing is a critical mechanism of information 
diffusion in social networks and is vital to a network’s  
proper functioning and thriving (Shi, Rui, & Whinston, 
2013). Content sharing is enabled by functionalities such 
as uploading a video, posting a blog (Parameswaran & 
Whinston, 2007b).   
Userl Interaction  
(UI) 
In sociology, user interaction is a dynamic, changing 
sequence of social actions between individuals or groups. 
By interacting with one another, people design rules, 
institutions and systems within which they seek to live. 
Symbols are used to communicate the expectations of a 
given society to those new to it (Garfinkel, 2014). In 
online systems functionalities such as tagging or sharing 
facilitate user interaction (Parameswaran & Whinston, 
2007b)  
Business Transaction  
(BT) 
A business transaction is doing and completing a 
business activity between two or several parties where 
goods or services are exchanged for money. A 
transaction cut or commission is the fee that is paid to the 
party that has organized, facilitated, or performed the 
deal. Transaction cuts are the main revenue streams of 
many electronic business platforms who provide the 
matchmaking facilities for buyers and suppliers 
(Osterwalder, 2004). 
 
Aggregated Knowledge 
(AK) 
Oxford-Dictionary (2000) defines aggregated knowledge 
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 as a whole formed by combining several separate 
elements. Online aggregated knowledge can further be 
defined as a collection of prior knowledge, market 
research, expert knowledge, historical knowledge, event 
detection, participatory sensing, user reviews or ratings 
recommending personalised options to users    (Ginige, 
2016; Ginige et al., 2016; Somefun, Klos, & La Poutré, 
2004). 
Emergent 
Characteristics 
(ECH) 
Definition 
FEELINGS 
Connection The feeling of connection is a relational outcome because 
several studies have shown that a more general feeling of 
connection is a relational outcome reported by many SNS 
users (Utz, 2015). 
 
Self esteem Self-esteem refers to an individual's or in some cases a 
group's evaluative judgment about himself, herself, itself 
or themselves (R. F. Baumeister & Leary, 1995). 
 
Belongingness Fundamental psychological motivation of all human 
beings with a certain minimum quantity of regular 
satisfying interaction (R. Baumeister, 2009). 
 
Engagement Customer engagement appears to resemble in terms of 
intimacy and duration the relationship between parts of 
the same firm that transact with one another.(Sashi, 
2012) 
 
Trust Trust is an expectation about a future behaviour of 
another person and an accompanying feeling of 
calmness, confidence, and security depending on the 
extend of the associated risk (Bamberger, 2010). 
 
Empowerment More recent and relevant definition in the context of this 
research interpreted Empowerment as the process of 
increasing the capacity of individuals or groups to make 
choices and to transform those choices into desired 
actions and outcomes (De Silva, 2009; Worldbank, 2016) 
 
PERCEPTIONS 
Efficient To be efficient simply means to take the shortest path, 
the cheapest means, toward the attainment of the desired 
goals (Manzoor, 2014). 
 
Convenient The concept of convenience include choice of source, 
satisfaction with the source and its ease of use, and the 
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time horizon in search (Connaway, Dickey, & Radford, 
2011). 
 
User Friendly The Oxford-Dictionary (2000) defines user-friendly as a 
machine or a system being easy to use or understand; eg: 
the search software is user-friendly.  
User-friendly tools and applications popularized by 
social computing reduce technology dependency for the 
average user in participating in the information 
revolution, thereby empowering users, claimed 
Parameswaran and Whinston (2007b) 
 
Easy to Use The Oxford-Dictionary (2000) defines easy-to-use as 
straightforward and simple to use; eg: an easy-to-use 
guide containing excel lent tips. 
Parameswaran and Whinston (2007b) noted Flickr is a 
popular, easy to use photo sharing service that was 
acquired by Yahoo, and it allows users to easily upload, 
tag, and share photos, and also to provide feedback and 
ratings. 
Cost Effective The Oxford-Dictionary (2000) briefly define cost-
effective as effective or productive in relation to its cost.  
In the survey study of Diffusion of social media by Judge 
and Østergaard (2013), the users claimed if it was fairly 
cheap, they would be more likely to sign up, but the cost 
would affect the amount of accounts they have.  
Choice The Oxford-Dictionary (2000) defines choice as an act of 
selecting or making a decision when faced with two or 
more possibilities. An example from Social Computing 
domain is in a large survey study conducted by Judge and 
Østergaard (2013) on Diffusion of Social Media they 
concluded that ‘There are so many different social media 
choices out there, yet users kept coming back to 
Facebook, as it almost has everything in one place’. 
 
With this discovery of taxonomy of Social Computing characteristics 
Researcher furthered analysis in next section towards understanding their dynamic 
forces within the domain. 
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 Towards Understanding Social Computing Dynamics 4.5
 
All exemplar applications had three overarching functionalities in addition to 
identified four Application Characteristics (ACH); Support for ‘Rich Multimedia’, 
user controlled access to resources via an ‘Access Control’ mechanism and 
providing as much as possible only relevant information to the user through ‘Content 
Personalisation. 
 
The communication between the user and the application is supported by Rich 
Multimedia; formatted text, images, video and audio. Thus, these applications 
should have technologies for creation, capturing and presenting these mediums. 
 
Access Control functionality that is observed in this analysis of existing 
successful applications enable users to control to some extent with whom they are 
sharing resources. For example, users can create different groups and share their 
information on a group basis, sometimes individually or with the entire public. An 
interesting aspect is to model the cascading effect when a user shares a resource with 
a group and some of these group members further share it with his or her groups 
which can make things go viral. Insights gained from these findings help understand 
how this functionality facilitate fast diffusion of new applications. 
 
Another important functionality found on these applications was Content 
Personalisation. Users want information only relevant to them and also for the 
activity that they are performing at that given moment in time. For example, Uber 
only shows rides available based on users’ current location identified via GPS 
coordinates received through the mobile phone. Many recommender systems track 
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user’s past actions, based on this generate a profile of the user and filter Aggraded 
Knowledge (AK) based on the user profile and present only what the system thinks 
is relevant to the user. Content Personalisation is a specific aspect of Social 
Computing applications.  
 
Access Control that enables a notion of user generated groups and 
Personalised Content that provides only relevant information to the user in 
combination set apart Social Computing from basic Web 2.0 applications, traditional 
e-business applications and Enterprise Computing applications. 
 
All Social Computing applications are extensions of Web 2.0 applications. 
Thus, these applications run on top of a technology stack consisting of frontend 
devices, predominantly mobile phones that can support rich multimedia equipped 
with myriad of sensors connected to a back-end server, often hosted in the cloud, 
through a broadband connection which could be Wi-Fi or mobile as reviewed in 
Chapter Two.       
 
These insights enable to model a Social Computing application as having set 
of basic functions that can be grouped to achieve application specific characteristics. 
Due to this grouping when users use the application certain feelings and perceptions 
arise within users which are called emergent characteristics (ECH). Some of the 
feelings extracted from data set are such as ‘belongingness’, ‘connectedness’, 
‘engagement’, ‘esteem’, ‘trust’, and ‘empowerment’, and perceptions are ‘efficient’, 
‘cost effective’, ‘easy to use’, ‘convenient’, ‘user friendly’, and ‘choice’, that users 
attribute to the system.  
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Table 18 below shows an exemplar of successful applications analysed that 
well fit into this model. The dominant application characteristic (ACH) is indicated 
with the letter “D” while secondary application characteristics (ACH) are indicated 
with letter “S”. 
 
Table 18: A Model to Understand the Structure of a Successful Social Computing 
Application 
A
p
p
li
ca
ti
o
n
 
Basic Application Function 
Application 
Characteristics 
Emergent Characteristics 
C
S 
U 
I 
B
T 
A
K 
F
ee
li
n
g
s 
E
m
er
g
en
t 
In
 U
se
r 
P
er
ce
p
ti
o
n
s 
A
tt
ri
b
u
te
d
 
to
 
A
p
p
li
ca
ti
o
n
 
F
ac
eb
o
o
k
 
Sign Up, Upload profile/cover 
picture, Post, Status Update, Life 
Event, Like, Comment, Respond, 
Share, Tag, Create Group, Create 
Advertisement, Message, Chat, 
Call 
 
S D S S Connection 
Belongingness  
Esteem 
 
Efficient 
Easy to use 
User Friendly 
Cost Effective 
Convenient 
Choice 
 
Y
o
u
T
u
b
e 
Sign Up with Google, Upload, 
Subscribe, Share, Like, 
Comment, Respond, Report, 
Watch Later, Add To 
 
D S S S Esteem 
Belongingness 
Empowerment 
 
User friendly 
Easy to Use 
Efficient 
Cost Effective 
Convenient 
Choice 
 
 
A
ir
b
n
b
 
    
Signup with Facebook / Google+, 
Hosting, Traveling, Search, 
View, Review, Rate, Invite 
Friends, Message, 
Interactive Blog 
S S 
 
D S Belongingness 
Choice 
Trust 
Empowerment 
 
User friendly 
Easy to Use 
Efficient 
Cost Effective 
Convenient 
Choice 
U
b
er
 
 
Sign Up, Request, Ride, 
Message, Become a Driver, 2 
Way Feedback /Review/Rate, 
Split Fare 
S S 
 
D S Belongingness 
Choice 
Trust 
Empowerment 
 
User friendly 
Easy to Use 
Efficient 
Cost Effective 
Convenient 
Choice 
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D
av
id
 J
o
n
es
 
Create Account, Browse 
catalogues, Watch live fashion 
launches on David Jones 
YouTube account, Follow, Like, 
Comment, Respond, Share, Join 
Groups on David Jones Facebook 
account, Read David Jones Blogs 
S S 
 
D S Connection 
Belongingness 
Engagement 
Trust 
 
User friendly 
Easy to Use 
Efficient 
Convenient 
 
W
ik
ip
ed
ia
 
  
Create account, Contribute, Edit, 
Talk, Read, View, View History 
D S S 
 
 
S Esteem 
Belongingness 
Empowerment 
Self-actualisation 
Trust 
 
Efficient 
Cost Effective 
Convenient 
Choice  
 
CS=Content Sharing, UI=User Interaction, BT=Business Transaction and AK=Aggregate 
Knowledge, D=Dominating Characteristic, S= Secondary Characteristic 
 
Using above table, it is now possible to re-describe each scenario explaining 
more clearly what happened due to social computing, how it happened and why 
indeed it happened.   
 
For example, the first scenario analysed was Facebook. The most basic 
functions of Facebook include Sign Up, Upload profile picture, Upload cover 
picture, Status Update, Make a Post, Life Event, Like, Comment, Respond, Share, 
Tag, Create Group, Create Advertisement, Message, Chat, and Call, though not 
limited to. This application was specifically built for social networking. When look 
at the basic functions of this application most of it, such as Sign Up, Upload profile 
picture, Upload cover picture, Status Update, Life Event, Like, Comment, Respond, 
Share, Tag, support interaction with peers, enabling a massive platform for user 
interaction. Thus, user interaction (UI) becomes the dominant application 
characteristic of Facebook. This dominant characteristic user interaction (UI) builds 
a huge network of more than two billion people interconnected, who share content in 
several mediums such as text, images, audio, videos or live chat.  Also, application 
algorithms of Facebook aggregate knowledge (AK) of how many Likes, how many 
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Comments a post received. The ‘create group’ function has built groups of 
likeminded users and when they organise events online and large crowds of people 
actually come together offline which is part of transacting though not necessarily 
business transacting it is a social transaction. The most significant past examples for 
this were Arab Spring (Wolfsfeld, Segev, & Sheafer, 2013)  and London Riots 
(Tonkin, Pfeiffer, & Tourte, 2012) which can be considered as mass action taking or 
a social transaction. Such is how the dominant application characteristic of 
Facebook, user interaction (UI), drives the other secondary application 
characteristics which are content sharing (CS), aggregate knowledge (AK) and 
business transaction (BT). When these application characteristics are in occurrence 
they cause emergent characteristics such as connectedness, belongingness, esteem, 
engagement, empowerment, and trust to effect.  
 
YouTube having a user community of 1.5 billion users, is a video content 
sharing (CS) platform hence CS is the dominant characteristic. CS drives users to 
user interaction (UI) with these videos via functions such as view, like, comment, 
add to, share, subscribe. The aggregated number (AK) of these interactions such as 
views, likes, shares cause emergent characteristics (ECH) such as self-esteem, 
empowerment in the users causing repeated usage. The main income stream of 
YouTube is user advertisements paid for by individuals as well as business users. 
Users place advertisements on a large variety of advertising schemes available and 
pay YouTube causing business transaction (BT). 
 
In the Airbnb scenario the dominant characteristic is business transaction 
(BT). For BT to happen initially Hosts had to share content (CS) about their 
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properties on the application. Then Guests who are interested in these properties 
interacted (UI) with the Hosts about the property to find out more. Once they were 
satisfied with the location, price, availability and other features of the property the 
aggregated knowledge (AK) such as ratings, reviews and recommendation displayed 
strategically by the properties caused emergent characteristic (ECH) trust in users. 
This ECH, trust motivated their final decision to make a booking supporting ultimate 
business transaction (BT).  
 
In the Uber application the dominant characteristic is business transaction 
(BT). For BT to occur, initially vehicle owners/drivers shared content (CS) about 
their availability so ride seekers interacted (UI) with the drivers to confirm a ride. 
Aggregated knowledge (AK) about previous user reciprocal ratings, reviews and 
recommendations caused ECH a feeling of trust in the user thus motivating the 
booking to go through to a payment causing a business transaction (BT).  
 
On David Jones application the dominating characteristic is business 
transaction (BT). For BT to take place the retailer shared content (CS) about their 
products and services on the application. In addition, they maintained a Discussion 
Forum and a Blog, and also a Facebook page, Instagram, Pinterest accounts 
interacting (UI) with customers which caused ECH in customers such as keeping 
them engaged and making them feel belonging to the David Jones fashion 
community. Application algorithms aggregated knowledge (AK) about user 
satisfaction from previous sales in the form of five-star ratings, reviews and 
recommendations which was displayed alongside the product/service or discussed in 
their Forum/Blog or social media profiles. This caused ECH in user by building a 
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feeling of trust in the users causing existing customers buy more or potential new 
buyers which is business transaction (BT).   
 
Wikipedia is the largest online encyclopedia sharing user generated content 
(CS) hence CS is its dominant application characteristic. It is user interactions (UI) 
that enable users to make edits and sign up and become a member to create new wiki 
pages. The aggregation of knowledge (AK) in the context of Wikipedia is large 
amount of aggregated wiki pages containing huge amount of information which 
cause ECH building trust in the users that they can find any information on the 
Wikipedia causing more and more usage. Wikipedia is a non-for-profit organisation 
and only business transaction (BT) that takes place is the voluntary funding received 
by users and well-wishers.  
 
Above descriptions of distinctively varied samples display the structural 
underpinnings that gave rise to application characteristics at the same time indicating 
some of the behavioural dynamics of Social Computing. Thus, a generic model can 
be derived from these common patterns found in the structure of applications of the 
entire data set. This may assist in designing the structure for social computing 
applications which shall be discussed in succeeding section.  
 
 Structural Model for Social Computing Applications 4.6
 
Previous section presented the structural underpinnings of Social Computing 
applications giving direct insights as to how the structure, the right functionality of a 
Social Computing application would give rise to essential application characteristics 
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(ACH).  These application characteristics (ACH) depending on the way they are 
organised would emerge necessary emergent characteristics (ECH) within 
application users. These findings also rationalised if these positive emergent 
characteristics (ECH) emerged within the user only then the user will use the 
application again and again.  
 
Thus, if a generic model is derived from these findings through this analysis it 
can assist in understanding the structural design for a successful Social Computing 
application, as these findings were made by deconstructing thirty-one successful 
Social Computing applications. Thus Figure 10 below illustrates a generic model for 
structure of a successful Social Computing application.  
 
Figure 10: Generic Structural Model for a Successful Social Computing Application 
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Social Computing uses client server applications often hosted on the cloud. 
These can use advance broadband connectivity to connect with millions or billions 
of users via mobile frontend devices that can support 2-way communications using 
rich multimedia. These devices are also equipped with sensors such as GPS, 
cameras, speakers etc. to capture location and environmental parameters. 
 
These technologies are used to implement the basic functions of Social 
Computing applications. These functions are grouped into create basic, application 
specific, characteristics that are Content Sharing (CS), User Interaction (UI), 
Business Transaction (BT) and Aggregate Knowledge (AK). These 4 application 
characteristics are depicted as cog wheels that turn in tandem to highlight that each 
characteristic influences the other. Different applications may have these 
characteristics in different combinations, generally one characteristic always 
dominating the others. 
 
When people use these applications these 4 application characteristics give rise 
to emergent characteristics (ECH) that takes two forms, a feeling within the user and 
a perception user attributes to the application. In the above model final arrow is in 
dashed lines because the dynamics of these emergent characteristics (ECH) need 
further analysis to better understand which will be undertaken in next Chapter. At 
this stage it can be said that if emergent characteristics are positive that motivate 
users to repeatedly use the application causing growth as well as invite others to join 
the application giving rise to notion of user created groups thus enhancing user 
community size. It is these emergent characteristics (ECH) that make the Social 
Computing stand apart from other forms of computing such as eBussiness, 
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Enterprise Computing and Web 2.0 applications which are mainly focusing on the 
routine functionality.  
 
The main finding within this Sub Section led to group basic application 
functions into 4 groups, 3 groups to assist meeting the needs; Content Sharing (CS), 
User Interaction (UI), and Business Transaction (BT). The 4
th 
group is Aggregated 
Knowledge (AK) assists generating positive emergent characteristics (ECH). 
Successful applications use Rich Multimedia to enhance communication, Access 
Control for creating user defined groups for Content Sharing (CS), User Interaction 
(UI) and Business Transaction (BT) and Content Personalisation to provide effective 
access to only relevant information supported by aggregated knowledge (AK).  
Based on these insights synthesised is a generic model for Social Computing 
applications as above.  
 
This generic model for the Structure of a Successful Social Computing 
Application provides the answer to Sub Research Question Two: What is the 
Structure of a Social Computing Application. 
 
In summary this Chapter has drawn two inferences through data analysis: 
Initially a Taxonomy of Social Computing Characteristics in answer to Sub 
Research Question One and Structural Model for Social Computing Applications in 
answer to Sub Research Question Two. Taxonomy of Social Computing 
Characteristics presented that there is a set of Emergent Characteristics unique to 
Social Computing paradigm. The Structural Model for Social Computing 
Applications indicated that there emerged a set of Emergent Characteristics within 
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application users. Thus using the derived methodology the data analysis will be 
furthered in succeeding Chapter in search for answers to rest of the Sub Research 
Questions.   
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Chapter 5 
“The important thing is not to stop questioning. Curiosity has its own reason for 
existing.” 
Albert Einstein 
 
 
5 Multistage, Behavioural and Human Need Fulfilment Models for 
Social Computing  
 
Preceding Chapter initiated data analysis and had abstracted a Taxonomy of 
Social Computing Characteristics answering the Sub Research Question One and a 
Structural Model for Social Computing Applications answering Sub Research 
Question Two. In the process certain behavioural dynamics of Social Computing had 
been observed which revealed that structural characteristics or application 
characteristics (ACH) gave rise to a set of emergent characteristics (ECH) within the 
users. These emergent characteristics (ECH) took two forms namely a feeling within 
the user and a perception user attributed to the application. As per the codes (causal 
relations) extracted from data set these feelings and perceptions which are emergent 
characteristics (ECH) were found to have motivated the user into user actions (UA) 
thus causing a chain of actions. But, in answer to sub research question three, how 
this chain of actions fulfilled societal/business outcomes was yet to be found.  
 
Some of these codes insinuated societal outcomes such as new connections, 
meaningful communities or business outcomes such as increased revenue, sales. But 
how and why Social Computing impacted these societal and business outcomes still 
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remained vague. To advance the understanding of these dynamics of Social 
Computing and to find out how it is impacting societal and business outcomes 
Researcher further investigated the extracted codes or individual causalities which 
now represent the data set in a more condensed and contextually rich format. Open 
coding of the data set was performed in preceding Chapter using the coding tool 
NVivo11.When these codes were extracted from NVivo11 onto an Excel code 
matrix which is plain and detectible of any pattern formations as in Appendix 32, a 
higher pattern formation emerged amongst several individual codes having 
relationships with each other. To link these related codes Researcher needed a 
methodical rule, a logical sequence of causality which was exercised and 
comprehensively explained in Sections 3.2.4.1 and 3.3 of Methodology Chapter and 
accordingly continued data analysis in next section. 
 
 Derivations of Causal Chains from Data 5.1
 
As observed in previous section at this juncture to make sense out of relating 
codes Researcher needed a logical sequence. Therefore as systematically explained 
under Section 3.3 in Chapter Three, Researcher utilised method of Causal Chains 
(Brennan, 1987; Hanson, 1955; Joshi, 2014; Purcell & Hutchinson, 2007) as a 
secondary method complementing the overarching methodology Qualitative Content 
Analysis. Furthermore, to link these related codes together onto a causal chain 
Researcher needed a logical sequence as to what caused an effect which became a 
higher cause to an even higher effect. This is where pure Inductive Reasoning 
(Blumberg et al., 2011) helped Categorise these codes (causalities) into Super 
Classes that also consisted of Sub Classes under Sub Section 3.2.5 and in Table 14 
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in Chapter Three. Having identified a sequence in codes or individual causalities 
Researcher was able to link the related codes in a sequence forming Causal Chains 
as was in Section 3.3 in Chapter Three, for all the thirty-one scenarios.  
 
Airbnb 
 
Technology      Airbnb App    Aggregated Knowledge (AK)     Trust    
Sharing    Income 
 
This symbolism of a chain with arrows in ascendance explains a forward causation. 
For example, the causal chain for Airbnb scenario above reads as: Technology has 
caused (enabled) Airbnb application. Airbnb application has caused aggregation of 
knowledge (AK). Aggregated Knowledge (AK) has caused Trust in the user. Trust 
in the user has caused (motivated the user) into sharing (sharing accommodation 
with a stranger). Sharing has caused Income (income to the Host, cost effective 
accommodation to the Guest).   
 
AirTasker 
Mobile phones  Airtasker   Aggregated Knowledge (AK)  Trust  
Outsourcing  Income 
 
Amazon 
Internet  Amazon Content Sharing (CS)  Choice  Marketing  Sales 
 
Blablacar 
Technology  Blablacar  Aggregate Knowledge (AK)  Trust  Sharing  
Ecological Benefits 
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Blogger 
Smart phones     Blogger   User Interaction (UI)    Engagement    
Publishing    Awareness (Product/Service/Event/Book) 
 
Couchsurfing 
Technology Couchsurfing  Aggregated Knowledge (AK)  Trust  Sharing 
 Cut Cost 
 
Coursera 
TechnologyCoursera  User Interaction (UI) Convenience  Joining 
Scalability 
 
David Jones 
Adobe Technology  David Jones App  User Interaction (UI) 
ConvenientPurchasing Online Increased Sales (by 711%) 
 
eBay 
Mobile phones e  eBay  Business Transaction (BT)   Convenience  
Traction   Sales 
 
Facebook: Fundamental Version 
 
Technology     FB   User Interaction (UI)    Belongingness    Helping    
Meaningful Community  
 
Facebook: Advance Version 
Technology     FB   Content Sharing (CS)    Convenient to read    
Advertising    Revenue  
 
 144 
 
Ford 
Internet  SM Content Sharing (CS)  Engagement  Communication  
Increased PR 
 
Fundrise 
Internet  Fundrise    Business Transaction (BT)    Empowerment    
Crowdfunding    Economic Growth 
 
Getaround 
Technology  Getaround  User Interaction (UI)  Belongingness  Sharing 
Income 
 
GoGet 
Technology  GoGet Business Transaction (BT)  Convenience  Sharing  
Reduced Car Usage (Carbon footprint) 
 
IBM 
Technology  Connection App  Content Sharing (CS)  Belongingness  
Quick Responding  Enhanced Communication 
 
KLM 
Technology  KLM App User Interaction (UI)  Engagement  Repeat 
Customers  Increased Revenue 
 
LinkedIn 
Internet  LinkedIn  User Interaction (UI)  Engagement  Job Posting  
Income 
 
Lyft 
Technology Lyft  User Interaction (UI)  Belongingness  Driving  
Income 
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Madpaws 
Technology  Madpaws  Aggregated Knowledge (AK)  Trust  Pet-sitting 
 Income 
 
Moocs 
Smart phones Moocs  Content Sharing (CS)  Empowerment Online 
Delivering  Income 
 
Pinterest 
Technology  Pinterest  Content Sharing (CS)  Popularity  Pinning  
Growth  
 
Skillshare 
 
Mobile Technology  Skillshare App    Content Sharing (CS)    Empowerment  
 Teaching    Revenue  
 
Starbucks 
Technology  SM  Content Sharing (CS)  Engagement  Followers  
Increased Sales 
 
TaskRabbit 
Technology  TaskRabbit Aggregated Knowledge (AK)  Reputation  
Hiring  Income 
 
Turo 
Technology  Turo  Business Transaction (BT)  Belongingness  Sharing 
Reduced Emissions 
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Twitter 
Technology  Twitter Content Sharing (CS)  Engagement  Advertising  
Sales 
 
Uber 
Smartphone    Uber App    Aggregated Knowledge (AK)    Trust    
Transacting    Revenue 
 
Wikipedia 
Internet  Wikipedia  Content Sharing (CS)  Belongingness  
Crowdsourcing  Growth 
 
Yerdle 
Technology  Yerdle Content Sharing (CS)  Cost-Effective  Sharing  
Sustainability 
 
YouTube 
Mobile devices    YouTube    Content Sharing (CS)    Community   
Advertising  Revenue 
 
Zipcar 
Technology  Zipcar Content Sharing (CS)  Choice  Sharing  Saved 
Money 
 
Derivation of causal chains for all thirty-one scenarios began to display a 
pattern formation common to all. These causal chains followed similar causal stages 
though not same. To establish this pattern which is common to all scenarios 
Researcher used the aligning technique derived in Sub Section 3.3.1 in Methodology 
Chapter for this purpose.   
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 Aligning Causal Chains 5.2
 
Specific causal chains for specific scenarios demonstrated specific societal and 
business outcomes. As explained in Chapter One business outcomes took a 
threefold: monetary, social corporate and environmental. Therefore, it must be 
mentioned that whether the application was a social application such as Facebook or 
a business application such as Airbnb they caused both societal and/or business 
outcomes.  
  
All these causal chains were deduced in same logical sequence. Thus, 
Researcher aligned these thirty-one causal chains under the headings of six Super 
Classes as shown in below Table 19 in keeping with technique introduced in 
Methodology Chapter. In this data analysis stage all causal chains were derived to be 
of longest possible in length having five links thus comprehensively explaining the 
causal path making them utilisable and replicable.  
 
Table 19: Aligning Causal Chains Under Super Classes 
Scenario 
 
Techno
logy 
 
 SC App 
 
 ACH  ECH  UA  
 
BO 
Airbnb Technol
ogy 
 
 
Airbnb   AK 
 
Trust  Sharing 
 
Income 
            
Airtasker Mobile 
phones 
 
Airtasker 
 
AK  Trust  Outsour
cing 
 Income 
            
Amazon Internet 
 
Amazon 
 
CS  Choice  Marketi
ng 
 Sales 
            
Blablacar Technol
ogy 
 
Blablacar 
 
AK  Trust  Sharing  Ecological 
Benefits 
            
Blogger Smart 
 
Blogger 
 
UI  Engagem  Publishi  Awareness 
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Phones enmt ng (Product/Se
rvice/Event
) 
            
Couchsur
fing 
Technol
ogy 
 
Couchsurf
ing 
 
AK  Trust 
 
Sharing  Cut Cost 
            
Coursera Technol
ogy 
 
Coursera  UI  Convenin
ce 
 Joining  Scalability 
            
David 
Jones 
Adobe 
Techno
logy 
 
David 
Jones 
App 
 UI  Convenie
nce 
 Purchasi
ng 
Online 
 
Increased 
Sales (by 
711%) 
            
eBay Mobile 
Phones 
 
eBay  BT 
 
Convenie
nce 
 
Transact
ing 
 Sales 
            
Facebook Technol
ogy 
 
 
Facebook 
 
UI 
 
Belonging
ness 
 Helping 
 
Meaningful 
Community 
            
Facebook Technol
ogy 
 
 
Facebook  CS  Convenie
nt to Tead 
 Advertis
ing 
 Revenue 
            
Ford Internet 
 
SM  CS 
 
Engagem
ent 
 Commu
nication 
 Increased 
PR 
            
Fundrise Internet 
 
Fundrise  BT  Empower
ment 
 Crowdf
unding 
 Economic 
Growth 
 
            
Getaroun
d 
Technol
ogy 
 
Getaroun
d 
 UI 
 
Belonging
ness 
 Sharing  Income 
            
GoGet Technol
ogy 
 
GoGet  BT  Convenie
nce 
 Sharing  Reduced 
Car Usage 
(Carbon 
footprint) 
            
IBM Technol
ogy 
 
“Connecti
on” App 
 
CS  Belonging 
 
Quick 
Respond
ing 
 Enhanced 
Communic
ation 
            
KLM Technol
ogy 
 
KLM 
App 
 
UI 
 
Engagem
ent 
 
Repeat 
Custom
ers 
 
Increased 
Revenue 
            
LinkedIn Internet 
 
LinkedIn 
 
UI 
 
Engagem
ent 
 
Job 
Posting 
 
Income 
            
Lyft Technol
ogy 
 
Lyft  UI 
 
Belonging
ness 
 Driving  Income 
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Madpaws Technol
ogy 
 
Madpaws 
 
AK 
 
Trust 
 
Pet-
sitting 
 Income 
            
Moocs Smart 
Phones 
 
Moocs  CS 
 
Empower
ment 
 
Online 
Deliveri
ng 
 
Income 
            
Pinterest Technol
ogy 
 
Pinterest  CS 
 
Connectio
n 
 
Pinning 
 
Growth 
            
Skillshar
e 
Technol
ogy 
 
Skillshare 
 
CS 
 
Empower
ment 
 
Teachin
g 
 
Revenue 
            
Starbuck
s 
Technol
ogy 
 
SM 
 
CS 
 
Engagem
ent 
 
Followe
rs 
 
Increased 
Sales 
            
TaskRab
bit 
Technol
ogy 
 
TaskRabb
it 
 
AK 
 
Reputatio
n 
 
Hiring 
 
Income 
            
Turo Technol
ogy 
 
Turo 
 
BT  Belonging
ness 
 
Sharing  Reduced 
Emissions 
            
Twitter Technol
ogy 
 
Twitter 
 
CS 
 
Engagem
ent 
 Advertis
ing 
 Sales 
            
Uber Smart 
Phones 
 
Uber 
 
AK 
 
Trust 
 
Transact
ing 
 
Revenue 
            
Wikipedi
a 
Internet 
 
Wikipedia  CS  Belonging
ness 
 
Crowds
ourcing 
 Growth 
            
Yerdle Technol
ogy 
 
Yerdle 
 
CS  Cost-
Effective 
 
Sharing  Sustainabili
ty 
            
YouTube Mobile 
Devices 
 
YouTube 
 
CS 
 
Communi
ty 
 
Advertis
ing 
 Revenue 
            
Zipcar Technol
ogy 
 
Zipcar 
 
CS  Choice 
 
Sharing 
 
Saved 
Money 
            
 
App=Application, ACH=Application Characteristic, ECH=Emergent Characteristic, 
UA=User Actions, SO/BO=Societal/Business Outcome, FB=Facebook, CS=Content Sharing, 
UI=User Interaction, BT=Business Transaction, AK=Aggregated Knowledge 
  
This systematic aligning of all the causal chains for all scenarios verified that 
all successful applications followed a similar (though not same) advance in causal 
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stages to achieve beneficial societal or business outcomes. Therefore, following 
section will seek to abstract this emerging causal inference common to all successful 
scenarios analysed.  
   
 Multistage Causal Model for Social Computing and Business 5.3
Outcomes 
 
When these causal chains were aligned under the ‘Super Classes’ as in 
previous section Researcher began to observe a pattern of sequential causal advance 
like: cause  effect  cause effect, such that an effect of one cause becoming a 
cause to a higher effect. Nor all scenarios achieved the same causal inference neither 
final outcome but they all followed the same causal advance step by step through 
same stages. 
 
For example, most used application of all, Facebook, which was initially 
developed for social networking was considered as Facebook (Fundamental) version 
took the below causal advance:  
 
Facebook (Fundamental) Causal Chain 
 
Technology   FB User Interaction (UI)   Belongingness  Helping Meaningful Community  
         1st Causal Link   3rd Causal Link     5th Causal Link 
  2nd Causal Link    4th Causal Link 
     
Antecedent of this causal chain is Technology, a Super Class. The first link 
explains that Technology caused Facebook. Facebook is a Sub Class of the Super 
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Class Social Computing applications. This means enabling technologies has enabled 
design and development of the Facebook app.  
 
Next this effect of first causal link becomes a cause to a higher effect such that 
‘Facebook caused UI’. Here UI is user interaction, Sub Class of the Super Class – 
Application Characteristics (ACH). This means Facebook has enabled the users to 
interact with the system/other users through functions such as liking, commenting, 
sharing, tagging, messaging, chatting that gives rise to the application characteristic 
(ACH) user interaction (UI).  
 
This effect of second causal link UI becomes a cause to even higher effect 
such that ‘UI caused Belongingness’. Here ‘Belongingness’ is a Sub Class of the 
Super Class – Emergent Characteristics (ECH). That is interacting with the system 
and the other users has caused a feeling of ‘Belongingness’ in the user. For example 
if the system suggested an exact group to join which is surely important to the user 
that will make the user feel ‘Belong’. Another example is if another user added the 
user to an existing group that is of utmost interest to the user, that will cause a 
feeling of ‘Belongingness’ in the user. 
 
 This effect of third causal link ‘Belongingness’ becomes a cause to even 
higher effect such that ‘Belongingness caused Helping’. Here ‘Helping’ is a Sub 
Class of Super Class- User Actions (UA). That is when one feels ‘Belonging’ to a 
group they sometimes go out of their way to help each other as we see within the 
most basic groups of humans such as family, friends, neighbours, colleagues, sports 
team. Such are the online groups on Facebook 
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This effect of the fourth causal link ‘Helping’ becomes a cause for the highest 
most effect of this causal chain such that ‘Helping caused Meaningful Community’. 
Here ‘Meaningful Community’ is a Sub Class of the Super Class – Societal/Business 
Outcomes (SO/BO). That is Helping has caused a community that helps each other 
thus a ‘Meaningful Community’ the ultimate outcome of this causal chain, a societal 
outcome (SO). 
 
Next, an example for business applications, a popularly used accommodation 
sharing app Airbnb and its causal chain is explained below: 
 
Airbnb Causal Chain 
 
Technology     Airbnb   Aggregated Knowledge (AK)    Trust    Sharing   Income  
            1st Causal Link        3rd Causal Link              5th Causal Link 
        2nd Causal Link    4th Causal Link 
 
Antecedent of this causal chain is Technology, a generic term which is a Super 
Class. The first link explains that Technology (Super Class) caused Airbnb (Sub 
Class). That is relevant technologies have enabled design and develop the Airbnb 
application.   
 
This effect of first causal link becomes a cause to a higher effect such that 
‘Airbnb caused AK’. Here AK is a specific term a Sub Class of the Super Class – 
Application Characteristics (ACH). That is Airbnb application algorithms have 
aggregated knowledge (AK) such as previous user ratings and displayed how many 
stars on a five star rating system/ number of user reviews/individual reviews for 
future users to sight.   
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This effect of second causal link AK becomes a cause to even higher effect 
such that ‘AK caused Trust’. Here ‘Trust’ is a Sub Class of the Super Class – 
Emergent Characteristics (ECH). That is five star ratings, number of reviews for this 
property and list of individual reviews have all caused a certain Trust in the property 
within potential Guest. 
 
This effect of third causal link ‘Trust’ becomes a cause to even higher effect 
such that ‘Trust caused Sharing’. Here ‘Sharing’ is a Sub Class of Super Class- User 
Actions (UA). That is Trust in the property and the Host due to displayed five star 
ratings, large number of reviews and individual reviews that verifies the quality of 
the property and the Host motivates the Guest to sharing this property by booking. It 
must be noted that the Trust here is reciprocal to the Guest and the Host. Host too 
will look up about Guest if they stayed with Airbnb previously for existing reviews 
or Guest’s reputation on the social graph as Airbnb is integrated with Facebook and 
Google at the point of Sign Up.     
 
This effect of the fourth causal link ‘Sharing’ becomes a cause for the highest 
most effect of this causal chain such that ‘Sharing caused Income’. Here ‘Income’ is 
a Sub Class of the Super Class – Societal/Business Outcomes (SO/BO). That is, 
‘Income’ is the ultimate outcome of this particular causal chain which is a business 
outcome (BO). 
 
As above explanation of the causal chains for social application Facebook and 
business application Airbnb similar were the causal patterns identified within all 
causal chains which gave rise to scenario specific step by step causal inferences. 
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Aligning made it possible to perceive though causal inferences were scenario 
specific they followed a generic to all sequential causal path ascending through six 
Super Classes thus enabling abstraction of a qualitative Multistage Causal Model for 
Social Computing and Societal/Business Outcomes as Figure 11 below. Thus, the 
upper layer of the Model consist the six Super Classes while lower layer represent 
the scenario specific Sub Classes coming from individual causal chains from Section 
5.1 above. 
 
 
 
Figure 11: Multistage Causal Model for Social Computing and Societal/Business 
Outcomes 
 
This generic model in Figure 11 above demonstrates that the underlying 
causality between Social Computing and all these positive societal and business 
outcomes take a multistage causal inference. Some causal extractions within data 
illustrated singular causal relation from technology unto final business outcome such 
as “Smartphone caused economic growth” which is also correct but is not 
explanative enough. In contrast this model presents more comprehensive step by 
step causal path of inference.  
 
At a higher level above Model advanced through a step by step causal 
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inference beginning with ‘Enabling Technologies’ causing ‘Applications’ causing 
‘Application Characteristics (ACH)’ causing ‘Emergent Characteristics (ECH)’ 
causing ‘User Actions (UA)’ ultimately causing (Societal/Business Outcomes 
(SO/BO)’.  
 
These six stages mentioned in above sentence are the Super Classes of the 
causal stages. Each of these causal Super Classes comprised of several Sub Classes 
as explained under Sub Section 3.2.5 in Chapter Three, which plays a significant 
role in this sequential causal inference. 1
st
 subclass comprised of enabling 
technologies such as powerful personal computers or mobile devices with sensors 
such as GPS or cameras, broadband connectivity, cloud servers and web 2.0 
technologies to name some. In the past there were applications which were web 
based though now most applications are mobile based, and some applications used 
location identification functionality such as vehicle/ride sharing businesses like Uber 
depending on their business requirements. 2
nd
 subclass comprised of either social 
applications such as Facebook, YouTube or business applications such as Airbnb, 
Uber. 3
rd
 subclass included application characteristics (ACH): Content Sharing (CS), 
User Interaction (UI), Business Transaction (BT) and Aggregated Knowledge (AK). 
These application characteristics (ACH) gave rise to 4
th
 sub class emergent 
characteristics (ECH) which are either a feeling within the user like connection, self-
esteem, engagement, belongingness, trust, empowerment or a perception user 
assigned to the application like convenient, effective, easy to use, user friendly, cost 
effective, choice.  
 
Appropriate content shared (CS) in the form of text, images, audio, video, live 
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webinar or live streaming caused awareness about the person, group, product or 
service. This caused initial ECH in the users such as a feeling of connection, 
belongingness, even trust to some minimum extent if content possessed some 
existing reputation. User Interaction (UI) with this CS, such as liking, commenting, 
sharing, tagging caused user feels connected, engaged or perceive that system is 
efficient, convenient, easy to use, user friendly. System algorithms aggregated this 
initial knowledge of CS and UI which is AK1 such as number of views/likes/ 
comments/shares/tags/wikis on a certain topic or through location identification 
systems nearest taxi/accommodation. This AK1 caused users feel esteem, 
belongingness, minimum amount of trust and perceive app is efficient, convenient, 
choice. This may cause user actions (UA) such as sharing information or small scale 
initial business transactions (BT).  Most significant Aggregated Knowledge (AK2) 
happened after a business transaction when user satisfaction is aggregated in the 
form of rating on a five star rating system, or number of reviews or 
recommendations which caused Trust within the users. For the first time in history 
(Ali-Hassan & Nevo, 2009; Huijboom et al., 2009; Parameswaran & Whinston, 
2007a; Pascu, 2008; Pascu et al., 2008) Trust building took place online amongst 
total strangers causing users to act (UA) in such ways like buying, investing, 
crowdsourcing, crowd funding, sharing properties such as one’s own home, 
apartments, rooms, vehicles and even rides with total strangers.  Since these user 
actions took place in an online community user access was large in number. Social 
applications had millions or billions of users as discussed in Introduction Chapter. 
Researcher also observed existing social applications such as Facebook, Twitter, 
Goggle+, LinkedIn, are linked to one another often sharing common sign-in the 
Trust users have built within social graph could be transferred to other applications 
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which supported business transaction.  
 
Therefore, this Model explains societal/business outcomes (SO/BO) on a 
Social Computing application took a multistage causal inference commencing with 
the antecedent; enabling technologies. Enabling technologies caused the 
applications, application enabled application characteristics (ACH), ACH caused 
emergent characteristics (ECH), which in turn caused user actions (UA), UA 
enabling enhanced societal/business outcomes (SO/BO). This has answered Sub 
Research Question 3: What is the Relationship Between Social Computing and 
Societal/Business Outcomes? 
  
With that understanding of the multistage causality between Social Computing 
and societal/business outcomes Researcher next investigate the emerging 
behavioural aspects of Social Computing observed within this multistage causal 
inference. 
 
 Behavioural Model for Social Computing  5.4
 
Closer observation of Multistage Causal Model for Social Computing and 
Societal/Business Outcomes in Figure 11 above reveals that first half of the model 
unto application characteristics (ACH) forms the structure of Social Computing. In 
other words, this first half illustrates the Generic Structural Model for a Successful 
Social Computing Application presented in previous Chapter 4. The rest of the 
Multistage Causal Model for Social Computing and Societal/Business Outcomes 
above represent more of the human behaviour of the users of Social Computing 
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applications. This begins with emergent characteristics (ECH) within the user, firstly 
user feelings such as Connection, Engagement, Esteem, Belongingness, Trust and 
Empowerment all due to the specific functionality of the Social Computing 
application such as create profile, upload profile or cover picture, post status update, 
like, comment, share, tag, rate, review, give feedback, recommend to name some. 
Psychologically a feeling or in other words sensation refers to the process of sensing 
or feeling our environment through touch, taste, sight, sound, and smell. This 
information is sent to our brains in raw form and this is when perception comes into 
play. Perception is the form in which we interpret these feelings or sensations and 
therefore make sense of everything around us (Goldstein & Brockmole, 2016; 
Heffner, 2014). Thus, the second part of the emergent characteristics (ECH) within 
the users are perceptions that they attribute to the Social Computing application such 
as it is easy to use, user friendly, efficient, cost effective, convenient, more choice to 
name some. 
 
Father of psychoanalysis Sigmund Freud carried out clinical analyses of 
motivation supported with the rigor of experimental psychology. However to date it 
is a fact that psychology of motivation is a very broad yet loosely defined field 
(McClelland, 1987). Hitherto it covers physiological mechanisms involved in human 
drives to motivate to act or motives people assign to themselves to explain their 
behaviour (Freud, 1962; Freud & Freud, 2001; McClelland, 1987).  Equally 
psychological scholars have emphasized how motives differ from other determinants 
of action and also how they relate to other motivation like variables such as 
emotions, incentives, values, intents or causal explanations (McClelland, 1987) 
where latter fits very well within Researcher’s findings in this Thesis. Thus, the 
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causal inference extracted from data supports how feelings or sensations and 
perceptions motivate users into user actions (UA). The final causal link in the 
multistage causal model above completes the causal chain of Social Computing and 
Societal/Business Outcomes where user actions (UA) cause beneficial societal or 
business outcomes (SO/BO). Theory of human motivation by psychologist Abraham 
Maslow (1943) articulates that humans act (UA) to fulfil a human need. Thus, within 
the context of this study achieving SO/BO can be redefined as fulfilment of primary 
or secondary human need.  
 
The list of emergent characteristics (ECH), either feelings or perceptions 
though Researcher listed about six each may not necessarily be complete but were 
the ones purely extracted from the analysed data set of thirty-one successful 
scenarios. Also which functionality gave rise to which exact application 
characteristic (ACH), which application characteristic (ACH) exactly gave rise to 
which emergent characteristic (ECH), and which emergent characteristic (ECH) 
gave rise to what sort of user action (UA), and which user action (UA) enabled what 
societal or business outcome (BO) was hard to map one to one as all these were 
fuzzy human behaviours (Hoffman & Fodor, 2010; Martínez-Miranda, Alvarado, 
Aldea, & Bañares-Alcántara, 2006).  
 
Some of the codes extracted from data demonstrated that at some instances the 
application characteristics (ACH) comprised causal relationships amongst them 
before inferring a causal relation with an emergent characteristic ECH) as in Table 
20 below.   
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Table 20: Causalities Amongst Application Characteristics (ACH) 
Scenario/Application 
Data Source 
Original Text Code 
David Jones 1 Over the past quarter we 
have seen DJS improve 
the way they interact with 
social media with a great 
mix of visual content 
(both photo and video) as 
well as an extension of its 
social media universe 
adding Pinterest and 
Instagram platforms to the 
mix. 
CS caused UI 
Blogger 2 Blogs are best used by 
organizations to provide 
authoritative information 
about products and 
services, and their 
effective use. Social 
networking tools are best 
used by organizations to 
raise awareness, respond 
to inquiries, and engage in 
discussion. 
CS caused UI 
Uber 3 They have two-sided 
reputation systems to 
remove bad actors, and to 
provide information to 
both parties to make a 
transaction easier to make. 
AK caused BT 
Airbnb 1 In addition, some peer-
rental services (including 
Airbnb, RelayRides and 
Lyft) integrate with 
Facebook to let owners 
and renters check to see 
whether they have friends 
(or friends of friends) in 
common. 
UI caused BT 
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Airbnb 1 Staying in a stranger’s 
apartment in another city 
seems much less daunting 
when you can read 
testimonials from 
previous guests.  
 
 
AK caused BT 
MOOCS 2 And, what should help in 
developing countries is 
especially course to create 
employment. MOOCs can 
help here, because the 
forum is wide. But, then 
the feedback especially 
via Facebook, should help 
the comments to be 
country sensitive, because 
what works in one country 
does not always work in 
another, but with many 
people in the group, they 
can make things work, or 
help to make things work. 
 
UI caused AK 
Facebook 1 Some social networks, 
including Facebook, will 
ultimately pay publishers 
to host content. 
CS caused BT 
eBay 3 In 20 years, over $700 
billion worth of goods 
(and enough cars to circle 
the moon four times) have 
been sold on eBay 
generating some $72 
billion in revenue.  
 
 
CS caused BT 
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Uber 3 They have two-sided 
reputation systems to 
remove bad actors, and to 
provide information to 
both parties to make a 
transaction easier to make. 
 
 
AK caused BT 
 
Within the context of this study it must be noted that since user action (UA) is 
a super class, actions occur online the application such as content sharing (CS), user 
interaction (UI), business transaction (BT) can all act as sub classes of UA. When 
knowledge is aggregated over a period of time and when it becomes a new 
knowledge that AK can be considered as new CS. 
 
The limited number of specific codes listed in Table 19 above indicated that at 
some instances content shared (CS) caused user interactions (UI), aggregation of 
knowledge (AK) or even business transactions (BT). This exposed that the 
behavioural portion of the multistage causal relationship between Social Computing 
and societal/business outcomes was not that linear as the Multistage Causal Model 
exhibited. Rather it took fuzzy iterative loops as illustrated in a Behavioural Model 
for Social Computing outlined based on these findings, as in Figure 12 below.  
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Figure 12:  Behavioural Model for Social Computing  
 
These fuzzy human behaviours explained through the causal inferences 
Researcher made in data analysis is as below. If relevant content was shared (CS) to 
a specific audience on the Social Computing application, purely due to the content 
some social outcomes (SO) like few new followers occurred. Then users interacted 
(UI) with this content leading to more social outcomes (SO) such as increase in 
friends, increase in followers. The system algorithms aggregated this knowledge 
(AK1) and when these aggregated numbers were presented on the platform that gave 
rise to more powerful social outcomes (SO) such as group formation, community 
formation. In all these instances weak business outcomes (BO) such as new 
customers, or increase in customer number or few sales happened. But it is after a 
sale or two happened and the system algorithms aggregated (AK2) user satisfaction 
of these transactions and when  displayed them on the platform as ratings, reviews  
or recommendations only real business transactions (BT) took place causing ultimate 
business outcomes (BO) such as revenue, reduced cost, increased profit, informed 
decision making empowering accommodation owners/ drivers/ livelihoods, or 
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reduced fuel consumption reducing carbon footprint.   
 
By analysing the dynamics of behavioural aspects of Social Computing in 
thirty-one successful Social Computing applications and extracting same onto a 
Behavioural Model for Social Computing Researcher has answered the Sub 
Research Question 4:    What is the Behaviour of Social Computing? 
 
Thus far the characteristics, structure, multistage causality in achieving 
societal/business outcomes and behaviour of this digital platform of Social 
Computing had been comprehended through the analysis of successful scenarios.  In 
the next section Researcher seeks to find out how the process of achieving 
societal/business outcomes in a non-digital era can be mapped to the digital era to 
better understand observed fuzzy behaviour patterns described above. 
 
 Achieving Societal/Business Outcomes in a Non-Digital Era 5.5
 
The reason Researcher seeks why and how humans behaved in a non-digital 
era to achieve societal and business outcomes is to better understand how these 
successful Social Computing applications have catered to the same outcome in scale 
on this digital platform. If Researcher gains a deeper understanding of this 
fundamental human behavior towards achieving societal/business outcomes 
Researcher can map these requirements onto the digital platform exploiting the 
scaling up capacity of this platform due to its pervasiveness.    
 
Previously under the Section 5.4 Researcher contextualized achieving societal 
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or business outcomes (SO/BO) can be redefined as fulfilment of primary or 
secondary human needs.  
 
These insights gained through data analysis made Researcher further explore 
these human need fulfilment dynamics through the eyes of founder Psychologists, 
Sociologists and Economists to better understand how this occurred in the natural in 
a non-digital era. 
 
As discussed earlier a closer observation of Multistage Causal Model for 
Social Computing and Business Outcomes in Figure 11 above demonstrates how 
structure of Social Computing gives rise to the behaviour of the users indicating 
most essentially the human psychology is a significant molecule of this computing 
paradigm.  
 
Psychology is the scientific study of the human mind and its functions, 
especially those affecting behaviour in a given context, defines  Oxford-Dictionary 
(2000). It is futile to discuss psychology without the very popular framework in 
psychology conceptualised by American psychologist Abraham Maslow in his 1943 
paper “A theory of human motivation” called Maslow’s Hierarchy of Needs (A. H 
Maslow, 1943). 
 
Maslow used the terms Physiological, Safety, Belongingness and Love, Self-
Esteem and Self-Actualization needs to define the pattern that human motivations 
generally move through (Maslow, Frager, Fadiman, McReynolds, & Cox, 1970).  
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Maslow studied the healthiest 1% of the college student population 
(Mittelman, 1991). There were no pyramids or triangles in the original paper, though 
Maslow’s hierarchy of needs is now usually illustrated with a symbol as Figure 13 
below (Kremer & Hammond, 2013). 
 
 
Figure 13:  Maslow’s Hierarchy adopted from (Kremer & Hammond, 2013) 
 
Although Maslow’s paper was written as pure psychology it has found its 
main application in management theory of modern business studies, developmental 
psychology and social science (Kremer & Hammond, 2013). Maslow’s Hierarchy of 
Needs helps business managers understand employees’ motivation and needs in 
order to further employee motivation and bring in business enhancements. 
Researcher finds a close analogy here if Researcher replaced the ‘business managers 
with application designers’ and ‘employees with application users’. If the designers 
 167 
 
understood the user needs and user motivation they could design the application in 
order to further user motivation and bring in enhanced societal or business outcomes 
(Ginige et al., 2016). 
 
To better understand the causal relationship from the instance when need is 
identified unto societal or business outcome in a non-digital environment Researcher 
revisited existing scholarly literature below:    
 
5.5.1 Human Needs 
 
People generally take action in response to a fundamental or secondary human 
need. Researcher reviewed relevant literature exploring the basic human needs and 
how these human needs get fulfilled and selected Maslow’s Theory as a more 
suitable explanation in context of this study. Maslow (1943) in his Theory of Human 
Motivation proposed that people are motivated to achieve certain needs, and that 
some needs take precedence over others. Most basic human need is physical survival 
which will be the first thing that motivates human behavior. Once that level is 
fulfilled only the next level up will become the motivation for humans, and so on 
theorized Maslow (1943). These needs are generally hierarchically displayed on a 
pyramid as discussed above. The most fundamental need on the most bottom tier of 
the pyramid is physiological needs such as food, water, air, sex. Maslow (1943) 
argued only if physiological needs are fulfilled humans will be motivated to look for 
next higher tier which is Safety & Security needs such as health, employment, 
property, family and social stability. In other words, if humans have fulfilled basic 
survival needs then they look for future proof. According to Maslow (1943) when 
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one level of needs have been satisfied it will go away and our activities habitually 
become directed towards meeting the next set of needs that are yet to be satisfied. In 
this case level 3 Needs: Love and Belonging needs such as friendship, family, 
intimacy, sense of connection. When these needs are met humans look to fulfil next 
higher Level 4 needs: Self Esteem such as confidence, achievement, respect of 
others. When all above needs are met humans look to fulfil the highest most need of 
Level 5: Self-Actualisation such as morality, creativity, spontaneity, acceptance. 
 
To construct an abductive reasoning as to how humans go about in fulfilling 
these needs Researcher next reviewed supporting literature. 
 
5.5.2 Community Formation 
 
Need for fulfilment of human needs cause community formation and 
communities help fulfil human needs, a vice versa course. In McMillan and Chavis 
(1986) ‘Theory of Community’ they propose four principal elements of a 
community as: (1) Membership: A feeling that one has invested part of oneself to 
become a member and therefore has a right to belong, (2) Influence: A bidirectional 
concept; one has influence over others as well as the group has the ability to 
influence the person, (3) Integration and Fulfilment of Needs: Ability to better fulfil 
physical (Physiological), mental (Psychological) and Spiritual needs as a collective, 
and (4) Shared Emotional Connection: Having or being able to identify with past 
events and experiences. Membership gives a feeling that one has invested part of 
oneself to become a member and therefore a belongingness which is also an 
emergent characteristic (ECH) of Social Computing as per the findings of this 
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research. Influence too is a bidirectional concept; a member has some influence over 
others as well as group has the ability to influence the member. Integration and 
fulfilment of needs cause to better fulfil the needs within a community. Shared 
emotional connections are due to past events and experiences. Thus, community 
formation satisfies human needs as well as a basis for communication.  
 
Literature revealed that community formation led to emergent characteristics 
(ECH) within community members as discussed in next section. 
 
5.5.3 Exchange of Goods and Services 
 
The moment a community is formed and people become members the feeling 
of belongingness (ECH) emerged amongst them which may lead to other emergent 
feelings over a period of time such as empowerment, self-esteem and trust that cause 
them to exchange things. Cova (1997) explains how the phenomenon of community 
also known as neo tribalism is of immense social importance in this postmodern era. 
Neo tribalism is the desire to belong to a community that makes postmodern 
individuals to consume products and services, which may or may not for the use 
value but for the linking value to community members. In this information age 
information has become the powerful product or service (Kahn et al. 2002). Hence 
exchanges within a community can take either form of products, services or 
information.  
 
Literature disclosed that these informal exchanges of products, services or 
information when formalized supported beneficial societal and business outcomes as 
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discussed in next section. 
 
5.5.4 Formalisation of Exchange Creating Markets 
 
Formalisation of products, services, information or knowledge (with 
intellectual property) exchange within a community create markets. Markets have a 
formal exchange mechanism, a medium of exchange such as currency, and trust (or 
reputation) which is the essential emergent characteristic (ECH) for any exchange to 
happen (Jones, Hesterly, & Borgatti, 1997). These exchange mechanisms need to be 
adaptive and responsive to meet the dynamic nature of current market requirements. 
Thus by working as virtual organisations by collaborating horizontally with similar 
units or vertically with complementary units they can achieve a marketing edge 
predicted Ginige (2004).    
 
Insights gained from these psychological, sociological and economics 
literature helped observe a pattern as to how humans acted to fulfil human needs 
since prehistoric era on non-digital platforms. To fulfill needs humans formed into 
communities. When within a community, humans feel belonging, esteem, engaged, 
connected which are emergent characteristics (ECH) inline with previous findings of 
this Thesis. Due to the initial feelings (ECH) members of a community began to co-
ordinate events, helping each other, share resources among the ones who have and 
thos who needed. If these coordinations that happened due to intila feelings (ECH) 
were supported with a member influence or recommendation a limited initial trust 
emerged causing exchanges. Exchanges when supported with previous positive 
experiences built trust. Combination of this trust, a formal exchange mechanism,  
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and a suitable currency, created markets in a non digital platform enabling business 
transactions (BT) that fulfilled varied human needs (R. F. Baumeister & Leary, 
1995; Bruhn, 2011; Cova, 1997; Jones et al., 1997; Maslow, 1943; McMillan & 
Chavis, 1986).   
 
Researcher visualized these insights below how humans formed into 
communities to fulfil human needs within which various informal exchanges 
happened. Due to human invented mechanisms these informal exchanges evolved 
into formal exchanges known as markets where societal and business outcomes in a 
non- digital environment took place.  
 
 
Figure 14: Human Need Fulfilment (HNF) Model  
 
This model or extracted pattern through abductive reasoning summarizes that 
to fulfil primary human needs humans form into communities. The inverse pyramid 
that depicts community size primarily illustrates to meet Level 1 needs very small or 
no community is required. But once you reach higher levels of needs, to fulfil same 
much larger community is required. It is also noted that when humans form into 
communities that secondary human needs such as schooling, education, 
entertainment, leisure, arise (McGraw-Hill-Higher-Education 2010). It is within the 
community that emergent characteristic (ECH) belongingness emerges first, then 
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self-esteem, connection, engagement, trust leading to empowerment. It is these 
emergent characteristics (ECH) that cause community members to exchange 
information, goods & services. Formalisation of these exchanges is what known as 
markets.  
 
One reason to seek “how the process of achieving societal/business outcomes 
in a non-digital era can be mapped to the digital era?” was to better understand the 
fuzzy behavioural aspects indicated in Behavioural Model in preceding Section.  
 
Table 21: Understanding Societal/Business Outcomes (=Human Need Fulfilment) 
within the Two Eras 
Non-Digital Era Digital Era 
As per HNF Model above due to need to 
belong humans formed into 
communities. When within a community 
humans felt belongingness, esteem, 
connection, engagement all of which are 
emergent characteristics (ECH).  Due to 
these feelings they helped each other, 
shared resources by coordinating needs 
and wants. 
 
 
 
 
As per Behavioural Model in preceding 
Section aggregation (AK1) of initial user 
generated content (CS) and user 
interactions (UI) caused emergence of 
emergent characteristics (ECH) 
belongingness, esteem, connection, 
engagement that led to formation of 
groups, small communities. This AK1 
which consisted user likes, dislikes, 
prefernaces, behavior enabled Content 
Personalisation which is same as 
coordination. 
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If these coordinations were supported by 
member influence, recommendations 
exchanges occurred. 
 
If these exchanges were supported by 
previous positive experiences thus trust 
and a formal exchange mechanism and 
currency, markets emerged.   
 
If AK1 was supported by invitation, pre 
existed reputation, a week initial 
business transaction (BT) occurred. 
 
Aggregation of user satisfaction levels 
(AK2) after a BT caused trust thus 
leading to more and more business 
transactions. [these digital platforms has  
exchange mechanism such as Direct 
Debit/Credit, PayPal, BPAY and 
currency such as debit card/credit card] 
 
Thus, Human Need Fulfilment Model (HNF Model) has enabled Researcher 
better understand the human need fulfilmen aspect. This understanding has enabled 
Researcher map the analogy between the two eras thus answering the Sub Research 
Question 5: How the process of achieving societal/business outcomes in a non-
digital era can be mapped to the digital era? This understanding helps exploit the 
ability of this online Social Computing platform to scale up to be used beneficially 
to build large communities thus enhancing the human need fulfilment capacity by 
large.  
 
After identifying the research gap Researcher posed the research question 
‘What is Social Computing?’ In the attempt to comprehensively answer the research 
question Researcher dichotomised main research question into five Sub Research 
Questions. Data analysis within preceding Chapter and this Chapter had been able to 
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draw inferences answering all five Sub Research Questions thus answering the main 
research enquiry. The very first inference drawn was ‘Taxonomy of Social 
Computing Characteristics’ which laid the foundation to better understanding the 
phenomenon. Rest of the inferences drawn were models explaining the Structure of 
a Social Computing Application, Multistage Causality between Social Computing 
and Societal/Business Outcomes, Behavioural Model for Social Computing and 
Human Need Fulfilment Model. These Models together comprehensively answered 
the main research enquiry. Hence the succeeding Chapter will seek to verify the 
validity of these generic Models.  
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Chapter 6 
 
“The logic of validation allows us to move between the two limits of dogmatism and 
scepticism.”   
Paul Ricœur 
 
 
 
6 Validation of the Derived Generic Social Computing Models 
 
 Introduction  6.1
 
In the last two Chapters data analysis has enabled deriving four generic 
Models through the integration of characteristics, concepts, categories, classes, 
antecedents and causalities representing an abstract construction of the 
comprehension of raw data. These abstract Models are analytical constructs inferred 
at different milestones of this research   namely: Starting with ‘Structural Model for 
a Social Computing Application’, followed by ‘Multistage Causal Model for Social 
Computing and Societal/Business Outcomes’, ‘Behavioural Model for Social 
Computing’ and ‘Human Need Fulfilment Model’. These four generic Models 
shaped a comprehensive explanation for the phenomenon observed. Models 
explicated the 3 main characteristics observed within the Phenomenon: rapid 
growth, community size and disruptive nature in depth. However newly derived 
Models stay only a conceptual premise unless their validity is proven. In Content 
Analysis, validation is considered a methodological strategy in which the analysis 
process ends with the validation of the Models constructed. “It is important to 
determine how the abstraction fits the raw data and also to determine whether 
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something important was omitted from the theoretical framework” (Corbin & 
Strauss, 2008). Thus, within this Chapter Researcher undertakes to validate the 
derived four generic Models.   
 
 Approach to Validation and the Rationale  6.2
 
The overarching methodological approach of this research was Qualitative 
Content Analysis. Overarching methodological framework adopted in the 
Methodology Chapter of this Thesis - Model for Content Analysis Research Process 
by scholar Krippendorff (Krippendorff, 1989) visualised below helps better explain 
the validation approach.  
 
Figure 15:  Towards Validation: Overarching Methodological Model  Followed in 
Methodology Chapter of This Thesis adopted from (Krippendorff, 1989) 
 
To construct these four generic Models by analysing a segment of well 
researched business publications that reported the phenomenon, Qualitative Content 
Analysis had been utilised inductively as illustrated in above framework. In Chapter 
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One first the phenomenon was observed with its 3 main characteristics ad then under 
Section 1.2 this study was contextualised. Next in Chapter Three the research design 
was determined, available data had been unitized, a purposive sampling plan was 
executed, and open coding was proceduralised. This helped drawing causal 
inferences and deducing the generic Models through Chapters Four and Five thus 
achieving results all of which took an inductive approach.  
 
In research it must be perceived that a valid Model is assumed to be only one 
of many possible ways of expressing a real phenomenon observed. No singular 
interpretation is superior to all others in any absolute sense, although one could 
prove to be comparatively more effective. No Model can claim absolute objectivity, 
for every Model carries in it the individual Researcher’s view of the world. Models 
are not true or false but lie on a continuum of usefulness. Thus Model validation is a 
gradual process of building confidence in the usefulness of a Model (Barlas & 
Carpenter, 1990). 
 
Scholars Guba and Lincoln (1994) claims that human behaviour unlike other 
physical objects cannot be understood without reference to meanings and purposes 
by human actors to their actions. Thus, a qualitative interpretive approach provides 
rich insights into this research that heavily involves emergent characteristics (ECH) 
in humans such as feelings and perceptions that motivates human behaviour, in other 
words user actions (UA). 
 
Thus this qualitative deductive approach Researcher adopts towards Model 
validation has been supported by many a former scholar (Barlas, 1996; Barlas & 
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Carpenter, 1990; J. W. Creswell & Miller, 2000; Guba & Lincoln, 1981, 1994; 
Howe, 1988; Huberman & Miles, 2002; Hyde, 2000; Miles & Huberman, 1984, 
1985; Toulmin, 1977; Trochim, 1980). 
 
 Selection of Applications for Validation 6.3
 
Validation is the significant factor in research that demonstrates the ability of 
the derived Models to capture and reveal the observed phenomenon. To achieve this, 
Models should contribute to the verification of how representative it is that of the 
real phenomenon under investigation. Amongst many observations within the 
phenomenon three most prominent characteristics observed were rapid growth, 
community size and disruptive nature of these Social Computing applications.  
 
Inductive analysis of thirty-one scenarios listed under Appendices 1 to 31 
that reported successful Social Computing applications contributed to these four 
abstract Models.  As generally classified in the Introduction Chapter under Sub 
Section 1.1 these Social Computing applications took the forms of social 
applications and business applications depending on the purposes they served. They 
were selected based on the year launched and number of users, together which 
displayed the growth and community size. The other parameter for selection was the 
major functionality of each application, as in Table 1 in Introduction Chapter that 
added an optimally vast variation to the data set within the scope of this study.  
 
By now at this validation stage this data set has undergone several analyses 
and under the derivation of Structural Model for Social Computing applications in 
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Chapter 4 it was found that the basic functions of these applications can be grouped 
to provide specific application characteristics (ACH). Three of these groupings are 
to facilitate users to interact with the application to fulfil human needs. These are 
User Interaction (UI), Content Sharing (CS) and Business Transaction (BT). Human 
needs are the Level 1 to Level 5 of Maslow’s Hierarchy of Needs namely 
Physiological, Safety, Belongingness and Love, Self-Esteem and Self-Actualization 
(Maslow, 1943). Therefore, when selecting a sample for validation from the original 
data set in addition to previously considered selection parameters a fourth parameter 
was considered. That is ‘Types of Need Fulfilled as Per Maslow’s Hierarchy of 
Needs’ making the validation sample include optimal variation closely representing 
the data set thus well representing the phenomenon as a whole.  Listed below in 
Table 22 is that representative validation sample of six distinct applications versus 
their Year Started, Number of Users, Interaction Type and Level of Human Need 
Fulfilment.  
 
Table 22: Selection of Popular Social Computing Applications Representing the 
Phenomenon (Statista, 2017)   
 
Scenario  
or 
SC 
Application 
Year 
Started 
Number of 
Users by 
2017 as Per 
(Statista, 
2017) 
Interaction 
Type  
(due to Major 
Functionality) 
Types of Need 
Fulfilled as Per 
Maslow’s Hierarchy 
of Needs 
Facebook 
(Fundamental) 
2004 2.2 billion  Social 
Interaction  
Levels 3 & 4: 
Belongingness 
Self-esteem 
Airbnb 2008 200 million  Business 
Transaction 
Level 2: 
Security needs 
LinkedIn 2003 500 million 
 
Professional 
Interaction  
Levels 2 & 3: 
Belongingness 
Security 
YouTube 2005 1.5 billion 
 
Video 
Content 
Levels 2,3 & 4: 
Belongingness 
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Sharing Self-esteem 
Security 
Wikipedia 2001 34 million 
readers/96,000 
editors 
 
Collaborative 
Content 
Sharing 
Levels 3, 4 & 5: 
Belongingness 
Self-esteem 
Self-actualisation 
Facebook 
(Advance) 
2004 2.2 billion 
 
Business 
Transaction 
Level 2: 
Security, evolved 
from Levels 3 & 4 in 
Facebook 
(Fundamental) 
 
 
 
Each of these six distinct scenarios will act as a source of explication to be 
used by the four generic Models in comprehending phenomenon with its three major 
observations, within succeeding sections. 
 
 Reconceptualising the Observed Phenomenon Using Developed 6.4
Four Generic Models  
 
Using the developed generic Models Researcher now deductively explicate 
this less comprehended phenomenon based on selected six distinct representative 
sample scenarios (applications) as below to verify to what extent the generic Models 
are representative of the real phenomenon under investigation. In doing so 
Reseacher observed specific causal interaction patterns common to majority of 
scenarios in the represenrative sample. These are symbolically expressed in the 
below analysis and numbered as Causal Interaction Link #. Causal Antecedents that 
gave rise to these interactions were also identified. 
 
 Researcher begins with the scenario Facebook (Fundamental) below, followed 
by Airbnb, LinkedIn, YouTube, Wikipedia and Facebook (Advance). 
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6.4.1 Facebook (Fundamental) 
 
Facebook is the social networking site that has enabled a free platform for 
general public aged thirteen and above to sign up and create a profile, belong to a 
global community online which has reached a user community of couple billions 
(Statista, 2017). Under this Sub Section its initial purpose of social networking will 
be emphasized. Over time this fundamental social networking site has grown to 
include business transactions as well which will be covered under Facebook 
(Advance). 
 
6.4.1.1 Application Structure  
 
ACH that consist of CS, UI, AK, BT that cause emergence of ECH that 
consists of specific feelings causing UA enabling SO/BO are all abstract concepts 
derived and established through the generic Models of this Thesis. Actual 
applications have distinctive ACH unique to each of their functionality. Therefore, 
this Sub Section will explain the ACH unique to Facebook (Fundamental) namely: 
content sharing (CS), user interaction (UI), and aggregated knowledge (AK) by 
circling them in different colours on a screen capture of a Facebook page as in 
Figure 16 below. As the Fundamental Facebook was not initially aimed at business 
transactions the ACH business transaction (BT) shall be discussed under the Sub 
Section Facebook (Advance). Thus, under this Sub Section rest of the ACH and 
mainly the dominant role played by application characteristic user interaction (UI) 
will be reflected.  
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Figure 16:  User Interface of a Facebook News Feed 
 
Figure 16 above depicts a user interface of a Facebook News Feed. News Feed 
is the page where Facebook keeps feeding content from all of user’s friends, pages 
user liked and followed. As per the layout it has four vertical panels of which the 
most left panel displays the features available for the user. Second panel is where 
Facebook keeps an endless feed of posts. Third panel is fed with 3rd party 
information such as advertisements and other personalised information/suggestions 
for the user which shall be discussed under Sub Section 6.4.1.2 below. The fourth 
panel presents games available to play based on what user liked or user’s friends 
play, also pages in which user is an admin, user’s contacts who are available to chat 
on Messenger and group chats.  
 
Figure 16 above illustrates the specifics of CS, UI and AK to the Facebook. 
Circled in blue colour in above figure is CS. It is a post by the page ‘Sri Lankan 
Cricket’, a page user has liked and thus Facebook has fed this post onto user’s News 
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Feed. This post consists of CS some textual as in the first blue circle and an image in 
the second blue circle. Circled in purple colour are the functions such as like, 
comment, share, that give rise to UI. Circled in red colour is AK the aggregated 
number 395 likes, 25 comments and 15 shares. The impact of CS, UI and AK will be 
discussed in below Sub Section.    
 
 
Figure 17: User Interface of a Facebook Timeline 
 
As illustrated in above figure 17 Timeline is where user generated content 
such as user profile picture, user cover page picture and user name takes precedence. 
This interface is divided into three panels and the first one lists user’s personal 
content such as employment, educational, resident details. Middle panel is where 
user generated content (CS) that user has posted to Facebook appear. A user post can 
be an image, a write up or a video. User can post it to the entire public, to a private 
user group or as a private post using the access control functionality of Facebook 
app. The panel to extreme right display the same content as explained in News Feed 
above.   
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6.4.1.2 Operation and Evolution of Facebook (Fundamental) 
 
Routine operations of these Social Computing applications are somewhat 
similar though their evolution process over time and human need fulfilment capacity 
varies. As per the theory presented in four generic Models any 
person/group/organisation with the need to belong to a community or perhaps to one 
of the many user groups within Facebook that fulfilled a specific need such as family 
support, sports, music, entertainment, cookery, medical, fitness may Sign Up to 
Facebook. When a user Signs Up and create a profile user shares personal 
information with the platform and its users, such as a brief bio, a profile picture, 
cover picture. Users have the option to share contact details privately with the 
platform or display publicly. This is the initial user generated content (CS) by the 
user which becomes an Interaction Causal Antecedent. 
  
Interaction Causal Antecedent# FB (Fundamental): CS 
 
When user became a member of the Facebook technically user has access to 
the global community of users those who share their content (CS) and interactions 
(UI) publicly for all users to see. But to connect with others, user must send them a 
friend request or accept suggested friend requests by the system (Facebook). User 
can also like, follow pages of prominent figures such as sports icons, musicians, 
religious leaders, politicians or pages of iconic organisations which is of interest to 
the user. This is user’s initial UI. However there are instances CS alone can cause 
ECH, for example the post in Figure16 above which is about cricket may cause ECH 
such as a feeling of connection to a cricket fan who closely follow the game. Ability 
to connect with famous cricketers, other iconic figures,  or simply being able to 
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connect with own family/friends across the seas for free, will cause a feeling of 
belongingness and over time perception of convenience, cost effective, choice, 
efficient that user will attribute to the Facebook platform. These feelings and 
perceptions (ECH) will cause users to user actions (UA) such as interacting (UI) 
with existing friends, create meaningful Facebook groups, meet new friends, share 
knowledge or physical goods/services with Facebook friends. This causation can be 
expressed as below.  
 
Interaction Causal Link #FB (Fundamental)1: CS   ECH  UA (UI) 
 
System will feed posts by those connected friends and pages to user’s news 
feed that will cause different types of UA. Users will UI with these posts by liking, 
commenting/querying, sharing on one’s own timeline, re-posting, tagging friends. At 
the same time users will create their own posts either textual, audio or video with 
which user’s friends may UI by liking, commenting, sharing. System will aggregate 
(∑) to form aggregated knowledge (AK1) based on the UIs and will display them 
beneath user’s post as was illustrated in red circles on Figure 16 above. This 
causation can be expressed as; 
 
Interaction Causal Link # FB (Fundamental) 2: UA (UI)  ∑  AK1 
 
AK: After close analysis of these successful applications Researcher has noticed that 
aggregated knowledge takes two forms. Thus Researcher will categorise them as 
AK1 and AK2. AK1 is the aggregation of user content (CS) and interactions (UI) 
that will yield statistics such as how many times a certain function had been used, 
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for example how many ‘likes’, how many ‘comments’. AK1 will also yield history 
such as how a certain person, place, product/service behaved in the past. AK1 will 
also yield event detection such as weather patterns of a certain location or quality of 
food at a restaurant based on CS users upload. AK2 on the other hand will aggregate 
user satisfaction levels after a transaction or specifically a business transaction (BT) 
took place on the application. In other words AK2 is aggregation of user ratings, 
reviews and recommendations following a business transaction.    
 
Large aggregated number (AK1) of likes (UI) by friends can cause a feeling 
(ECH) of self-esteem in the user. Long aggregated thread (AK1) of comments (UI) 
made by friends can cause a feeling (ECH) of belongingness to the Facebook 
community in the user. Generally, it is AK1 of UI that causes ECH within the user 
such as a feeling or a perception. These ECH motivate users to user action (UA) 
such as making meaningful friendships or forming/joining meaningful groups. This 
causation is expressed below. 
 
Interaction Causal Link # FB (Fundamental) 3: 
(CS+AK1)ECH(Belongingness)UA (Friending, Following) 
 
Somehow as in the case of any new application at inception, Facebook too 
initiated with humble beginnings of Harvard student community and within a short 
span of time has evolved into the largest user community in the history. The 
theoretical explanations of the phenomenon made by the four generic Models will 
support explication of this evolution that is unique to Social Computing paradigm. 
When Facebook was launched initially it did not possess an enormous community of 
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over two billion users as it is by 2017 (Statista, 2017) such that anyone with the need 
to belong to a community would want to sign up. Facebook was first introduced to 
Harvard students through e-mail list invitations and within a month more than half 
of the undergraduate students became members. Later it was introduced to other 
universities in the United States and Canada through invitation. Consequently two 
years later when Facebook was opened to general public it already had an active 
community to which many a potential new user would want to belong to. When a 
new user Signed Up and was on the lookout for specific friends, family, high school 
classmates, university batch mates, or colleagues Facebook algorithms enhanced the 
process by searching through user’s e-mail contacts and aggregating knowledge 
(AK1) and comparing the list against its membership database. When Facebook 
discovered a match, it offered each individual user with personalised content 
suggesting the user the option to add matching persons as friends. As per the 
theoretical explanation by the generic Models this content personalisation caused 
emergent characteristics (ECH) within the user such as a feeling of belongingness to 
the Facebook as well as a perception about the Facebook system that it is user 
friendly and efficient. Belongingness is a fundamental human need that can be 
attributed to Level 3 of Maslow’s hierarchy of needs. Fulfilment of a fundamental 
need motivates the user to repeatedly use the system in pursuit of fulfilling the same 
need again and again causing growth to active user numbers. Equally this user 
experience may cause user to recommend the system to peers who may become 
potential users causing growth of the user community size of Facebook. This 
causation is expressed below; 
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Interaction Causal Link # FB (Fundamental) 5: (CS+AK1+….)  ECH 
(Belongingness)UA (Friending, Following) Large Community 
 
Similar references or recommendations from peers to make acquaintances 
occurred in our bounded communities since primordial times which was very limited 
in numbers and bounded to a physical geography. Facebook has disrupted this 
traditional practice by being an online community not bounded by space and time 
thus causing the friendships/connections unbounded by space and time, which is one 
reason to evolving community size of Facebook.  
 
After making friends/connections users become active making user generated 
CS and start UI with other user’s CS. System algorithms will generate AK1 from 
these UI. For example, if a post (CS) uploaded by a user gained a large number of 
‘likes’(UI), the aggregated number (AK1) of these likes when displayed below the 
post, this will cause a feeling of self-esteem in the user. Similarly, a large number of 
other interactions for one’s post such as positive comments, shares will all cause a 
feeling of self-esteem within the user. Self-esteem is a fundamental human need 
attributed to Level 4 of Maslow’s hierarchy of human needs. Unique user experience 
due to this positive feeling that fulfils a fundamental human need may cause 
repeatedly usage causing growth to Facebook and user recommending the platform 
to peers causing growth to the Facebook community size. As we know to gain self-
esteem human had to go out of the way by achieving something great like an 
Olympic medal or possessing something unusual such as a Ferrari. This was an 
unpretentious example how Facebook has disrupted the way one can attain self-
esteem with much less effort while catering to a fundamental human need.   
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Facebook’s system algorithms aggregated (AK1) user’s likes, dislikes, 
preferences, expectations, kind of friends user connected with, pages user followed, 
simply user behaviour and updated the user profile with this information. In the 
beginning Facebook only suggested personalised friends from user’s email list as 
discussed above. Over time, based on this AK1, system fed personalised content to 
user’s news feed such as suggested friends from around the world, suggested pages, 
games.  
  
Facebook algorithms also gleaned 3
rd
 party information coming from the user 
community through comments, discussion forums, blogs, messaging, in the forms of 
prior knowledge like historical information relevant to user, or news items user may 
be interested based on user behaviour and fed user’s news feed with. This caused 
users interacting (UI) with these 3
rd
 party information bu viewing, clicking, liking, 
sharing, commenting thus increasing the user actions (UA). This behaviour is 
expressed below in symbolic form. 
 
Interaction Causal Link # FB (Fundamental) 6: Large Community  3rd 
Party Information  More UA (UI+……) 
 
Personalised service of this nature further evolved user’s feeling of 
belongingness (ECH) towards the platform causing same effect as explained in first 
paragraph of this Section in a more evolved nature. Therefore, the theory presented 
in generic Models explains how more AK1 over time caused more ECH thus 
causing more UA causing more growth to the platform. More ECH caused users 
invite and recommend the platform to their peers thus causing more and more 
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growth to the user community. This is the unique ability to evolve over time which 
sets Social Computing apart from all the other computing paradigms thus far. This 
behaviour is symbolically depicted below. 
 
Interaction Causal Link #FB (Fundamental) 7: (CS+AK1+….+3rd Party 
Information)  ECH (Belongingness, Self-esteem)  UA( More and more UI)  
Rapidly Growing Community 
 
Researcher sums up this Section by illustrating the major observation of the 
phenomenon large community size which is much discernible within this scenario. 
Being one of the most successful Social Computing applications Facebook’s 
structure inherits the Access Control functionality that creates a notion of user 
created communities. Therefore, early users of Facebook did not stop at belonging to 
Facebook community alone but they began to create user defined groups such as 
family, colleagues, high school batch, university batch, and so on. More than when 
on a loose-knit large global community like Facebook within a known close-knit 
small group users shared content (CS) and interacted (UI) more openly. More UI 
caused more AK1 thus stronger ECH that is stronger feeling of belongingness led to 
more active UA that they did not UI only online but offline as well through dinners, 
get-togethers, social events, sports events, charity events. As per the theory 
presented in generic Models, these UA cause societal/business outcomes (SO/BO) 
such as meaningful communities, better relationships, better health, large charity 
funds and other social and business opportunities at those events. There are instances 
that high school batch group members travel across countries to attend such 
Facebook events. For these offline events user’s family, friends and other 
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acquaintances also attend and as group members connect across the globe these 
events do not have geographic limits. Ultimately some of these non-members 
became community members causing growth to the sub community in turn causing 
growth to Facebook community. Thus, supported by HNF Model why people needed 
to belong to a community the rest of the three generic Models explain that it is the 
AK1 of user UI that led to ECH causing UA which causes SO/BO thus disruptively 
evolving the community size of Facebook to a mammoth 2.2 billion users as of  end 
2017(Statista, 2017).  
 
How Facebook is taking financial advantage of this mammoth community and 
financial gains in turn caused further growth to the community will be discussed 
later under Sub Section Facebook (Advance).     
 
With that explication of the phenomenon through the Facebook (Fundamental) 
scenario, the next representative scenario will be Airbnb to reconceptualise the 
phenomenon using the generic Models. 
 
6.4.2 Airbnb 
 
Airbnb is a pioneering sharing economy application that enabled a free 
platform for property owners to list their properties and accommodation seekers to 
browse and find an optimal accommodation solution thus allowing accommodation 
sharing amongst total strangers.  
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6.4.2.1 Application Structure 
 
Being a successful application in the context of this study Airbnb app 
comprises the functionality that yields four essential application characteristics 
(ACH) namely content sharing (CS), user interaction (UI), aggregated knowledge 
(AK) and business transaction (BT). Being a business application functionality of 
this app is designed such that business transaction (BT) dominates the other 
characteristics.  
 
Figure 18 below illustrates how the abstract concepts of this Thesis CS, UI, 
AK and BT are been mapped to Airbnb in a capture of Airbnb page.  For Airbnb as 
circled in blue colour in below figure is CS. In explanation, large blue circle on top 
centre illustrates the imagery content of the property. Small blue circle right below 
illustrates the textual information relating to the property such as apartment type, 
number of guests it can accommodate, number of bedrooms and number of beds are 
all CS. 
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Figure 18: User Interface Captured from Airbnb Application 
 
It is CS that initiates an interaction UI, hence impressive reputable CS can 
even lead to a transaction BT based on the application type and the quality, 
reputation, or trust the CS can bring forth. In general CS initiates a UI, for example 
in Airbnb as illustrated by purple colour small circle on top right of Figure 18. When 
users find that this property is within their requirement such as location, price, 
availability, users will want to find out more such as exact property address or Host 
mobile number which is not listed on Airbnb app for privacy conditions. Generally, 
on Airbnb UI takes place in private messaging.  Vertical circle in green colour in 
above Figure illustrates BT with availability calendar, price calculator, price 
breakdown including service charges and applicable taxes with functionality to make 
an instant booking. By the side of BT strategically placed is AK circled in red on 
 194 
 
Figure 18 above. In the case of Airbnb AK2 (aggregation of user satisfaction after a 
BT such as ratings and reviews) is most important for more and more BT. Thus 
displayed here are AK2 such as previous user ratings which system algorithms have 
aggregated and has displayed as an overall five star rating for the property in very 
first red circle of AK in Figure 18 above. It displays a total of 61 reviews and five 
stars out of five-star rating.  The next red circle displays a breakdown of ratings for 
different features of the property and the Host, namely accuracy, communication, 
cleanliness, location, check in and value. The bottom red circle illustrates individual 
reviews by previous users on property and Host, further recommending the property 
for future users. It must be mentioned that Airbnb allows negative reviews too such 
that the reciprocal ratings and reviews build an inclusive reputation system enabling 
genuine trust building at times eliminating foul players from the community. Hence 
displayed above are several specific instances of the abstractions CS, UI, AK and 
BT unique to Airbnb application structure. 
 
6.4.2.2 Operation and Evolution of Airbnb 
 
Discussed under this Sub Section is the routine operation pattern of Airbnb 
application and how it evolves further. Property owners termed by Airbnb as Hosts 
with the want to rent their properties Sign Up to the Airbnb app creating a profile 
and listing their properties. The visible CS to public is the listed properties. 
Accommodation seekers termed by Airbnb as Guests who needed to find a suitable 
accommodation Sign Up and create a profile and browse for accommodation 
solutions. The CS about the properties by Hosts enabled Guests with information 
about the property such as its location, features, house rules, price, and so on. This 
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user generated content (CS) by the Host which becomes an Interaction Causal 
Antecedent. 
 
Interaction Causal Antecedent# Airbnb: CS 
 
CS of properties may cause a feeling (ECH) of connection in the user to its 
location, or a perception (ECH) about its features such as convenient, or about its 
price such as cost effective. To find out more about interested properties such as 
their street address, special facilities for pets, distance from airport and the likes 
Guest may perform some user action (UA) with Host by messaging (UI). This 
interaction pattern can symbolically expressed as below; 
 
Interaction Causal Link #Airbnb1: CSECHUA (UI) 
 
At the back end of the application system algorithms will aggregate (AK1) 
these users actions (UA). Host’s timely helpful and friendly response to the Guest’s 
interaction may motivate the guest towards that particular accommodation which can 
be expressed symbolically by;  
 
Interaction Causal Link #Airbnb2:UA(UI)  ∑  AK1 
 
When a new successful Social Computing application like Airbnb is 
introduced for the first time, the system (Airbnb app) or its users (Guests, Hosts or 
other users) do not possess an existing trust or reputation for business transactions 
(BT) to take effect. However, Airbnb app developers and users must have had some 
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existing reputation that they have gotten in other communities they belonged to. This 
is one reason why successful applications including Airbnb are integrated to other 
social media such as Facebook, Twitter, LinkedIn, Instagram such that users can 
look up each other’s social graph which may help build a certain amount of trust in 
each other. This trust is due to aggregation of knowledge (AK1) from content shared 
(CS) on those platforms. Also, in the case of Airbnb to effect the initial business 
transaction (BT) Airbnb developers sent out personal invitations to Guests (Carson, 
2016a). This is a user interaction (UI) amongst the Host and the Guests. The way 
both parties behaved during this interaction may cause a certain minimum amount of 
trust to surface. Theory presented in the generic Models help understand that initial 
aggregated knowledge AK1 comes from content shared (CS) and interactions (UI) 
between the parties. Thus aggregation (AK1) of above mentioned reputation builders 
may suffice an initial business transaction. 
 
Interaction Causal Link # Airbnb 3: (CS+AK1)ECH (Trust) UA (BT) 
 
After a successful business transaction (BT) of booking, accepting the 
booking, paying and physically checking in and sharing the property, the application 
functionality enabled Guests to rate the property for its overall satisfaction from a 
five star rating. Also, Guests could rate some given individual features of the 
property and the Host. Guest could also write a review about the overall experience 
and about the Host. Similarly, Host could write a review about the overall 
experience and behaviour of Guest. Application algorithms aggregated this 
knowledge (AK2) of user satisfaction levels and displayed strategically on the app as 
circled in red on Figure 18 above.  
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Interaction Causal Link # Airbnb 4: UA (BT(ECH))  AK2 
 
Positive AK2 built a feeling of even higher trust in the property, Host and 
Guest than AK1 as it is derived from actual user satisfaction after an actual stay at 
the property. This trust stayed on the Airbnb application and over a period of time 
accumulated a reputation for the property, Host as well as Guest which caused future 
business transactions (BT) causing growth to the application. Due to this trust 
Guests recommended the property and Host for other potential Guests and vice a 
versa. This caused growth of the Airbnb community size. 
 
Interaction Causal Link # Airbnb 5: 
(CS+AK1+AK2)ECH(Trust)UA(BT) Large Community 
 
Thus the generic Models constructed by analysing these successful 
applications exhibit that amongst many secondary the primary factor for the success 
of Airbnb is the emergent characteristic (ECH) “Trust”. It also demonstrates that this 
online trust building mechanism amongst peers is unique to and is evidence for the 
disruptive nature of Social Computing.  
 
The generic Models helped understand further how system algorithms 
combined AK1 and AK2 together creating overall aggregated knowledge AK which 
helped personalise user profiles based on their likes, dislikes and previous 
behaviour. This helped the app supply each individual user with personalised content 
over a period of time. For  example after a user made an initial stay with Airbnb the 
application algorithms harnessed the user’s likes, dislikes, preferences, price range, 
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spending style, user behaviour during that transaction and based on these keep 
sending the user suggested properties weekly, fortnightly, monthly. Next time the 
user logs into Airbnb app to make a booking the application suggests potential 
properties in and around the location user is interested. This personalisation made 
users feel belong (ECH) to Airbnb community or perceive that the application is 
user friendly and efficient (ECH). This feeling of belongingness and perceptions 
motivated them to use the application repeatedly causing rapid growth to the 
application. This positive user experience also caused them to recommend the app to 
their peers causing growth of the Airbnb community size. This personalised service 
by Airbnb disrupted the traditional customised services by Hotel Industry which 
offered customised services to user groups such as packages for family traveller, 
business traveller, explorer and so on.   
 
Application aggregated knowledge (AK) from Airbnb user community within 
which there are sub communities, members of other communities and individuals. 
They offered other products or services to Airbnb community through interactions 
(UI) like food, restaurants or taxi services, local news agents who offered to share 
local news related to property location and prior knowledge like historical places of 
the locale. All these are 3
rd
 party information which caused new business streams to 
3
rd
 parties, Airbnb, Hosts as well as Guests causing more users interacting (UI) on 
the app leading to additinal business transactions (BT) thus addional income 
streams.  
 
Interaction Causal Link # Airbnb 6: Large Community3rd Party 
InformationMore UA (UI+BT) 
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Over a period of time system algorithms personalised these 3
rd
 party 
information based on different user likes, dislikes and their previous behaviour and 
sent out personalised messages (CS) to individual users. For example Airbnb new 
feature “Experiences” send out invitations to users regarding pizza making, street 
dancing or chocolate tasting experiences in a city user may travel to which may 
benefit user, 3
rd
 party as well as Airbnb causing new income streams (BT). Incraesed 
user action UA (UI+BT) caused growth to the application. Personalised invitations 
made users feel belonging to Airbnb community and perceive application is user 
friendly. New income streams made users feel empowered and perceive application 
is efficient, cost effective. These user experiences made users recommend the app to 
peers, 3
rd
 parties involving in new business streams, all of which caused more and 
more growth to the Airbnb community size.  
 
Interaction Causal Link # Airbnb 7: (CS+AK1+AK2+3
rd
 Party Information) 
 ECH (Trust)  UA (BT)  Rapidly Growing Community  
 
The phenomenon will be reconceptualised next in view of the LinkedIn 
scenario using the generic Models. 
 
6.4.3 LinkedIn 
 
LinkedIn is a professional networking site that fulfils the need of those who 
wish to belong to a professional network. It goes beyond just networking and 
facilitates a platform for employers to post jobs and job seekers to post their CVs. 
The goal of the site is to allow registered members to establish networks of people 
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they know professionally.  
 
6.4.3.1 Application Structure 
 
The functionality of professional networking application LinkedIn generates 
all four essential ACH namely content sharing (CS), user interaction (UI), 
aggregated knowledge (AK) and business transaction (BT). Being a site dedicated 
for professional interaction, UI dominated the other characteristics. However 
LinkedIn offers a free as well as premium version. The site also offers Recruitment 
Solutions, Talent Solutions, Marketing Solutions, Sales Solutions, and Advertising. 
Thus application characteristic BT also plays an important role. 
 
As CS, UI, AK and BT are abstract concepts of this Thesis their specifics for 
LinkedIn are illustrated in a capture of LinkedIn feed in Figure 19 below.  
 
 
Figure 19: User Interface of a LinkedIn Feed 
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Circled in blue colour in above Figure 19 is CS, a post by La Trobe 
University, fed to the LinkedIn Feed of this user based on professionals, companies, 
institutions and pages this user has connected with and has followed. LinkedIn also 
enabled user to upload similar user created content by posting an article, image or 
video. Circled in purple colour are UI that user can make such as like, comment, 
share. Circled in red colour are AK such as aggregation of 61 numbers of likes and 2 
numbers of comments. Circled in green colour is action towards BT where LinkedIn 
has curated and suggesting a job opportunity based on user profile (which shall be 
discussed in upcoming Sub Section).  By clicking the “follow” button user will be 
taken to available job opportunities at Charles Sturt University to which user can 
apply instantly by clicking “apply” button. Premium version of LinkedIn offered 
more features. Implications of these essential ACH of LinkedIn will be discussed 
next.   
 
6.4.3.2 Operation and Evolution of LinkedIn 
 
LinkedIn structure avails users to sign up and create a user profile generating 
initial CS. This CS needs to suit a professional network and consist mainly of one’s 
employment, skill and educational acumen. To activate the profile user needs to ask 
suitable professionals to join one’s professional network by sending them an 
invitation to connect. When they accept the invitation, they'll become a 1st-degree 
connection. LinkedIn recommends inviting only the people known and trust because 
1st-degree connections have access to information displayed on user’s profile. When 
user connect with profiles and pages, user’s LinkedIn feed will be updated with 
content (CS) from user’s network, companies user followed, recommended content, 
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and sponsored content. This CS which becomes an Interaction Causal Antecedent is 
symbolically expressed below. 
 
Interaction Causal Antecedent# LinkedIn: CS 
 
User’s social activity on LinkedIn impacts the types of content (CS) seen in 
feed. By updating feed preferences, user can create a more personalized feed with 
content (CS) relevant to user, functionality unique to Social Computing apps. There 
are multiple ways to manage the content that appears in feed by setting preferences, 
hiding disliked posts, flagging inappropriate content, sorting updates to be recent or 
top. When relevant CS appear on the LinkedIn feed this will make user feel 
connected (ECH) or perceive that the platform is Easy to Use, User-friendly or 
convenient (ECH) which may cause user to act (UA) by interacting (UI) with that 
content by liking, commenting or sharing those posts. This behaviour is expressed 
below in symbolic form. 
 
Interaction Causal Link # LinkedIn 1: CSECHUA (UI) 
 
Building a professional network is a great way to stay in touch with alumni, 
colleagues, and recruiters, as well as connect one with new, professional 
opportunities. This will shape the kind of CS that user will have displayed on user’s 
feed such as professionally relevant CS to the user thus shaping user interactions 
(UI). With time user too will create user generated CS by posting professionally 
value adding content as LinkedIn is not a social networking site but a professional 
networking site. These user generated content (CS) will cause user’s network 
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interacting with them. A considerable number of likes, thread of comments, or 
professionals of acceptance recommending user’s posts to others in the network or 
further sharing, re-posting user’s posts may cause user feel belonging (ECH) or even 
self-esteem (ECH). Over time system algorithms will aggregate (AK1) these user 
actions (UA). This behaviour is symbolically expressed below. 
 
Interaction Causal Link # LinkedIn 2: UA (UI)  ∑  AK1 
 
Based on user profile LinkedIn will curate and suggest relevant job 
opportunities (BT) as was illustrated circled in green in Figure 19 above. Initially 
users may not have solid endorsements (AK2) to back up user profile. User may 
have a professional profile with content (CS) such as user employment, skill and 
educational expertise. User may also have an aggregation (AK1) of user actions 
(UA) such as sharing, re-posting, user post-recommendations (AK1) which may 
cause some barely enough reputation to the user for a limited initial BT such as 
finding recruitment which behaviour is symbolically expressed below.    
 
Interaction Causal Link # LinkedIn 3: (CS+AK1)  ECH (Trust)  UA 
(BT) 
 
In the beginning many users may barely have any endorsements or 
recommendations. After user action of an initial BT such as recruitment and user 
became an employee, after a period of time of observing employee behaviour 
employer may endorse or recommend the user on LinkedIn and vice a versa. At 
times either party can request the other party to write an endorsement or a 
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recommendation. This is of a stronger aggregated knowledge AK2 as this occurs 
after an actual business transaction (BT) which is symbolically expressed below. 
LinkedIn not only offer recruitment solutions but talent solutions, marketing 
solutions, advertising, sales solutions thus BT can take any of these forms. 
 
Interaction Causal Link # LinkedIn 4: UA (BT (ECH))  AK2 
 
Overall aggregation AK of AK1+AK2 will help the system garner user likes, 
dislikes, expectations, preferences, spending style and behaviour and based on this 
AK will furnish user Feed with personalised CS in the future. This same mechanism 
will deliver user with personalised job openings and advertisements on the right 
most panel of the user interface as illustrated in Figure 19 above. Personalised 
content on one’s Feed will cause the ECH of feeling belonging and perceiving the 
application is user friendly, convenient, offer choice, efficient causing repeated 
usage which will cause growth to LinkedIn. This unique user experience will lead 
user to recommend the application to peers which may cause growth in user 
community size of LinkedIn which is expressed in a symbolic form below.  Also, 
LinkedIn has disrupted the customised services offered by traditional recruiters 
instead providing users with a more personalised service.    
 
Interaction Causal Link # LinkedIn 5: (CS+AK1+AK2)  ECH(Trust)  
UA(BT) Large Community 
 
AK (AK1+AK2) consists of UI coming from the members of LinkedIn 
community and sub communities within LinkedIn, which may contain offers of jobs 
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not listed on LinkedIn, other employment related skill development programs, 
seminars, courses, office property, logistics and the many. It also can include 
professional/employments related news items or prior knowledge from experienced 
professionals, recruiters, HR experts. All these are incoming 3
rd 
party information. 
This 3
rd
 party information will cause more user actions (UA) on the platform as there 
will be more interactions within the community and these 3
rd
 party information will 
open up new income opportunities to 3
rd
 parties, users as well as LinkedIn. This 
behaviour is expressed symbolically below. 
 
Interaction Causal Link # LinkedIn 6: Large Community  3rd 
Party Information  More UA (UI+BT) 
 
 Over a period of time, users have personalised profiles as explained above. 
Thus these 3
rd
 party information will become a personalised CS to suit each 
individual in the future. This 3
rd
 party information some of which are relevant 
products and services to LinkedIn community will become a new income stream to 
all parties involved. This will increase the usage of LinkedIn causing growth to the 
platform. New income streams will attract new potential users thus hugely 
increasing the community size of LinkedIn as symbolically expressed below. 
 
Interaction Causal Link # LinkedIn7: (CS+AK1+AK2+3
rd
 Party Information)  
ECH (Trust)  UA(BT)  Rapidly Growing Community 
 
With that explication of the phenomenon through LinkedIn scenario using the 
generic Models, considered next will be the scenario YouTube.  
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6.4.4 YouTube 
 
YouTube is a free video content sharing network that avails a platform for 
users with a need to share their amateur or professional video content with general 
public. By the year 2017 YouTube is having a user community of 1.5 billion people 
(Statista, 2017).   
 
6.4.4.1 Application Structure 
 
As theorised in this research YouTube has the functionality that generates the 
four essential ACH in a successful application namely content sharing (CS), user 
interaction (UI), aggregated knowledge (AK) and business transaction (BT). 
YouTube being an application designed for video content sharing, the application 
characteristic CS dominates the other characteristics. When these user generated 
video content (CS) reaches unprecedented number of views, likes and the user 
channel gains similarly large number of subscribers users can earn large incomes 
(BT) [generally $2 per 1000 views which depends on many deciding factors of the 
video (Castillo, 2017)] Similarly, YouTube enables advertisers pay per view 
advertising with them. Advertisers can target viewers by age, gender, location or by 
what types of videos they like to watch on YouTube using TrueView ads feature. 
Generally, advertisers pay more for target audiences. YouTube enabled users to 
monitor their video analytics. Advertising causes largest revenue to YouTube. It also 
cause financial (business) security to Advertisers as effective advertising will cause 
business enhancement. Also YouTube offers YouTube Premium (formerly YouTube 
Red) a paid streaming subscription service which provides advertising free 
uninterrupted streaming of all videos hosted by YouTube. Therefore, BT too plays a 
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similarly important role on the application structure.   
 
The specifics of sbstract concepts of this Thesis CS, UI, AK and BT for 
YouTube are illustrated in a capture of a YouTube user channel in Figure 20 below.  
 
Figure 20: User Interface of a YouTube User Channel 
 
Users can view videos on YouTube even without signing up. Users who need 
to upload video content Sign Up to YouTube create their own channel sharing their 
personal information causing initial CS. Specific CS occurs when users upload 
amateur or professional videos. YouTube enabled user to upload any number of user 
created videos for free.  Circled in blue colour in above Figure 20 is CS, and along 
the right panel of the page are content fed to the YouTube channel of this user based 
on channels this user has subscribed, videos this user has previously viewed, liked, 
commented, shared, added, saved to watch later.  Circled in purple colour are UI that 
user can make such as subscribe, like, dislike, comment, share, add. Circled in red 
colour are AK. Top red circle illustrates number of views for this particular music 
video exceeds 5 billion and red circle below illustrates the number of comments this 
 208 
 
video received exceeds 2 million. These figures make a statement how far and wide 
something can diffuse using Social Computing. Currently this is the highest viewed 
YouTube video around the world. Circled in green at the top right of the page is BT, 
an advertisement, the main income stream of YouTube as explained above.  
 
6.4.4.2 Operation and Evolution 
 
Users with the need to belong to a video sharing community, mainly amateurs 
who wish to present their videos to the public, professional musicians looking for 
new markets, advertisers who need to diffuse their product/service would Sign Up 
and create a channel.  Users will also subscribe to other professional or armature 
channels thus creating a network. Users will upload videos creating user generated 
CS which becomes an Interaction Causal Antecedent as symbolically expressed 
below; 
Interaction Causal Antecedent#YouTube: CS 
 
To gain attention to one’s user generated content (CS) users will invite others 
by messaging, sharing or tagging their peers to view their videos. Either professional 
or amateur video (CS) may cause a feeling (ECH) of connection or belongingness 
due its relevancy to a user. Some other video that demonstrated some skill, sport or 
DIY video may make the user perceive (ECH) that this video caused convenience, 
efficient, cost-effective. Such feelings and perceptions (ECH) may trigger the user 
into user actions (UA) such as viewing (UI), liking (UI) the video, commenting (UI), 
sharing (UI), downloading (UI) or subscribing (UI) to the channel. This behaviour is 
symbolically interpreted below; 
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Interaction Causal Link #YouTube1: CSECHUA (UI) 
 
System algorithms will aggregate (AK1) these user actions (UA) such as 
views (UI), likes (UI), shares (UI), comments (UI) and display by the video as 
depicted in Figure 20 above circled in red colour. This behaviour is expressed below 
in symbolic form;  
 
Interaction Causal Link #YouTube2:UA(UI)  ∑  AK1 
 
A large aggregated number (AK1) of views or likes will cause ECH, a feeling 
of self-esteem within the user. Self-esteem is a fundamental human need that can be 
attributed to Level 4 of Maslow’s hierarchy of needs, so to fulfil this need user will 
upload more and more videos. Repeated use will cause growth to the YouTube. This 
unique user experience will cause users to recommend YouTube to their peers thus 
causing growth to the YouTube community size. Amateur beauticians, musicians, 
chefs, different kinds of artists or any new product/service owners found it hard to 
reach an audience with their demonstrations unless through a TV promotional which 
is very costly and telecasted only a limited number of times. YouTube has disrupted 
this traditional ways of diffusion of amateur content for free to a global community 
and these videos stayed on the platform for anyone to re-view.    
 
Such amateur CS when received comments from peers praising the video or 
giving constructive criticism and suggestions for improvements, users felt 
belongingness towards YouTube community. Belongingness is a powerful 
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fundamental human need that is attributed to Level 3 of Maslow’s hierarchy of 
needs. When a fundamental human need is fulfilled users are motivated to 
repeatedly use YouTube which cause growth to YouTube. This positive feeling will 
cause users to recommend YouTube to peers who may become potential users 
causing growth to the community size of YouTube. HNF Model explained that 
humans belonged to geographic communities to fulfil the need of belongingness but 
YouTube has disrupted traditional community formation to a one without 
geographic boundaries or time restrictions creating a global community.  
 
In additions to the dominant Video Content Sharing (CS) aspect of YouTube it 
also possesses an enormous business transaction (BT) aspect to its existence.  
 
Advertisers coordinated with YouTube based on their target viewers by age, 
gender, location or by what types of videos they liked to watch and YouTube 
coordinated with advertisers offering standard types of formats available namely In-
search, In-slate, In-display and In-stream. When YouTube was founded there were 
few advertisements. Initially advertisers with existing reputation known to YouTube 
founders placed advertisements on the platform.  Founders have announced two 
experiments with advertising. One idea was for “brand channels” in which corporate 
customers create pages for their own promotional clips. Second experiment was 
“participatory video ads”, whereby advertisements can be uploaded and then rated, 
shared and tagged just like amateur clips. This encouraged engagement and 
participation declared YouTube (Economist, 2006). A branded video (CS) with 
aggregation (AK1) of their large numbers of interactions (UI) caused a certain trust 
in the other users to place branded or participatory videos on YouTube causing BT 
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as symbolically expressed below;  
 
Interaction Causal Link #YouTube3: (CS+AK1)ECH (Trust) UA (BT) 
After initial BT, aggregation (AK2) of these user ratings, large number of 
views of the advertisements, 3
rd
 party ratings by marketing giant Nielsen Digital Ad 
Ratings (Cross, 2018), built a huge trust in YouTube advertising within business 
community. This behaviour is symbolically expressed in Interaction Causal 
Link#YouTube4 below. This effected more and more BT causing growth to 
YouTube. Benefitted Advertisers further recommended YouTube to the business 
community causing growth to YouTube community size.  
 
Interaction Causal Link #YouTube4: UA(BT(ECH))  AK2 
 
Overall aggregation AK (AK1+AK2) will have summed the types of CS user 
generate, users UI patterns, user likes, dislikes, preferences, expectations and 
behaviours, which system algorithms will harness and personalise user profile. 
Based on these hereafter system will supply only personalised content both shared 
videos and advertisements to user’s YouTube feed. This will cause ECH in user such 
as feeling of belonging towards the YouTube and perceptions that YouTube is user 
friendly, efficient and convenient leading for repeated usage that will cause growth 
to YouTube. This unique customer experience will cause users recommending 
YouTube to peers which may cause growth to YouTube community size. This 
behaviour is expressed symbolically in Interaction Causal Link#YouTube 5 below. 
This content personalisation has disrupted the traditional advertising videos which 
reached all user groups alike via TV channels to a more targeted audience, causing a 
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huge income stream to YouTube and beneficial outcomes to Advertisers.  
 
Interaction Causal Link #YouTube5: 
(CS+AK1+AK2)ECH(Trust)UA(BT) Large Community 
 
This overall AK (AK1+AK2) also consisted of aggregation of UI with user 
comments, user suggestions coming from YouTube community and sub 
communities within. These suggestions consisted of related product/service offers 
coming from recording studios, video equipment suppliers, or news items related to 
video technology or prior knowledge on video generating all of which are 3
rd
 party 
information. System algorithms also personalised these 3
rd
 party information based 
on user behaviour and supplied them as personalised content to individual users.  
Some of this 3
rd
 party information can bring in new income streams (BT) to all 
parties involved. This will cause more UI and BT on the platform as symbolically 
expressed below;   
 
Interaction Causal Link #6: Large Community3rd Party 
InformationMore UA (UI+BT) 
 
Users who benefited from 3
rd
 party information creating new income streams 
thus revenues used YouTube repeatedly causing growth to YouTube. These users 
who created new revenues further recommended YouTube to potential future users 
causing even larger growth to YouTube community size as symbolically expressed 
below;  
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Interaction Causal Link #7: (CS+AK1+AK2+3
rd
 Party Information)  
ECH(Trust)  UA(BT)  Rapidly Growing Community  
 
This personalised 3
rd
 party information disrupted how traditional businesses 
created extra businesses and income generally for the parent organisation. Here 
personalised 3
rd
 party information was offered to entire YouTube community thus 
sharing new income opportunities with the community as well.   
 
With that explication of the phenomenon through YouTube scenario using the 
generic Models, reflected on next will be the scenario of Wikipedia. 
 
6.4.5 Wikipedia 
 
Wikipedia is a free and open content sharing platform also known as online 
encyclopedia. It is created by a community of users through collaborative efforts. 
This community is also known as Wikipedians.  
 
6.4.5.1 Application Structure 
 
Being a successful Social Computing application Wikipedia’s structure is 
designed to yield the essential application characteristics CS, UI, AK and BT. As the 
main purpose of Wikipedia is content sharing, CS dominates all the other ACH. 
Wikipedia being a non-for profit organisation the only BT that takes place is 
donations from well-wishers.  
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The way the abstract concepts of this Thesis CS, UI, AK and BT have been 
mapped to Wikipedia, are displayed in a capture of a Wikipedia page in Figure 21 
below.  
 
Figure 21: User Interface of a Wikipedia Page 
 
Anyone can register to Wikipedia for free by Signing Up and creating a page. 
Registered users can create articles based on their own interest thus causing CS. 
Circled in blue colour in Figure 21 above is user generated CS. Registration is not 
necessary for someone to edit an unprotected page and improve articles 
immediately.  Some pages are protected from editing by anyone. These pages have a 
lock icon on the top right of the page. If you are not allowed to edit the page, you 
can still edit these pages indirectly through a submission of an edit request. Editor 
with the ability to edit the protected page will respond to your request. Many people 
are constantly improving Wikipedia, making thousands of edits per hour causing UI. 
Circled in purple colour is UI such as create account, read, edit, view history, talk. 
Circled in red colour is the only AK visualised that states the last edited date and 
time of the article (as a wiki page is an aggregation (AK1) of large number of edits). 
Wikipedia has unique system algorithms that aggregate (AK1) of user interactions at 
the backend and not visualised. Polish academic Dariusz Jemielniak a long time 
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contributor, editor, administrator rising to become a steward within the Polish 
Wikipedia community states there’s cachet in building up an impressive user profile 
on Wikipedia, as measured by the number of editing changes or the presence of 
“barnstars” and other cyber-certificates of achievement (Anders, 2014c). Users keep 
contributing to the Wikipedia, and will be recognized for these efforts and 
eventually will rise up through the system, and may even become an administrator 
for their contributions. Overall aggregation AK of hundreds of useful wiki pages 
refined with new edits inevitably build trust in the Wikipedia community. Only BT 
is by volunteers making donations towards Wikipedia for its sustainability.  
 
6.4.5.2 Operation and Evolution of Wikipedia 
 
Wikipedia fulfils the need of belonging to a community who share as well as 
create informative content (CS) which can be attributed to the Level 3 
Belongingness of Maslow’s hierarchy of needs. This user generated content (CS) 
which becomes an Interaction Causal Antecedent is symbolically expressed below. 
 
Interaction Causal Antecedent#Wikipedia: CS 
 
In the course if one reaches higher ranks of editorship or an administrator due 
to their unfailing contributions they can also feel a feeling of self-esteem which can 
be attributed to Level 4 of Maslow’s hierarchy of needs. On the other hand all those 
who voluntarily contribute to this knowledge base can feel a sense of self-
actualisation that they contributed to the community and to the entire general public 
which can be attributed to Level 5 of Maslow’s hierarchy of needs.  
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Users who can be students, teachers, employees, employers, corporate 
religious political leaders and the entire general public is in need of different 
information at any given time. Wikipedia has catered to all these needs thus have 
had the unique capability of making users feel (ECH) connected, engaged, belonging 
to a community and perceive (ECH) easy to use, convenient, efficient, cost effective, 
more choice, all with CS. This need fulfilment alone caused more and more users 
into user action (UA) mainly reading (UI) and some editing (UI). The feelings and 
perceptions caused quite a large number of users volunteering into UI such as 
editing, creating new articles. This behaviour is expressed in symbolic form below; 
 
Interaction Causal Link #Wikipedia 1: CSECHUA (UI) 
 
 More UI caused growth to Wikipedia. Also, even without a visible 
recommender system availed on the application the niche need fulfilment and the 
ECH emerged within users caused spread the word and user recommendations 
causing growth to Wikipedia community size. For example, a primary school student 
who used Wikipedia to complete his/her assignment will recommend the site to 
his/her peers. Thus, Wikipedia has disrupted the traditional way of accessing 
knowledge in several ways by replacing more than 250 year old encyclopediae with 
an online crowdsourced global knowledge base with free access.  
 
When Wikipedia was founded it did not have a large community of users and 
contributors. Initial posts and edits were done by founders themselves and they sent 
invitations to Nupedia-l mailing list, the existed online encyclopedia with only 
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professional editors (Wikipedia, 2014). Early users Signed Up to Wikipedia built a 
limited community creating new articles causing CS. As mentioned in previous Sub 
Section this CS alone caused powerful ECH: feel connected, engaged, belonging to a 
community and perceive easy to use, convenient, efficient, cost effective, choice in 
information. Reason was this CS catered to almost all information needs of all walks 
of users. Users began to UI with this CS by reading, editing, viewing history, talking 
on talk pages. Aggregation AK1 of these UI which happened at the backend of the 
application rewarded the committed editors who contributed more with high quality 
edits pushing them up to senior editors and administrators. This behaviour is 
expressed symbolically as below; 
 
Interaction Causal Link #Wikipedia2:UA(UI)  ∑  AK1 
 
This caused a feeling of belonging to Wikipedia editorial board, self-esteem 
about their position and even a feeling of self-actualisation as they were contributing 
back to the community for free. [Wikipedia being a non for profit organisation the 
only business transaction (BT) that happens on the platform is the donations that 
come during set fundraising periods, which happen three or four times a year and a 
small number of grants and corporate sponsorships]. This behaviour is expressed 
below in symbolic form. 
 
Interaction Causal Link #Wikipedia3: (CS+AK1)ECH (Belongingness, 
Self-esteem,Self-actualisation) UA (BT) 
 
Unlike other successful platforms analysed Wikipedia has the most powerful 
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CS aggregated together as it offers relevant information to all walks of users with no 
demographic barriers. Thus, the more powerful aggregated knowledge AK2 is 
aggregation of CS.  Thus, this large aggregation AK2 of CS more than 5.6 million 
articles (Anders, 2014a; Economist, 2014; Newstead, 2009; Wikipedia, 2017) with 
vital topics built a trust within Wikipedians as well as general public over time such 
that they can retrieve almost any and every information by typing few search words 
into Wikipedia. This behaviour is sybbolically depicted below; 
 
Interaction Causal Link #Wikipedia4: UA(BT(ECH))  AK2 
 
This trust caused users and large organisations voluntarily donate funds for the 
sustainability of this non-for profit organisation (which can be considered as a form 
of BT). This trust caused repetitive usage of Wikipedia for information needs thus 
causing growth to the platform and recommending to peers thus causing growth to 
user community size. This behaviour is expressed symbolically below; 
 
Interaction Causal Link # Wikipedia 5: 
(CS+AK1+AK2)ECH(Trust)UA(BT) Large Community 
 
Overall aggregation of AK (AK1+AK2) helped Wikipedia find out about 
Wikipedian and general user likes, dislikes, preferences, expectations and behaviour 
thus personalise the site with Suggested articles, Most-wanted articles, Requested 
articles, Images needing articles and so on. Overall AK (AK1+AK2) which 
aggregated both CS as well as UI, brought in 3
rd
 party information from community 
members such as related product/service offers, news items, prior knowledge which 
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could cause new income streams (BT). Wikipedia being the non-for profit 
community it converted these resources to Wikiprojects which took the form of 
specific groups focusing on improvement of specific topic area (for example, 
mathematics), a specific location or a specific kind of task (for example, checking 
newly created pages). This behaviour is symbolically expressed as below;  
 
Interaction Causal Link # Wikipedia 6: Large Community3rd Party 
InformationMore UA (UI+BT) 
 
 Some other Wikiprojects took the form of Wikimania which is the 
international annual conference of Wikipedians or Wikinics the community picnics 
of Wikipedians that took place leading to July 4
th
, increasing community values thus 
causing growth to community. This is how Wikipedia having begun with founders 
and few Wikipedians and have harnessed the AK causing emergence of ECH such 
as belongingness, self-esteem, self-actualisation and trust within users which has 
helped evolve into 76,000 Wikipedian community and 500 million user community 
as of 2017(Statista, 2017). This behaviour is expressed below in symbolic form. 
 
Interaction Causal Link # Wikipedia 7: (CS+AK1+AK2+3
rd
 Party 
Information)  ECH (Trust)  UA(BT)  Rapidly Growing Community  
 
With above explication of the phenomenon using generic Models through 
Wikipedia scenario, considered next will be the explication of the phenomenon 
through Facebook (Advance) scenario, which is the last representative scenario 
selected for this validation process.  
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6.4.6 Facebook (Advance) 
         
Though Facebook was initially introduced as a social networking site (SNS), 
over the past 14 years it has evolved to perform business transactions (BT) and has 
become highly profitable company. Under Sub Section 6.4.1 above Researcher 
discussed Facebook’s simple version as a social networking site fulfilling two 
fundamental human needs. Over time Facebook began fulfilling a third fundamental 
human need by enabling multitude of income streams. This caused financial security 
to Facebook, its users and 3
rd
 parties involved hence catering to Level 2 financial 
security of Maslow’s hierarchy of needs. 
 
6.4.6.1 Application Structure 
 
While application structure is the same as discussed under Sub Section 6.4.1.1 
above, under this Sub Section the dominant role played by application characteristic 
business transaction (BT) will be reflected. Facebook has enabled a number of BT 
such as Sponsored Stories, Self-Serve Facebook Advertising, Engagement Ads, Gift 
Shop, Mobile Advertising, Games, Facebook Credit, Marketplace. There are 
different placements for these ads such as News Feed, Right Column, Instant 
Articles, In-stream Video, Suggested Video, on Marketplace or on Messenger.   
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Figure 22: User Interface of a Facebook News Feed with BT 
 
BT is illustrated circled in green colour in Figure 22 above. On the extreme 
left panel of the page amongst available Facebook features circled in green colour is 
Facebook Marketplace, when clicked will take the user to Marketplace page. 
Marketplace displays all kinds of goods and services available for sale/free in users’ 
local area within a radius of 60km. Marketplace does not take a cut from users as the 
intension is growth to the platform. On the news feed circled in green is content but 
it is more of a BT as it is a Sponsored Story ad by Australian fashion retailer 
‘Review’. Sponsored Stories are built around user activity. Advertisers simply pay to 
highlight an action that users have already taken on the social network or within a 
Facebook integrated app. That action is shown to a user’s friends, either in the 
sidebar or in News Feed as in above instance. The goal of Sponsored Stories is to get 
more users to take the same action (UA) that a friend has. If a page wants more 
Likes, it can show Page Like Sponsored Stories or if a retailer wants more users to 
claim an offer, it can show Offer Claimed Sponsored Stories like in Figure 22 above. 
On the third panel of the page circled in green is another type of BT which is an 
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Engagement Advertisement which cause page clicks. There is another type of 
Engagement Advertisement that appear on users’ News Feed which cause  Likes on 
the post or page, post clicks, comments, and shares. Extreme right top of the page 
circled in green are another type of BT, Facebook games. Games are virtually 3
rd
 
party apps which users can purchase using a Facebook game card or Facebook 
credit.  
 
Figure 23: User Interface of Facebook Newsfeed Featuring Facebook Credit 
Purchasing BT 
 
As illustrated above Facebook credit is a uniform currency for users from all 
parts of the world can purchase using their credit or debit cards and is equivalent to 
$0.10 each. 
 
6.4.6.2 Operation and Evolution of Facebook (Advance) 
 
Facebook having founded in 2004 towards end of the same year have had built 
a user community of 1 million (Associated-Press, 2012). Three years later by 2007 
Facebook had reached a user community of 50 million (Associated-Press, 2012; 
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Facebook, 2015). At this point Facebook has unveiled a BT mechanism for the first 
time, Facebook Ads, an ad system for businesses to connect with users and target 
advertising to the exact audiences they want (Facebook-Newsroom, 2007). 
Facebook social advertising event was attended by featured senior executives from 
landmark partners including Blockbuster, CBS, Chase, Coca-Cola, Microsoft, Sony 
Pictures Television and Verizon Wireless. More than 60 major consumer and 
Internet brand partners were highlighted at this launch of Facebook Ads, all of 
whom brought in with them existing reputation necessary for an initial BT. Some of 
these engagement ads were placed held on the news feed as a featured post (CS). 
This (CS) which becomes an Interaction Causal Antecedent is symbolically 
expressed below. 
 
Interaction Causal Antecedent#Facebook (Advance): CS 
 
When these featured posts (CS) which are engagement advertisements or a 
sponsored story ad which is of a well-known brand, users may feel connected (ECH) 
to the ad. In the case of an advertisement about an unknown novel product or service 
yet if it is of value to the user they may perceive that Facebook is convenient (ECH), 
efficient (ECH) or of choice (ECH). These ECH will motivate users into user action 
(UA) such as viewing (UI), liking (UI), commenting (UI), sharing (UI) or re-posting 
(UI) that ad. This behaviour is symbolised as below; 
 
Interaction Causal Link # Facebook (Advance)1: CSECHUA (UI) 
 
Users while could view (UI) the advertisement could further interact with the 
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ad by liking (UI), commenting (UI), sharing (UI). These likes became a page like to 
the advertisers instead of a UI with the post. While these ads caused user awareness 
of the product/service advertised, caused UI to Facebook causing growth to 
Facebook and at the same time traffic to the advertiser page. System aggregated 
(AK1) these UI and displayed them beneath user’s post as was illustrated in red 
circles on Figure 22 above. This behaviour is symbolically expressed as below; 
 
Interaction Causal Link # Facebook (Advance)2:UA(UI)  ∑  AK1 
 
 Just about two years after introducing Facebook Ads, in 2009, Facebook had 
acquired a user community as large as 350 million(Associated-Press, 2012). At this 
juncture Facebook introduced another BT, Self-Serve Ads where anyone such as a 
huge brand name mentioned above or an SME or individual user can create their 
own advertisements on top of Facebook Ads API. Due to an aggregation (AK1) of 
large amount of interactions (UI) or pre-existed reputation these advertisers gained a 
certain trust enough for an initial business transaction (BT). This behaviour is 
depicted in Causal Interaction Link# Facebook (Advance)3 below; 
 
Interaction Causal Link # Facebook (Advance)3: (CS+AK1)ECH 
(Trust) UA (BT) 
 
The largest chunk of Facebook’s advertising (BT) revenue is the company’s 
self-serve advertising platform whose primary advantage is the granular targeting 
features. Self-Serve Ads caused more and more UI by Self-Server users and more UI 
by those who engaged with these Ads thus causing growth to Facebook. Facebook 
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analytics enabled advertisers measure outcomes of the advertisements which is the 
user (Advertiser) satisfaction level (AK2). The satisfied users from this BT and 
enhanced UA eventually recommended (AK2) Facebook to peers. 
 
Interaction Causal Link #4: UA(BT(ECH))  AK2 
 
 These peer recommendations caused growth to Facebook community size. 
This has disrupted the traditional ways of advertising in many ways from the way 
advertisement designed and developed to the way target audience is found and 
reached. Unlike other successful business applications Facebook did not have to 
enable a recommender system to measure user satisfaction level AK2 coming from a 
successful BT. Within this well networked community referrals occurred naturally. 
For example Facebook mentioned that if a user saw a friend has engaged with an 
Engagement Ad by liking, commenting, sharing, the user had the trust (ECH) to like 
it or click and know more about the Ad (Facebook-Newsroom, 2007). As mentioned 
earlier these likes became likes for the Advertiser’s page and clicks caused traffic to 
the Advertiser’s page. Thus, Facebook algorithms aggregated engagement metrics of 
Facebook users with the Ad, traffic to the Advertiser’s business page as success 
measurements of the Engagement Ad. These successful engagement metrics which 
acted as AK2 caused a reciprocal trust in the advertisers, users and Facebook. These 
numbers grew higher with the number engaged, the number engaged grew higher 
with the size of the community.  
   
A primary advantage of Facebook’s self-serve advertising platform is the 
granular targeting features. Over the past few years Facebook has increased their 
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targeting capabilities, including the ability to limit advertising to metropolitan areas 
as well as many other target variables. How this was successfully possible was as 
explained in Sub Section 6.4.1.2 under Facebook (Fundamental), over time system 
algorithms have aggregated the users’ likes, dislikes, preferences, profile keywords, 
with whom user networked, user behaviour, and have personalised user profiles. 
User profile provided basic information of a user such as gender, age, location, 
relationship status. Thus Facebook was in a steady position to target the audience, or 
in the context of these Models, personalise the Advertising service to each individual 
users disrupting traditional ways of mass advertising. 
 
Successful applications gleaned 3
rd
 party information through AK 
(AK1+AK2) such as products/services, news and prior knowledge from within the 
community and external communities interacting (UI) with this community. This 3
rd
 
party information created new income streams to the application, users and 3
rd
 
parties of which a recent realisation is Facebook Marketplace. Facebook enabled this 
free online Marketplace for users and 3
rd
 parties to place their goods and services for 
sale. The UI arising due to sales, sales enquiries and related interactions between 
buyers and sellers has caused growth to the Facebook. Also it was reported that 
buying and selling experiences triggered by Marketplace have led to growth of 77 
percent in users who may not have otherwise connected enhancing Facebook 
community size (Cohen, 2017). This behaviour is expressed symbolically below; 
 
Interaction Causal Link #Facebook (Advance)5: 
(CS+AK1+AK2)ECH(Trust)UA(BT) Large Community 
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In the same year taking the advantage of this huge in-house community 
Facebook introduced another form of BT, Facebook games such as Farm Ville, 
followed by City Ville, Gaga Ville, Café World, all of which were popularly 
adopted. Initially game cards could be purchased from game shops or malls like 
Tesco but Facebook further personalised this service by introducing another BT, 
Facebook Credit as illustrated in Figure 23 above. In addition to game purchases 
Facebook credit enabled sending money to a friend, in-app upgrades or subscribe to 
services, donate to charity or personal fund raises, purchase items from pages or 
buy-sell groups, Facebook Marketplace, buy ticket for events, pay for Self-Serve 
Ads. Gaming caused huge UI on Facebook as never before which caused growth to 
the platform and many invitations to peers to join causing growth to the Facebook 
community size. Enabling 3rd party gaming apps on this social networking site 
which can reach millions of peer players with personalised payment systems 
Facebook has disrupted the traditional game consoles in several ways. Other 3
rd
 
party information users offered to Facebook community included advertisements, 
news items, prior knowledge and all sorts of products, services,   
 
Interaction Causal Link # Facebook (Advance) 6: Large Community3rd 
Party InformationMore UA (UI+BT) 
 
 In the timeline of Facebook’s growth immediately followed by 3rd party 
games was yet another BT which is Facebook Gift Shop where users could purchase 
virtual gifts, personalised apps for family and friends as 3
rd
 party developers have 
become a part of Facebook platform. Anyhow in the evolution of the company, 
Facebook has decided that it doesn’t want to be in the business of creating virtual 
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goods for users, but rather to be the platform on which others can build applications 
within which users can buy virtual goods with house-issued universal currency.  
 
By the year 2016 Facebook has garnered a substantial user community of 1.5 
billion (Statista, 2017).  In this year Facebook introduced another strong BT, the 
Facebook Marketplace. The most popular categories on Marketplace are furniture, 
babies and kids items, women’s clothing and shoes, according to the social network 
(Cohen, 2017). Introduction of Marketplace has caused high level of UI causing 
rapid growth to Facebook and the facility has attracted new users causing growth to 
the community size of the Facebook. There are a myriad of online marketplaces who 
charge a cut from both parties involved in BT but Facebook has disrupted this 
concept by first building a massive community and later availing a Marketplace for 
this community free of charge. This disruptive model for a free online Marketplace 
caused more and more 3
rd
 party user activity (UA) on the platform causing growth to 
the platform. Facebook added that the buying and selling experiences triggered by 
Marketplace have led to growth of 77 percent in users who may not have otherwise 
connected (Cohen, 2017) causing further growth to Facebook community size unto 
2.2 billion (Statista, 2018). 
 
Interaction Causal Link # Facebook (Advance) 7: (CS+AK1+AK2+3
rd
 
Party Information)  ECH (Trust)  UA(BT)  Rapidly Growing Community  
 
 Chapter Conclusion 6.5
 
What the four generic Models theorised emerged through integration of 
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concepts, themes, antecedents, causalities, categories representing an abstract 
construction of the comprehension of the data set of thirty-one successful scenarios 
comprising 104 data sources by distinct authors as listed in Table 8 in Chapter 
Three. In pursuit of qualitative deductive validation of the generic Models this 
Chapter has been able to explicate the original phenomenon with its three major 
observations employing a well representative sample of six scenarios from data set. 
Therefore, the derived Models are considered validated for these six instances that 
well represent the data set which in turn represent the phenomenon. Thus, 
Researcher holds that these generic Models can be considered to be true and valid 
for any given scenario of the real phenomenon. Furthermore, in the process of this 
qualitative deductive validation of the generic Models surfaced was an emerging 
pattern of ‘Interaction Causal Links’ that were emphasised symbolically within 
validation text and common to all six representative scenarios which shall be 
conceptualised in next Chapter.  
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Chapter 7 
 
“The whole is more than the sum of its parts.” 
Aristotle 
. 
7 An Overall Interaction and Information Flow Model for Social 
Computing  
 
 Introduction 7.1
 
Preceding Chapter took a qualitative deductive approach in reconceptualising 
the phenomenon with its three prominent observations through a representative 
sample of scenarios thus validating the four Generic Social Computing Models 
derived. The Models had been capable of comprehending the phenomenon with its 
major observations. In this theoretical explication of the phenomenon based on 
representative successful scenarios it was noticed that all these successful Social 
Computing applications inherited a common interaction causal pattern. This 
common pattern formation that emerged as a result of the validation process was 
symbolically emphasised within the validation text of the preceding Chapter as 
“Interaction Causal Links” so that they could be extracted & tabulated for further 
analysis as below. These ‘Interaction Causal Links’ emerged as a result of validation 
exercise using six representative successful scenarios which signifies that these 
interaction patterns can be considered valid for any successful Social Computing 
application. Thus, to theorise this emerged pattern this set of seven ‘Interaction 
Causal Links’ supported by antecedent of content sharing (CS) were tabulated as 
below.      
 231 
 
 Extraction of Common Interaction Patterns   7.2
 
Emerged interaction patterns common to the six representative scenarios 
namely Facebook (Fundamental), Airbnb, LinkedIn, YouTube, Wikipedia and 
Facebook (Advance) were tabulated as below.      
 
Table 23: Interaction Causal Links Emerged In Representative Sample of 
Successful Social Computing Applications 
Scena
rio 
(App) 
 
Interaction Causal 
Link # 
Interaction Patterns found in the Application 
 
F
ac
eb
o
o
k
 (
F
u
n
d
am
en
ta
l)
 
Interaction Causal 
Antecedent 
CS 
Interaction Causal 
Link #1 
CSECHUA (UI) 
Interaction Causal 
Link #2 
UA (UI)  ∑ AK1 
Interaction Causal 
Link #3 
(CS+AK1)ECH(Belongingness)UA 
(Friending, Following) 
Interaction Causal 
Link #4 
 N/A 
 
Interaction Causal 
Link #5 
(CS+AK1+…..)ECH(Belongingness)UA(More 
Usage)Large Community 
Interaction Causal 
Link #6 
Large Community  3rd Party Information More 
UA(UI+…………) 
Interaction Causal 
Link #7 
(CS+AK1+……..+3rd Party 
Information)ECH(Belongingness, Self-
esteem)UA(More and more UI) Rapidly 
Growing Community 
   
A
ir
b
n
b
 
Interaction Causal 
Antecedent 
CS 
Interaction Causal 
Link #1 
CSECHUA (UI) 
Interaction Causal 
Link #2 
UA (UI) .∑ AK1 
Interaction Causal 
Link #3 
(CS+AK1)ECH(Trust)UA (BT) 
Interaction Causal 
Link #4 
UA(BT(ECH))AK2 
Interaction Causal 
Link #5 
(CS+AK1+AK2)ECH(Trust)UA(BT)Large 
Community 
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Interaction Causal 
Link #6 
Large Community  3rd Party Information More 
UA(UI+BT) 
Interaction Causal 
Link #7 
(CS+AK1+AK2+3
rd
 Party 
Information)ECH(Trust)UA(BT) Rapidly 
Growing Community 
 
   
L
in
k
ed
In
 
Interaction Causal 
Antecedent 
CS 
Interaction Causal 
Link #1 
CSECHUA (UI) 
Interaction Causal 
Link #2 
UA (UI) .∑ AK1 
Interaction Causal 
Link #3 
(CS+AK1)ECH(Trust)UA (BT) 
Interaction Causal 
Link #4 
UA(BT(ECH))AK2 
Interaction Causal 
Link #5 
(CS+AK1+AK2)ECH(Trust)UA(BT)Large 
Community 
Interaction Causal 
Link #6 
Large Community  3rd Party Information More 
UA(UI+BT) 
Interaction Causal 
Link #7 
(CS+AK1+AK2+3
rd
 Party 
Information)ECH(Trust)UA(BT) Rapidly 
Growing Community 
 
   
Y
o
u
T
u
b
e 
Interaction Causal 
Antecedent 
CS 
Interaction Causal 
Link #1 
CSECHUA (UI) 
Interaction Causal 
Link #2 
UA (UI) .∑ AK1 
Interaction Causal 
Link #3 
(CS+AK1)ECH(Trust)UA (BT) 
Interaction Causal 
Link #4 
UA(BT(ECH))AK2 
Interaction Causal 
Link #5 
(CS+AK1+AK2)ECH(Trust)UA(BT)Large 
Community 
Interaction Causal 
Link #6 
Large Community  3rd Party Information More 
UA(UI+BT) 
Interaction Causal 
Link #7 
(CS+AK1+AK2+3
rd
 Party 
Information)ECH(Trust)UA(BT) Rapidly 
Growing Community 
 
   
W
ik
ip
ed
ia
 
Interaction Causal 
Antecedent 
CS 
Interaction Causal 
Link #1 
CSECHUA (UI) 
 233 
 
Interaction Causal 
Link #2 
UA (UI) .∑ AK1 
Interaction Causal 
Link #3 
(CS+AK1)ECH(Belongingness, Self-esteem, 
Self-actualisation)UA (BT) 
Interaction Causal 
Link #4 
UA(BT(ECH))AK2 
Interaction Causal 
Link #5 
(CS+AK1+AK2)ECH(Trust)UA(BT)Large 
Community 
Interaction Causal 
Link #6 
Large Community  3rd Party Information More 
UA(UI+BT) 
Interaction Causal 
Link #7 
(CS+AK1+AK2+3
rd
 Party 
Information)ECH(Trust)UA(BT) Rapidly 
Growing Community 
   
F
ac
eb
o
o
k
 (
A
d
v
an
ce
) 
Interaction Causal 
Antecedent 
CS 
Interaction Causal 
Link #1 
CSECHUA (UI) 
Interaction Causal 
Link #2 
UA (UI) .∑ AK1 
Interaction Causal 
Link #3 
(CS+AK1)ECH(Trust)UA (BT) 
Interaction Causal 
Link #4 
UA(BT(ECH))AK2 
Interaction Causal 
Link #5 
(CS+AK1+AK2)ECH(Trust)UA(BT)Large 
Community 
Interaction Causal 
Link #6 
Large Community  3rd Party Information More 
UA(UI+BT) 
Interaction Causal 
Link #7 
(CS+AK1+AK2+3
rd
 Party 
Information)ECH(Trust)UA(BT) Rapidly 
Growing Community 
 
Significance of extracting these interaction causal patterns into a table as 
above was it clearly displayed that this representative sample of successful 
applications selected for validation process displayed unique interaction and 
information flow pattern common to them. Beginning with the ‘Interaction Causal 
Antecedent’ visually illustrated and explained below are each ‘Interaction Causal 
Link’ that will help conceptualise an overall interaction and information flow for a 
successful application. 
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 Conceptualising the Common Interaction and Information Flow 7.3
Patterns 
 
The validation process logically explicated the phenomenon using the generic 
Models, through six representative successful applications from initial routine 
operations unto evolution into an application with rapid growth, exceptionally large 
user community and disruptive outcomes. Therefore, the extracted ‘Interaction 
Causal Links’ took a logical ascend of interactions required from initiation of a 
successful application to its successful evolution.     
7.3.1 Interaction Causal Antecedent: Content Sharing (CS) 
 
In these interaction causal links detected to be common to representative 
sample of successful Social Computing applications the very antecedent was found 
to be content shared (CS) as illustrated below.   
 
Figure 24: Content sharing (CS) on a Successful Application  
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To initiate any form of interaction on a Social Computing application first and 
foremost there needs to be some message which can be in rich multimedia (MM) as 
illustrated in Figure 24 above. This message in other words is the content, thus for it 
to become the very antecedent of the interaction flow, it needs to be communicated.  
 
Communication on Social Computing applications are multifaceted enabled by 
the web 2.0 technologies. Firstly these communications can be synchronous as well 
as asynchronous scaling the communication capacity by large. It can lead to either 
computer mediated human-human communication if it happened synchronously or if 
it happened asynchronously it can lead to a human-computer interaction based on 
stored data such that information loss is minimum. This asynchronous property of 
Social Computing diminished the tyranny of time and space constraint of 
communication, one major facet for formation of large communities.  
 
Secondly web 2.0 technologies have enabled a two-way communication 
pattern. In web 1.0 era users could only consume the content made freely available 
on internet. On Social Computing applications users can voice out their likes, 
dislikes, comments, opinions, ratings, reviews, instantly making them information 
consumers as well as information producers thus making them prosumers.  
 
Thirdly, as illustrated in Figure 24 above communication on a Social 
Computing application can be controlled to only an individual, a group of people or 
to the entire public. Access Control enables users to share their information in a 
controlled manner creating a notion of groups as was illustrated and explained under 
Structural Model in Chapter Four. Unlike other digital applications Social 
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Computing applications consist of user generated content. When users Sign Up to 
these applications and create User Profiles as illustrated in above Figure they can use 
the access control functionality unique to Social Computing applications and 
communicate their message to either an individual, to a group or to the entire general 
public. This message needs to be value adding to the targeted audience for them to 
be motivated to interact with this message. As depicted by a dotted line in the Figure 
24 above the user interface of a successful application avails a myriad of functions 
for user interaction (UI) with the message (CS).  
 
Some of the user interfaces that support such user interations (UI) that were 
shown in figures of preceding Chapter Six are tabulated below: 
  
 
Table 24: Different User Interaction (UI) Types that Enable Users to Interact 
with Content Shared (CS) via User Interface 
Facebook (Fundamental) 
 
Airbnb 
 
LinkedIn 
 
Wikipedia 
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YouTube 
 
Facebook (Advance) 
 
 
Analysis of these successful applications has enabled categorise these user 
interactions (UI) into five types namely: Discussions, Blogs, Wikis, Reactions, and 
Participatory Sensing.       
 
7.3.1.1 Discussion Forums 
 
Discussion forums are generally topic centred and anyone in the user 
community of the application can initiate a discussion on their topic of interest. For a 
discussion to begin at least one person has to respond to the initial discussion. All 
participants have an equal voice. Discussion threads are organised topic based. 
 
7.3.1.2 Blogs  
 
Another form of interaction is Blogs which is generally author - based. A Blog 
can be written by a single author or group of authors. Blog posts are generally 
opinionated. Readers can comment with their opinions to which author will respond 
back and thus always author’s identity is reflected in the content across the Blog. 
Blogs are organised in reverse chronological order such that the latest post will 
always be on top. 
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7.3.1.3 Wikis  
 
Wikis are generally content centred and authored by a group of authors as in 
the Wikipedia. A wiki can be edited by all authors with version history. Main aim of 
a wiki is to reach a consensus on the content, thus the focus is not on author but on 
content. Final content is neutral and objective. Comments and discussions that take 
place during content building is separated from the content and not visible to non-
authors.  
 
7.3.1.4 Reactions 
 
Reactions are the online user actions towards the message (CS) such as like, 
comment, respond, share, re-post, tag. Therefore, reactions can be considered as the 
Super Class of the Sub Classs user interactions (UI) online. These reactions enable a 
more convenient and instant form of interaction thus disseminating the message. 
User friendly interfaces like Facebook has further divided the most intant reaction 
function ‘like’ into six types of emoticons such as ‘like’, ‘love’, ‘haha’, ‘wow’, ‘sad’ 
and ‘angry’. When users use the sharing function even though the original post may 
have been targeted at one community it gets exposed to other different communities 
through different users. Also, each time this content is shared it reaches different 
target communities thus spreading its social presence to multitudes causing a rapid 
diffusion a major success factor unique to Social Computing applications. 
 
7.3.1.5 Participatory Sensing  
 
With myriad of sensors now being built into smartphones as being discussed 
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under Chapter Two, Social Computing applications take maximum advantage of 
these. Most used sensor being the built in camera to a smartphone, users can 
participate by uploading pictures of situations, events or things observed. The 
system can aggregate these pictures depending on their geospatial coordinates and 
derive important decisions for the betterment of the community.   
 
Thus, user interactions (UI) on a Social Computing application have been 
generalised to six main categories. These categories can be used singularly for 
example Wiki type in Wikipedia. A combination of several or all categories can 
cause a multitude of interaction types such as posts, queries, threads of comments 
and responses, shares, image uploads as in Facebook.  
 
Having explained how the ‘Interaction Causal Antecedent: Content Sharing 
(CS) occur, explained next will be Interaction Causal Link #1, how the application 
will interact with the environment as illustrated in Figure 25 below fulfilling a 
primary or a secondary user need. 
 
 Interaction Causal Link #1: CSECHUA (UI) 7.4
 
This is the initial ‘Interaction Causal Link’ caused by the antecedent content 
sharing (CS), observed to be common to all applications within the representative 
validation sample. 
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Figure 25: Application Interacting with the Environment Fulfilling User Needs  
 
This ‘Interaction Causal Link’ denotes the moment users interact with the user 
interfaces of the application. This user experience due to the content shared (CS) as 
importantly as the user interaction (UI) facilitated by the design cause an emergent 
characteristic (ECH) within the user. For example, content shared (CS) could be of 
value to the user or much relevance to the user at that moment of time. This may 
cause the user feel (ECH) connected, belong or perceive (ECH) convenient, efficient 
to find this content online for free. The user-friendly design of the interface targeted 
at highest tech savvy user to the one with minimum experience alike may cause the 
users perceive the application (ECH) is User Friendly, Easy to Use. These ECH may 
motivate users to user action (UA), online action such as view, like, comment, share, 
re-post, tag (UI) or offline user action such as meet, hold events, share things. As 
Maslow theorised humans are motivated to act to fulfil a human need (Maslow, 
1943), Thus as illustrated in above Figure a successful application targeted and 
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designed the structure of the application to emerge the necessary behaviour in the 
users such that through the interactions via their user friendly interfaces users were 
able to fulfil primary or secondary human needs.  
 
Next Interaction Causal Link #2 will address how back end algorithms of a 
successful application aggregated knowledge (AK1) from user actions (UA) thus 
building the unique user profile leading to content personalisation to suit individual 
users.    
 Interaction Causal Link #2:UA(UI)  ∑  AK1 7.5
 
During the validation process it surfaced how successful applications 
aggregated (AK1) the user actions (UA). These online user actions (UA) are all 
types of UI such as likes, comments, responses, shares, tags, re-posts and user 
generated content (CS).     
 
Figure 26: Initial Aggregation of Knowledge (AK1) 
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As illustrated above Interaction Causal Link #2 adds new components to the 
interaction and information flow arising from initial aggregation of knowledge 
(AK1). An important element absolutely necessary for the success of a Social 
Computing application and stands Social Computing apart from all the other 
computing paradigms is aggregation of knowledge. This aggregated knowledge 
(AK1) can take several different forms and at a higher level they can be categorised 
into statistics, history and event detection. 
 
7.5.1 Statistics  
 
Statistics can take the form of total number of views, likes, comments, shares, 
tags, providing an overall understanding of how many have interacted. For example, 
the YouTube music video displayed in Figure 20 in Validation Chapter has obtained 
5 billion user views. This statistic caused huge monetary benefits to this video from 
YouTube platform as well as a huge reputation amongst fans and music field 
bringing in many other business opportunities.   
 
7.5.2 History  
 
Aggregation of past information helps an application to build a reliable history 
of a business, country, political party, religious sect, etc. For example, an 
aggregation of user comments for the posts of a certain brand on Facebook over a 
period of time provides a history about that brand. 
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7.5.3 Event detection: 
 
Event detection is where multiple Tweets or multiple posts on Facebook about 
the same event can be aggregated. Using their geospatial coordinates information 
like location of the event, intensity of the event, numbers who participated, etc., can 
be derived. 
 
Another two important augmentations to the interaction and information flow 
due to this initial aggregation of knowledge (AK1) is ongoing upgradation of User 
Profile that can be used for Content Personalisation.  
 
User Profile 
 
With this aggregated knowledge (AK1) system gathered the user’s likes, 
dislikes, interests, preferences, simply user behaviour and updated the user profile 
with this information. Thus, user profile got updated with more personalised 
information than the mere personal information user provided at the time of 
registration. 
 
Content Personalisation 
 
Up until Social Computing, all the digital websites and applications of 
preceding computing paradigms offered products, services or information 
customised to suit individual user groups. Social Computing has disrupted this 
practice by introducing Content Personalisation thus personalising the product, 
service or information to suit individual user.  Over a period of time AK1 aggregated 
 244 
 
user likes, dislikes, special preferences, user behaviour and while updating the user 
profile also fed Content Personalisation filter as illustrated in Figure 26 above. Thus, 
with time Content Personalisation filtered the relevant AK1 to relevant user profile 
and in the future supplied the individual users with a more powerful personalised 
message as illustrated in Figure above. A couple of exemplars is how Facebook 
suggested posts, advertisements (products/services), friend suggestions to user News 
Feed or after using Airbnb once, how Airbnb sends weekly/ monthly suggestions of 
accommodations/events/travel destinations.    
 
Next Interaction Causal Link #3 will reveal as to how AK1 drives the 
interaction and information flow towards business transaction (BT). 
 
 Interaction Causal Link #3: (CS+AK1)ECH (Trust) UA (BT) 7.6
 
Initial aggregated knowledge AK1 which is derived from user actions (UA) 
composed of user interactions (UI) and user generated content shared (CS) generally 
caused ECH such as self-esteem, connection, belongingness, engagement. But for a 
business transaction (BT) to take effect there needs to be a mutual trust between the 
two parties involved.  
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Figure 27: Initial Business Transaction/s (BT) on a Successful Application 
 
As reviewed in Chapter Two according to online trust theorists Yao-Hua Tan 
(2000) and  Yan and Holtmanns (2008) for business transactions to happen a feeling 
of trust needed to emerge within users to off-set any perceived risks. The trust 
emerges about a person or a thing based on past behaviours. Content shared (CS) on 
an application and user interaction (UI) with that content, required a low level of 
trust as opposed to the trust required for a business transaction (BT). If these 
aggregations (AK1) are positive feedbacks in the form of exceptionally large 
numbers of views, likes, shares, tags, comments, it helps to build a certain amount of 
trust in the users. This initial aggregated knowledge (AK1) due to user generated 
content shared (CS) and user interactions (UI) caused ECH such as self-esteem, 
connection, belongingness, engagement nevertheless it can cause a certain limited 
level of trust (ECH) to emerge within the user thus leading to business transaction 
(BT) of a limited nature and of a weaker frequency. 
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The trust building mechanism on Social Computing platform is an emerging 
process as explained under Multistage Causal Model in Chapter Five. But for this 
initial content shared (CS) must carry with it some existing reputation about the 
product or the service that the application is promoting or about the application 
itself. If the product or the service and the application are all new and do not possess 
any existing reputation then the content must at least present the reputation of their 
developers so as to build some initial trust within the users to motivate them to 
communicate, interact leading to a business transaction (BT). In most cases 
application/product/service owners have sent out personal invitations to known 
parties to effect the initial business transaction (BT) as found to be the case in 
Airbnb as mentioned in Chapter Six Sub Section 6.4.2.2. It is for this reason 
successful applications integrated their application with relevant other Social 
Computing applications such as Facebook, Twitter, Instagram, LinkedIn and the 
likes so that users can look up each other’s social graph which may help build trust 
in each other. 
 
For business transaction to take place user interface of a successful application 
needs to facilitate convenient user interaction (UI) of ordering and payment as 
illustrated in Figure 27. Ordering feature can avail unit price, price calculator, 
availability, booking calendar. and a payment method such as direct credit/debit 
payment or third party payment method such as PayPal, BPAY or Coinbase. System 
algorithms will aggregate the knowledge how successful the order fulfilments were 
for future improvements as illustrated in above Figure. This AK1 can later become a 
new content displayed by the ordering and payment feature, displaying order 
fulfilment success rate and/or as a system generated personalised recommendation to 
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individual users.   
 
Succeeding Interaction Causal Link #4 will address a higher level of 
aggregated knowledge AK2 that occurs after a successful business transaction (BT). 
 
 Interaction Causal Link #4: UA (BT (ECH))  AK2 7.7
 
Newly added to the interaction and information flow in Figure 28 below is yet 
another most important element of Social Computing:  Capture Satisfaction Level.  
 
 
Figure 28:  Capture Satisfaction Level (AK2) on a Successful Application 
 
This can be denoted as aggregated knowledge 2 (AK2) as well as this is the 
more powerful aggregated knowledge (AK2). This can happen only after a real 
business transaction (BT) by making a payment, subscription or other form of 
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financial agreement took place with the users and the application. Only such user has 
the access to rate the application, product, service or supplier on an overall five star 
rating system. Most successful applications will have a breakdown of ratings for key 
features of the product or service. Combined with ratings will be a mechanism for 
user to review the product, service or supplier by briefly writing down one’s 
personal feelings and perceptions about the product, service or supplier and also 
recommend it to others. This is a reciprocal system where most successful 
applications enabled two-way rating and review system where supplier too could 
rate/ review user. For example, Airbnb enabled Host review the Guest and vice a 
versa. This is the most instantaneous feedback a business could ever gain since the 
non-digital times when exchanges happened face to face. These aggregated user 
ratings, individual user reviews and recommendations have to be strategically 
displayed for other users, potential users and the general public to see. Aggregation 
of these peer ratings, reviews and recommendations will build a stronger aggregated 
knowledge (AK2) than the initial aggregated knowledge (AK1) gained from user 
interactions such as number of views, likes, shares, tags, positive comments. Much 
stronger trust will be generated in the product, service or supplier due to this 
stronger aggregated knowledge (AK2) or already existing trust built due to initial 
aggregated knowledge (AK1) will be boosted, leading to more successful business 
transactions (BT) of stronger frequency.  
 
Therefore, over time in the evolution process of a successful Social Computing 
application initially ECH derived from AK1 enabled a limited BT, after initial BT 
the most important ECH – trust, had been derived from AK2. This AK2 emerged 
over time will stay on a successful application as a new message (CS) as illustrated 
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on Figure 28 above in the form of overall rating, featured ratings, user reviews, 
recommendations, and testimonials.  
 
With this understanding of captured satisfaction levels, overall interaction and 
information flow next moves to Interaction Causal Link #5 to comprehend how 
community formation occurs on a successful application.       
 
 Interaction Causal Link #5: 7.8
(CS+AK1+AK2)ECH(Trust)UA(BT) Larger Community 
 
While no new elements have been added to the Figure 29 explained under this 
Section is how new message (CS +AK1 + AK2) enhanced the emergence of ECH 
causing BT thus evolving the initial community size.  
 
 
Figure 29: Larger Community Formation on a Successful Application 
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In the beginning any application will only have a message (CS), a certain 
amount of content. If it was a social application for example like Facebook it had a 
limited number of posts created by Harvard students, if it was a business application 
like Airbnb it had a limited number of properties listed. Initial ECH emerged in early 
users were a feeling such as a connection towards the CS or a perception such as it is 
convenient that motivated initial user actions (UA) to interact (UI) with the content 
by simply viewing or liking, commenting, querying, sharing, re-posting, tagging. 
Initial aggregation (AK1) of these user actions (UA) in the form of interactions (UI) 
by the system algorithms caused strong and more ECH, feelings such as self- 
esteem, connection, belongingness, engagement or perceptions such as efficient, 
convenient. Successful design of application caused users perceive it is user friendly, 
easy to use. In a successful application analysed in this research such as Wikipedia 
emerged even self-actualisation as a result of user actions (UA) such as editing and 
creating new Wikis (UI). Initial aggregated knowledge (AK1) such as very large 
numbers of likes, comments, shares (UI) was able to emerge a limited amount of 
trust supported with some pre-existed reputation/personal invitations/social graph as 
explained ealier the initial business transaction (BT) occurred. After an initial 
business transaction, the successful applications aggregated the user satisfaction 
levels, a more powerful aggregated knowledge (AK2) through ratings, reviews and 
recommendations. Higher rating on five star rating system, large number of positive 
reviews caused even higher degree of trust within users. Strategic display of ratings, 
reviews and peer recommendations (AK2) in a form of a new message motivated 
existing users, potential new users and general public wanting to use the 
product/service causing more and stronger BT attracting new users enlarging the 
initial community size. Users’ individual recommendations to friends, family, 
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colleagues and strategic displayed of user recommendations, testimonials, Blogs or 
Discussions on success stories on the application, motivated potential new users 
evolving the user community size.       
 
Next Interaction Causal Link #6 will explain how larger communities enable a 
successful application garner 3
rd
 party information that can phase in further societal 
and business outcomes to the application, users as well as 3
rd
 parties.   
 
 Interaction Causal Link #6: Larger Community3rd Party 7.9
InformationMore UA (UI+BT) 
 
When large communities formed they also had sub communities of interest 
within them, members of external communities within them, individuals or 
organisations, who interacted sharing information, products, services, relevant to this 
community which is 3
rd
 party information. Generally, these 3
rd
 part information 
could be categorised into three types. Some of these 3
rd
 party information took the 
forms of products or services, for example restaurants, bakers or individual small 
and medium chefs offering food items to Airbnb or taxi services offering Guest 
pickups/drop-offs to Airbnb. Another type of 3
rd
 party information was News, for 
example several new agents posting current news items on Facebook. Another form 
of 3
rd
 party information is prior knowledge such as pre-existed research findings or 
weather patterns of a locale.     
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Figure 30: 3
rd
 Party Information on a Successful Application 
 
As the Interaction Causal Link # 6 depicts offering of 3
rd
 party information to 
the community of a successful application increased the user action (UA) of that 
community such as many user interactions (UI) of offers, queries about the offers, 
responses, acceptances, and business transactions (BT). An exemplar is Airbnb 
started as an accommodation providing service but with these kind of 3
rd
 party 
information now they have linked up with taxi services, food suppliers, travel agents 
and offer their customers (users) with bundled up packages. This exemplar shows 
how 3
rd
 party information has created a new income stream to 3
rd
 parties, Airbnb 
application, as well as Hosts/Guest (users) cost effective deals. Over a period of time 
based on user profile, that is user likes, dislikes, preferences, previous behaviour 
system algorithms personalised relevant 3
rd
 party information to each individual user 
and presented as a new message (CS) as illustrated in Figure 30. For example this is 
how Facebook fed personalised advertisements to each individual user’s News Feed 
based on user’s online behaviour.  
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Next Interaction Causal Link #7 explains how over time with a well 
personalised message (CS) stronger ECH, including Trust emerges in a successful 
application causing stronger user actions (UA) such as business transaction (BT) 
thus further evolving the community size.      
 
 Interaction Causal Link #7: (CS+AK1+AK2+3rd Party 7.10
Information)  ECH (Trust)  UA (BT)  Rapidly Growing 
Community  
 
This final Interaction Causal Link # 7 enlightens the impactful outcome of 
Social Computing that has surpassed the abilities of all other computing paradigms, 
forming rapidly growing communities.   
 
 
Figure 31:Rapidly Growing Community of a Successful Application 
 
Community theorists postulates need for fulfilment of human needs cause 
community formation and communities help fulfil human needs, a vice versa course 
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(Blanchard & Markus, 2004; Bruhn, 2011; McMillan & Chavis, 1986). Researcher 
rationalizes if this community had the ability to grow rapidly as Social Computing 
has enabled how well then Social Computing is fulfilling human needs. Explained 
herewith is how this rapid growth of the community is ascertained.   
 
In the beginning of any application the initial message will consist of a limited 
amount of content shared (CS). After sometime initial aggregation of knowledge 
(AK1) will upgrade this message with statistics, history and detected events 
personalized to suit each individual user profile. This AK1 will emerge ECH such as 
a feeling of connection, self-esteem, belongingness, engagement or perceptions such 
as convenient, efficient and that application is easy to use, user friendly. This feeling 
of belongingness (ECH) will initiate community formation. AK1 with mechanisms 
such as some pre-existed reputation, personal invitation or due to trust gleaned from 
social graph will suffice limited emergence of trust (ECH) to initiate a business 
transaction (BT). After a successful business transaction (BT), a more powerful 
aggregated knowledge (AK2) that captures user satisfaction level will further 
enhance the message with user ratings, reviews and recommendations. Now this 
message displaying initial CS together with personalised AK1 and AK2 that 
emerges powerful ECH such as feelings of trust, empowerment and perceptions as 
choice, cost effective on top of the previously emerged ECH and peer 
recommendations the application will further enhance the community size.  Larger 
community will have sub communities of interest interacting with main community, 
external communities interacting with main community, individuals, groups, 
organisations interacting with the main community offering information, products, 
services. These information, products, services are considered 3
rd
 party information. 
 255 
 
As explained under Interaction Causal Link #6 above these 3
rd
 party information 
creates new income streams to all parties involved causing more user action such as 
UI and additional BT on top of main BT the application is designed for. Exemplars 
for additional income streams were discussed in preceding Section 7.9 under 
Interaction Causal Link # 6. Over a considerable period of time, generally couple of 
years, the message available to individual user profiles of a successful Social 
Computing application became more powerfully personalized as never in the history 
of computation, with ‘CS+AK1+AK2+3rd Party Information’. This powerfully 
personalized message emerged powerful emerging characteristics (ECH) within the 
individual users including Trust causing more and more business transactions (BT) 
stronger in value and frequency. Business transactions (BT) caused the feedback 
(AK2) loop iterative creating a closed loop (Ginige, 2016; Merriam-Webster-
Dictionary, 1951) interaction and information flow as illustrated in Figure 31 above.  
This feedback loop with ratings, reviews, peer recommendations, testimonies 
supported with stronger BT that caused impactful societal and business outcomes 
fulfilling myriad of primary and secondary human needs caused rapid growth of 
community.  
 
 Chapter Conclusion 7.11
 
All the computing paradigms for the last half a century has automated and 
immensely enhanced the social and business processes yet limited to routine 
operations. Social Computing has disrupted this routine operation by harnessing the 
emerging feelings and perceptions of the humans/society including ‘trust’ thus 
creating an evolving system over time with rapid growth in user community and 
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societal/business outcomes fulfilling human needs. Thus, Researcher present this 
closed loop interaction and information flow pattern that enables evolution over time 
as the “Overall Interaction and Information Flow Model for Social Computing”. 
This understanding will help comprehensively comprehend what Social Computing 
is, thus implement Social Computing successfully reducing the challenge 
encountered in the beginning of this research, the huge failure rate of design and 
development of Social Computing applications. Succeeding Chapter will summarise 
research findings that led to this contribution of Overall Interaction and Information 
Flow for Social Computing and possible future work arising from this study. 
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Chapter 8 
 
“Discovery is seeing what everybody else has seen, and thinking what nobody else 
has thought.” 
 
Albert Szent-Györgyi 
 
8 Conclusion and Future Work 
 
 Introduction 8.1
 
This research was inspired due to the observation of a new phenomenon as in 
Chapter One: a computing paradigm with applications that gained a rapid growth, 
exceptionally large user communities and disrupted the traditional societal and 
business practices enhancing need fulfilment. Though successful applications 
inherited above characteristics, application design success rate was as low as 20%. 
Literary this was found to be due to not having a theoretical background to 
comprehend what Social Computing is. Thus, this study enquired ‘What is Social 
Computing?’ to which preceding Chapter responded with an ‘Overall Interaction and 
Information Flow Model for Social Computing’. 
 
This concluding Chapter recapitulates the overarching approach taken up in 
this study to understand the observed phenomenon responding to the Research 
Question thus bridging the research gap. Also summarised are the research findings 
made including the final contribution, and a look at opportunities for applicability 
and future directions.   
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 Overarching Research Approach 8.2
 
This exploratory study enquired “What is Social Computing?”  In the attempt 
to comprehensively answer this Research Question there surfaced several sub 
Research Questions (SRQ): 
SRQ1: What are the characteristics of Social Computing? 
SRQ2: What is the structure of Social Computing applications? 
SRQ3: What is the relationship between Social Computing and    
           societal/business outcomes? 
SRQ4: What is the behaviour of Social Computing? 
SRQ5: How the process of achieving societal/business outcomes in a non- 
          digital era can be mapped to the digital era?  
Review of literature came short of valid answers further proving the main 
question research worthy. However, literature tendered two important leads:  
positive correlation between Social Computing and societal/business process 
enhancements and lists of uncategorised characteristics both of which supported 
initiation of this investigation. Literature reported a positive correlation between 
Social Computing and societal/business outcomes, specifically enhancement in 
Communication Process and Collaboration Process (Lampe et al., 2011; 
Suwannatthachote & Tantrarungroj, 2013). A positive correlation barely suggests 
that there is a relationship (Brennan, 1987), but not what that relationship is or how 
it occurred or why it keeps occurring. Also the uncategorised listings of Social 
Computing characteristics found in literature indicated that some of these 
characteristics were analogous with structure while others were with behaviour 
(Hassan, 2008b; Huijboom et al., 2009; Parameswaran & Whinston, 2007a). In 
general structure governs behaviour, for example it is the structure of brain that 
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governs complex human  behaviour or the structure of the underlying river bed 
governs the behaviour of the flowing river (Alpert, 2011; Merleau-Ponty & Fisher, 
1963). With these literary leads indicating a possible causation helped establish an 
optimal overarching research approach which is summarised below.  
 
Figure 32 below illustratively recapitulates this investigative research journey 
of several milestones where sub research questions were answered. In brief Social 
Computing was causing a phenomenon by introducing a myriad of applications 
which gained an exponential growth, enormous user communities and disrupted the 
way many daily tasks were carried out. The data set which comprised of grey 
literature that were well researched publications in reputable business magazines like 
Economist, Forbes, Entrepreneur reported the phenomenon largely. When the author 
of an article observed or interviewed an application owner/designer/developer or the 
author him/herself was the owner/designer/developer, the publication took a 
developer perspective. When the author observed or interviewed users or the author 
him/herself was a user, the publication took a user perspective as illustrated in the 
Figure below. In fact this Figure can be considered as an enhanced model of the 
research approach adopted in figure 6 under Chapter Three. Thus Figure 32 below 
outlines a customised methodological approach unique to this Thesis developed 
using a combination of existing research methods.  
 
In this customised methodology a multistage sampling has been adopted. As a 
result the most bottom singular flow of inference in referred model in Figure 6 in 
Chapter Three is been customised into a dual flow of inference based on Developer 
Perspective and User Perspective of data souce authors creating a distinct 
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methodology for this Thesis as in Figure 32. This customised methodology that 
included existing methods of qualitative content analysis, open coding, causal 
chains, abductive and inductive reasoning together have inductively inferred multi 
Models. Validation of these abstract multi Models took a deductive approach 
making this customised methodology further distinct as the outcome of the 
validation process gave rise to a Meta Model as illustrated in Overarching Research 
Methodology unique to this Thesis in Figure 32.    
 
The grey literature data set comprised of thirty-one scenarios about successful 
applications. Each scenario comprised at least three or more publications from 
different authors to maximise author perceptions. Overarching methodological 
approach adopted was Qualitative Content Analysis, inductively for Theory building 
and deductively for Theory validation.  
 
Data was open coded using NVivo11tool. Extraction of codes, code matrices 
for each scenario, tabulation, inductive reasoning, abductive reasoning helped derive 
a Taxonomy of Social Computing Characteristics in response to Sub Research 
Question One.  
 
This taxonomy of Social Computing characteristics included three types of 
characteristics namely application characteristics (ACH) which arose due to the 
functionality of the application, emergent characteristics (ECH) that emerged in the 
user due to usage of the application which took the form of feelings or perceptions. 
This laid the foundational understanding to the phenomenon. 
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Figure 32: Summary of Overarching Research Approach 
 
Phenomenon of 
Social Computing 
Grey Literature 
User Perspective Developer Perspective 
Qualitative Content Analysis 
Inductive Analysis:                                          
Open Coding, Code Matrices, Tabulation, Inductive 
Reasoning, Abductive Reasoning 
Multistage Causal Model for Social 
Computing & Societal/Business Outcomes 
Structural Model 
Inductive Analysis: Codes 
related to Need, Community 
Coordinating  
Needs & Wants  
Human Need Fulfilment Model 
Tabulation, Inductive & Abductive Reasoning 
Taxonomy of SC Characteristics 
Categorise Super/Sub Classes, Causal Chains, Aligning 
Contribution: Overall Interaction & Information Flow 
Model for Social Computing 
Scholarly/Grey Literature, 
Abductive Reasoning 
Deductive Analysis:  
Using the derived four Generic Models deductively explicate the 
phenomenon with its main observations through a representative 
sample of scenarios.  
V
a
lid
a
tio
n
 
In
fe
r
e
n
c
e
 
Behavioural Model 
Codes indicating iterative behavioural loops 
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Further logical tabulation of extracted codes, inductive and abductive 
reasoning supported by literature, helped derive Structural Model for Social 
Computing applications. This Model outlined the basic functions required to 
possess four fundamental application characteristics (ACH) for an application to be 
successful initiating a guideline for application designers.  
 
Further analysis of abstracted codes displayed the emergence of a higher 
pattern formation such that there are relations between individual codes. Researcher 
needed a logical sequence to link these relating codes one to the other. For this 
purpose codes were categorised into Super Classes using inductive reasoning where 
each of these Super Class consisted of many specific Sub Classes. At this stage after 
having developed a category of sequence for the codes, method of Causal Chains 
was introduced to link the relating codes. Separate causal chains were created for 
each scenario. Next these causal chains were aligned under the six Super Classes, as 
some chains had fewer causal links and some had more causal links. This caused 
emergence of even higher pattern formation common to causal chains of all 
scenarios. This emerging pattern was abstracted as Multistage Causal Model of 
Social Computing and Societal/Business Outcomes in response to Sub Research 
Question Three.  
 
While the first half of this Multistage Causal Model depicted the structure of 
Social Computing latter half tend to depict behaviour. Deeper comprehension of the 
data set supported by a limited number of specific codes exposed behaviour did not 
occur in a linear causality but displayed an iterative loop formation. When a 
successful application is first introduced its initial behaviour differed from that of its 
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behaviour over a period of time. This is due to the mechanism of knowledge 
aggregation (AK) of user actions (AK1) and user feedback (AK2) by the structure 
causing emergent characteristics (ECH) in the users, feelings such as belongingness, 
trust or perceptions such as convenient, easy to use that trigger user behaviour. In 
brief belongingness enhanced community size and trust caused more and more 
business transactions (BT) causing rapid growth. This is something found only in 
successful Social Computing applications as this built in structure supports 
evolution, whereas most applications have a build in structure only capable of 
supporting routine operations. This understanding helped derive Behavioural Model 
for Social Computing in response to Sub Research Question Four. This Model 
highlighted the causation observed in Social Computing applications is not a linear 
flow but cyclic. All these inferences were made through inductive analysis of user 
perspective data as illustrated on the right side flow of the Figure above.  
 
To better understand the cyclic causation leading to achieving 
societal/business outcomes in successful Social Computing applications how such 
outcomes were achieved in a non-digital era was studied. For this Researcher 
reviewed   scholarly literature on psychology, sociology and economics. Some grey 
literature from the data set specifically those that took a developer perspective 
(Herrera, 2013; Hickey, 2014; Zuckerberg, 2017), specific codes, and scholarly 
theories on human motivation shed light on same as illustrated on left side flow of 
above Figure. These discoveries supported by inductive and abductive reasoning 
helped derive Human Need Fulfilment Model in response to Sub Research 
Question Five that explains how the process of achieving societal/business outcomes 
in a non-digital era can be mapped to the digital era?  
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 This fundamental knowledge helps understand how these basic requirements 
are mapped onto this pervasive digital platform thus magnifying the outcomes by 
these successful applications. 
 
Next these four generic Models were validated adopting a qualitative 
deductive approach. The original phenomenon was comprehensively explicated 
through a well representative sample of scenarios from the data set using the generic 
Models. As the generic models were found to be valid for the representative sample 
of scenarios they were considered valid for the phenomenon as a whole (Barlas, 
1996; Barlas & Carpenter, 1990; Borsboom, Mellenbergh, & van Heerden, 2004; 
Kane, 2001). As a result of validation process arisen a causal interaction pattern 
common to all six representative scenarios. This emerging pattern was abstracted as 
an Overall Interaction and Information Flow Model for Social Computing which is 
the final contribution of this Thesis.  
   
A summary of these research findings will be conferred in the next section 
summarising what they represent, how they were arrived at, how they were validated 
and most importantly how the broader society can make use of them .  
 
 Summary of Research Findings 8.3
 
The main contribution of this Thesis is a generic Model comprehending the 
overall interaction and information flow pattern of Social Computing. This model 
while instates a theoretical background as to what Social Computing is in response 
to main Research Question also establishes a guideline for application designers for 
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a successful design. On the journey to comprehensively answer the main research 
question there arose several sub research questions. In answer to these sub research 
questions several important findings to this area of research were made.  These 
breakthrough findings at different milestones of this research and their implications 
are summarised in Table 25 below. 
 
Table 25: Summary of Research Findings 
Sub 
Research 
Questions 
(SRQ)/ 
Research 
Question 
(RQ) 
What the Answer 
Represent 
How Was It 
Derived 
 
How Was It 
Validated 
What Can Be 
Done With The 
Finding 
SRQ1: 
What are 
the 
characterist
ics of SC? 
A Taxonomy of SC 
Characteristics: 
1)Four Application 
Characteristics 
(ACH) that arise 
due to the 
functionality of the 
application: 
Content Sharing 
(CS) 
User Interaction 
(UI) 
Business 
Transaction (BT) 
Aggregated 
Knowledge (AK) 
2) Two types of 
Emergent 
Characteristics 
(ECH) that arise 
within the user due 
to the usage of the 
1)Open coding the 
grey literature  
2)Extracting codes 
3)Creating Code 
Matrices 
4)Logically 
tabulating codes 
5) Inductive 
reasoning  
6) Abductive 
reasoning supported 
by literature 
 
Implied based 
on validation of 
other models 
derived with the 
help of these 
characteristics. 
 
To understand the 
fundamentals of SC 
and why it behaves 
the way it does. 
 
Characteristics help 
identify SC 
applications apart 
from other 
computing 
applications.  
 
Knowledge of 
application and 
emergent 
characteristics 
(ACH and ECH) is 
a guideline in 
application design 
for an application 
to be successful. 
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application:     
Feelings  
Connection 
Self-esteem 
Engagement 
Belongingness,  
Trust 
Empowerment 
Perceptions  
Convenient 
Efficient 
Easy to Use 
User Friendly 
Cost Effective 
Choice 
SRQ2: 
What is the 
structure of 
SC?  
Structural Model 
for Social 
Computing 
Applications 
 
1)Further logical  
tabulation of codes  
2)Inductive 
reasoning 
3)Abductive 
reasoning supported 
with literature 
Qualitative 
Deductive 
Validation 
Explicating the 
original 
phenomenon 
through a well 
representative 
sample of  
scenarios 
 
To understand the 
structure of SC 
with enabling 
technologies, basic 
functionality and 
essential structural 
or application 
characteristics 
(ACH) 
 
This knowledge is a 
guideline in 
application design 
to include 4 
essential ACH in 
the structure to 
emerge necessary 
ECH 
SRQ3: 
What is the 
Multi Stage Causal 
Model for SC and 
1)Observe common 
pattern formation of 
Qualitative 
Deductive 
Understand the 
multistage forward 
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relationshi
p between 
SC and 
societal/ 
business 
outcomes? 
Societal/Business 
Outcomes 
 
links between codes 
2)Categorising codes 
into 6 Super/Sub 
classes 
3)Construct Causal 
Chains 
4) Align chains 
under 6  Super 
Classes 
4)Abstracted 
emerged common 
multistage chain 
Validation 
Explicating the 
original 
phenomenon 
through a well 
representative 
sample of  
scenarios 
 
causal relation of 
SC from enabling 
technologies unto  
societal/business 
outcomes 
 
Deeper 
understanding of 
this forward 
causation is 
necessary in 
effective 
implementation of 
SC to begin with 
the necessary 
outcome (need) and 
reverse engineer 
the application 
usage (existing 
app) or designing 
of new application. 
  
SRQ4: 
What is the 
behaviour 
of SC? 
Behavioural Model 
for SC 
  
 
1) Few specific 
codes exposing an 
iterative loop 
forming behaviour 
2) Inductive 
reasoning  
3) Abductive 
reasoning supported 
by literature  
Qualitative 
Deductive 
Validation 
Explicating the 
original 
phenomenon 
through a well 
representative 
sample of  
scenarios 
 
Understanding of 
non-linear 
behaviour of SC 
Deep understanding 
of how an 
application behaves 
at initial stage and 
with AK how it 
evolves over a 
period of time with 
more ECH 
increasing the 
societal/business 
outcomes 
SRQ5: 
How the 
process of 
achieving 
societal/bu
siness 
outcomes 
Human Need 
Fulfilment (HNF) 
Model 
 
 
1)Codes related to 
need fulfilment and 
community 
formation 
2)Abductive 
reasoning supported 
by scholarly 
Qualitative 
Deductive 
Validation 
Explicating the 
original 
phenomenon 
through a well 
Understand the 
value of 
communities & 
large online 
community 
building capacity of 
SC. 
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in a non-
digital era 
can be 
mapped to 
the digital 
era? 
literature on 
psychology, 
sociology, economics 
including Human 
Motivation Theories 
representative 
sample of  
scenarios 
 
Understand how 
communities 
enabled HNF. In 
SC 
societal/business 
outcomes in other 
words is HNF. 
Thus, understand 
HNF capacity of 
SC. 
RQ: What 
is Social 
Computing
? 
Overall Interaction 
and Information 
Flow Model for SC  
 
 
Validation process 
emerged Causal 
Interaction Links 
common to all six 
representative 
scenarios 
Later these Causal 
Interaction Links 
were extracted and 
tabulated and the 
emerging pattern was 
abstracted as the 
Overall Interaction 
and Information 
Flow Pattern of a 
successful 
application 
This Model has 
emerged as a 
result of 
successful 
validation of 
above four 
generic Models.  
Understand the 
overall interaction 
& information flow 
pattern/s of SC. 
Understand the 
evolving nature of 
SC due to structure 
that harness AK 
and cause ECH that 
increase users’ 
repeated action 
(UA) thus causing 
rapid growth. 
Understand the 
evolving nature of 
SC due to structure 
that harness AK 
and cause ECH 
such as 
belongingness, 
connection, 
engagement + user 
recommendation 
(AK2) cause initial 
community 
formation and over 
a period of time 
evolve the 
community size. 
Understand the 
evolving nature of 
SC due to structure 
that harness AK 
(mainly AK2) and 
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cause ECH such as 
online trust, 
esteem, 
empowerment 
enable more and 
more disruptive UA 
such as sharing, 
investing, 
advertising, 
crowdsourcing, 
crowdfunding 
causing disruptive 
societal/business 
outcomes (SO/BO).  
Understand how 
AK  enable 3
rd
 
party information 
causing new 
income streams to 
all parties involved. 
Understand how 
AK over a period 
of time present 
users with 
personalised 
content. 
 
 
Above is only a summary but as the last column of Table 25 above presents 
What Can Be Done With The Findings are numerous. In the light of the research 
context established in Chapter One, Researcher compact this numeracy into three 
categories below and discuss the potential impact of contribution of this study. 
 
 Significance of Research Contribution  8.4
 
The phenomenon of Social Computing has been observed and has been 
 270 
 
expended by the observers for little more than a decade now though what this 
phenomenon was barely known. Whatsoever knowledge that existed was not 
published and was more of an art than a science which caused huge design and 
development failures amounting to 80% as observed in Chapter One. Significance of 
research contribution is it has bridged that research gap by contributing an inclusive 
Model explaining the phenomenon in the context of this research. Amongst many 
observations within the phenomenon the research contextualised three main 
observations. The theoretical contribution explains the causes for these three main 
observations namely rapid growth, large community size and disruptive nature of 
Social Computing such that society can make use of this knowledge to enjoy these 
societal/business enhancements. Researcher discusses below the implications of this 
deep understanding of the phenomenon. 
 
8.4.1 Rapid Growth 
 
The Overall Interaction and Information Flow Model presents a closed loop 
interaction and information flow for Social Computing. When a social or business 
application is initially introduced it has no existing or potential users. 
Designer/developer or application owner share introductory information about the 
product or service associated with the application and send out personal invitations 
to join the application. In the day personal invitations one can send and expect to be 
accepted are limited (Social Computing has disrupted this norm via its online 
community formation capacity which shall be discussed in next section). Thus, the 
loop begins with an initial content sharing (CS) by the application owner. Invitees 
who will accept the invitation will join the application and begin to interact (UI) 
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with the content and the system (Admins). Initially how the system responds to these 
UI will cause emergence of ECH in these initial users. For example, if the system 
immediately and positively responded to user query or user comment, user may feel 
belongingness, connection and also perceive the system to be easy to use, user 
friendly, efficient. These positive ECH within the user will cause unique user 
experience motivating repeated usage thus causing growth to the application.  
Positive ECH over time will trigger user for further UA such as sharing, 
crowdsourcing, crowdfunding, investing, buying causing SO/BO in other words a 
primary or secondary human need fulfilment. Primary human need is a fundamental 
requirement by all thus users who fulfil a primary human need may repeatedly use 
the application causing a higher growth to the application.  
 
 However, these ECH will not be sufficient for a business transaction (BT) to 
occur as for BT the specific ECH, trust is essential. At the initial stages, due to large 
AK1, personal invitation, reputation in the app designer/developer or application 
owner, or reputation in social graph it may cause a minimum BT. The routine 
process of business transaction such as ordering/paying/receiving goods/checking-
in/after sales services, occurred in any e-commerce application that existed even 
before the phenomenon of Social Computing.  
 
But the significance of Social Computing applications is system algorithms of 
a Social Computing application aggregates (AK1) user interactions (UI) and feed the 
user profile with users’ likes, dislikes and user behaviour from initial stages.  
 
Furthermore, after a BT occurs, application functionality enable users to rate 
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the product or the service on a five star rating system and write a review about the 
whole experience. System algorithms aggregated (AK2) - the ratings, reviews and 
strategically displayed same on the application. A higher star rating and positive user 
reviews will act as the new quality standard or online reputation for the 
product/service causing a feeling of trust within the user about the product/service. 
The system supported the evolution of this online reputation as over a period of time 
system aggregated more AK2 which enhanced amount of trust in the users.  Trust is 
the most powerful ECH essential for business transactions thus will cause current 
users and potential future users to make decision to effect more and more BT 
causing growth to the application.  
 
Overall aggregated knowledge AK (AK1+AK2) updated the user profile with 
user likes, dislikes, behaviour triggering system to supply user with personalised 
information (new personalised CS) from next time onwards. This imparts a unique 
user experience causing users feel way more belonging, connected, engaged towards 
the application as well as perceive the application as more and more user friendly, 
efficient, convenient, cost effective. This causes users to want to feel that unique 
experience again and again thus triggering them to repeated usage causing growth to 
the application.  
 
Theorised overall interaction and information flow for Social Computing is a 
close loop with user feedback (AK2) thus it has the built in structure to support 
evolution over a period of time when higher the AK more the ECH thus more the 
growth. 
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8.4.2 Large Community Size 
 
The generic Model explicates the overall interaction and information flow 
pattern of Social Computing - the phenomenon that introduced online communities 
of scale such as Facebook with 2.2 billion user community, YouTube with 1.5 
billion, Airbnb with 200 million to name a few. Somehow when a new application is 
initially introduced it does not have users and over time user community evolves as 
explained in Sub Section 8.4.1 above.  Also the way system responds to user 
interactions can make them feel belonged, connected towards the application. If the 
user generated content gained high numbers of likes, views, comments, shares that 
can cause a feeling of self-esteem within the users. If these user generated content 
caused the user some income it may cause user to feel empowered. All these positive 
ECH motivate users to not only use the application repeatedly but recommend the 
application to their peers increasing the community size.  
Positive ECH causes user actions (UA) such as sharing, advertising, buying, 
investing leading to SO/BO in other words fulfilment of a primary or secondary 
human need. Human need fulfilment will leave the user with a very high user 
experience which he/she may want to share with their peers. Thus, such satisfied 
users may recommend the application to peers causing growth to size of the 
community. 
 
AK1is the aggregation of user interactions (UI) consisting user likes, dislikes 
and user behaviour with which system updates user’s profile. 
 
AK2 is the aggregation of user satisfaction levels after a BT consisting of user 
ratings and reviews. In these reviews generally users recommended the 
 274 
 
product/service/system to other likeminded users and potential users. The 
application strategically displayed these ratings on a 5star rating system and 
individual reviews generally by the side where the application enabled BT function. 
These aggregated ratings and individual reviews caused a trust in the 
product/service/system in non-users, potential users and the general public attracting 
them to become users thus causing growth to the community size. 
 
Overall aggregated knowledge AK (AK1+AK2) over a period of time enabled 
the system algorithms to supply each individual user with personalised content in the 
future. This property unique to Social Computing applications caused current users 
perceive that the application is user friendly thus not only use repeatedly but also 
recommending same to peers. Peer recommendations caused new potential users 
joining the app thus growth to the size of the community.  
 
In addition there are specific interaction tools embedded in Social Computing 
applications such as Discussion Forums, Blogs. Creating a discussion on a common 
topic, current event, social issue, the application can engage users in an ongoing 
discussion. Over a period of time how the system respond to users who interact on 
Discussion Forums, Blogs may cause positive ECH such as feelings of engagement, 
belongingness, connection towards app or perception as app is user friendly. These 
positive ECH will motivate them to bring in more users to the app thus increasing 
the community size.  
 
Access Control is an inbuilt functionality of Social Computing that enabled 
user defined groups based on common interests such as family, cooking, political, 
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religious, sports, health, entertainment and so on. Within known smaller groups 
users felt more comfortable sharing their information and frequently interacting.  
Over a period of time when members become closer these sub communities within 
the parent community did not only interact online but they held events offline like 
dinners, charities, sports events. These events were attended by friends and families 
of members who are non-members but eventually some of them become members 
increasing the community size of the sub community in turn increasing the size of 
the parent community. 
 
With the built in structure of Social Computing that support evolution, 
community begins with few members and over a period of time with more and more 
AK that cause ECH coupled with peer recommendations, the size of the community 
evolves to unprecedented scales.  
 
8.4.3 Disruptive Nature 
 
The generic Model has helped understand the disruptive nature of Social 
Computing from several different angles. 
 
Trust is a quintessential part of a business transaction. AK1 represented the 
aggregation of general user interactions (UI) which caused ECH such as 
belongingness, connectedness, engagement, self-esteem. AK2 represented a higher 
version of aggregated knowledge which aggregated user satisfaction levels after a 
business transaction. AK2 consisted of user ratings and reviews (including user 
recommendations within reviews) which helped emergence of significant ECH of 
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trust. Thus, AK2 became the driving force of online trust building mechanism 
unique to Social Computing that have disrupted the traditional trust building 
mechanisms such as credit checks, guarantees and warrantees. When in a situation 
where the user concerned has not directly involved in a business transaction with the 
application concerned, Social Computing utilised the transferable property of trust 
(Yan & Holtmanns, 2008). Social Computing enabled the applications to integrate 
with existing other social networking sites. Thus, if the user gotten trust  in any of 
the social networking sites, or if he/she uploaded existing reputation they gained in 
non-digital world to one of the social networking sites, this stayed in his/her social 
graph for anyone to retrieve. This shows how disruptive the trust building and trust 
transferring mechanisms of Social Computing. Further disruption of structure of 
Social Computing is it enabled built in property of evolution. A 
user/product/service/system can begin with zero trust and over a period of time more 
and more AK2 will increase the ECH of trust thus building a solid reputation for the 
user/product/service/system. 
Content personalisation is another significant disruption Social Computing has 
introduced. All these years products/services were customised for different groups of 
users. At some points an individual product/service customisation was done at an 
early request or for an extra payment. Social Computing has disrupted this 
mechanism introducing an even more scrutinised ‘personalised’ product/service. 
AK1 aggregated user’s routine likes, dislikes, preferences and how user behaved on 
the application. AK2 aggregated what user’s purchasing style, spending style and 
how user behaved during business transactions. Overall aggregated knowledge AK 
(AK1+AK2) kept updating the user profile such that over a period of time system 
was able to suggest products/services/potential friends/advertisements/news and all 
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such content which are more personalised to each individual user.  
 
BT occurs within a community. Initially this community can be very limited to 
application owners, product/service supplier and user. But over a period of time this 
community may grow to several product/service suppliers and many users. When 
AK2 aggregates the interactions related to a BT, these interactions may include other 
users within this community or other sub communities offerings complementing 
products, services, news items, prior knowledge all of which is 3
rd
 party information. 
Application algorithms curated what is more suitable to this community and further 
filtered this 3
rd
 party information to suit each individual user based on user profiles 
and offer user a more personalised stream of 3
rd
 party information. This can cause 
new income streams to 3
rd
 parties, to the application and cost effective ways for the 
users. Traditional businesses too had extra income streams in addition to main 
business. Yet how Social Computing has disrupted the mechanism is its enabling the 
benefit of 3
rd
 party income streams to all parties involved and the scalability of these 
businesses can reach due to size of the community.  
 
Thus, contributing Model imparts a deeper understanding of implications of 
the phenomenon with a rationale for its observed characteristics. This understanding 
will suffice successful implementation of Social Computing using existing systems, 
designing novel applications or optimising already implemented systems. 
 
 Opportunities for Applicability and Future Directions 8.5
 
No research is flawless and does not reach an end in itself (Coleman, 2010; 
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Ioannidis, 2005) and so is this research. This research has contributed an overall 
Model that outlines an inclusive interaction and information flow for the 
phenomenon of interest implicitly explicating the three main observations as 
contextualised in Chapter One. If not for the time and resource limitations of a PhD 
study this research could have undertaken to test the applicability of the contributing 
Model. Thus, acknowledging this limitation Researcher has viewed same as an 
opportunity for future work as in the end one’s limitations may become one’s own 
inspiration.  
 
Thus, briefly outlined are some ideas for applicability and possible future 
research directives that draw from and build on the research contribution. As Social 
Computing is a very broad area of research and still a young research stream this list 
of applications are non-exhaustive by any means. It contains some research 
directives that are worth pursuing and that form an extension to the overall Model 
into real world applications. 
 
Usage of Social Computing in global businesses is not quite universal, though 
it keeps getting better with time. 43.5% of global businesses are known to have a 
qualitative sense of the impact of Social Computing in their business. Only 15% 
claims to have proven the impact quantitatively. It is disappointing to know that 
41.5% still have not been able to show the impact of Social Computing as yet (Pick, 
2016). On the home ground the Australian Bureau of Statics marks that 50% of 
Australian businesses still do not have a web presence, about 26% of overall 
businesses are using social media and this figure is 64% amongst large businesses 
(Australian-Bureau-of-Statics, 2016). This indicates huge potential for applicability 
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of the research contribution in several ways: 
 It can act as a theoretical foundation for comprehensive understanding of 
what Social Computing is 
 It can be used to gain the understanding to successfully implement Social 
Computing 
 It can be used to optimise an already implemented Social Computing system  
 It can be used to make optimum utilisation of an existing generic application  
 It can be used as the guideline to design a new successful application  
 It can be ustilised for community formation around an idea, product or 
service that needs diffusion 
 It can be used to impart new knowledge to student communities 
 It can be used to share knowledge in collaborative publishing, researching  
 After building a community, through the community, required need 
fulfilment can be gained whether societal or business 
 
 Concluding Remarks 8.6
 
This research was commenced on a mission to understand an unknown 
phenomenon observed: a new computing paradigm gaining rapid growth, large 
community of users and was disrupting the traditional societal and business systems. 
Initially investigated and discovered was the causality of same that proffered 
insights into as to why this phenomenon was occurring. While this causality took a 
multistage linear inference (Multistage Causal Model for Social Computing and 
Business Outcomes) the first half of this causal inference comprised the structure of 
Social Computing (Structural Model for Social Computing Applications). As 
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structure governs behaviour the latter half of this causal inference comprised of the 
behaviour of Social Computing (Behavioural Model for Social Computing). This 
behaviour proved that it is as not as linear as a structure and comprised of fuzzy 
iterative loop formations. To gain a comprehensive comprehension of behavioural 
aspects of Social Computing existing psychological, sociaological and economic 
theories were reviewed and abductively abstracted a Human Need Fulfilment Model. 
This helped discover that in successful applications causality was found to be closely 
following human need fulfilment in a non-digital era. The advantage successful 
applications enjoying is the technological enablement of Social Computing platform 
to scale up due to specific features such as user enabled access control, knowledge 
aggregation, content personalisation, harnessing 3
rd
 party information, online trust 
building to name some.  When performing the validation of research findings, the 
four generic Models: Structural Model, Mutistage Causal Model, Behavioural Model 
and Human Need Fulfilment Model, there emerged Interaction Causal Links. These 
Interaction Causal Links represent interaction and information flow patterns of each 
of the applications of the representative sample which had a significant 
commonality. Thus, combining these Interaction Causal Links Overall Interaction 
and Information Flow Model or metamodel for Social Computing was derived. This 
model while comprehensively answers the main Research Qestion: “What is Social 
Computing?” these insights can be utilised to design successful Social Computing 
applications. 
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Glossary 
 
Aggregated 
Knowledge 
Aggregated knowledge is a whole formed by combining 
several separate elements. Online aggregated knowledge 
is a collection of prior knowledge, market research, 
expert knowledge, historical knowledge, event detection, 
participatory sensing, user reviews or ratings 
recommending personalised options to users 
     
Content Sharing Content sharing is a critical mechanism of information 
diffusion in social networks and is vital to a network’s  
proper functioning and thriving. Content sharing is 
enabled by functions such as uploading a video, posting 
a blog. 
 
Connection The feeling of connection is a relational outcome 
because several studies have shown that a more general 
feeling of connection is a relational outcome reported by 
many SNS users. 
 
Belongingness Fundamental psychological motivation of all human 
beings with a certain minimum quantity of regular 
satisfying interaction. 
 
Business Model A business model describes the rationale of how an 
organization creates, delivers,  and captures value. 
 
Business Outcome An achieved end state that can be verified through 
measurable results. Examples of business outcomes 
include: increased retention rates, improved acquisition 
rates, increased revenue, reduced costs, process 
improvements increased profitability, increased 
conversion, and more upsell and cross-sell opportunities. 
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Business 
Transaction  
A business transaction is doing and completing a business 
activity between two or several parties where goods or 
services are exchanged for money. A transaction cut or 
commission is the fee that is paid to the party that has 
organized, facilitated, or performed the deal.  
 
Choice Choice is an act of selecting or making a decision when 
faced with two or more possibilities. 
 
Easy to Use Easy-to-use is straightforward and simple to use; eg: an 
easy-to-use guide containing excel lent tips.  
 
Efficient To be efficient simply means to take the shortest path, 
the cheapest means, toward the attainment of the desired 
goals. 
 
Empowerment The process of increasing the capacity of individuals or 
groups to make choices and to transform those choices 
into desired actions and outcomes. 
 
Engagement Customer engagement appears to resemble in terms of 
intimacy and duration the relationship between parts of 
the same firm that transact with one another. 
 
Cost Effective Effective or productive in relation to its cost.  
 
Convenience The concept of convenience include choice of source, 
satisfaction with the source and its ease of use, and the 
time horizon in search. 
 
Online Trust On-line trust is an attitude of confident expectation in an 
online situation of risk that one's vulnerabilities will not 
be exploited. 
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Phenomenon A phenomenon is a fact or a situation that is observed to 
exist or happen, especially one whose cause or 
explanation is in question such as: ‘glaciers are 
interesting natural phenomena’ 
 
Self-esteem Self-esteem refers to an individual's or in some cases a 
group's evaluative judgment about himself, herself, itself 
or themselves 
 
Societal Outcome Outcomes such as community building, increased 
participation in education, improved mental health and 
wellbeing, support for communities to rebuild after 
disasters, promotion of cultural diversity, and so on. 
 
Trust A cross-disciplinary concept: related to social structure, 
concerns personal trait, is a mechanism of economic 
choice and risk management. 
 
User Action Online user actions include user interactions and 
business transactions. Offline user actions are activities 
users do such as buying, investing, sharing, 
crowdsourcing, crowdfunding, advertising and the likes 
to fulfil a primary or secondary human need. 
 
User Friendly A machine or a system being easy to use or understand; 
eg: the search software is user-friendly.  User-friendly 
tools and applications popularized by social computing 
reduce technology dependency for the average user in 
participating in the information revolution, thereby 
empowering users. 
 
User Interaction Dynamic, changing sequence of actions between 
individuals or groups. By interacting with one another, 
people design rules, institutions and systems within 
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which they seek to live. Symbols are used to 
communicate the expectations of a given society to those 
new to it.  In online systems functions such as like, 
comment, tagging or sharing facilitate user interaction. 
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Appendices 
 
Appendix 1 Airbnb 
Appendix 1.1 Airbnb Source 1: All Eyes on the Sharing  
  Economy 
 
Source 1 :  All eyes on the sharing economy. (2013). The Economist. Q1 2013. 
Retrieved 1 February, 2014, from 
http://www.economist.com/node/21572914/print 
 
 “WHY pay through the nose for something when you can rent it more cheaply from 
a stranger online? That is the principle behind a range of online services that enable 
people to share cars, accommodation, bicycles, household appliances and other 
items, connecting owners of underused assets with others willing to pay to use them. 
Dozens of firms such as Airbnb, which lets people rent out their spare rooms, or 
RelayRides, which allows other people to rent your car, act as matchmakers, 
allocating resources where they are needed and taking a small cut in return. 
Such peer-to-peer rental schemes provide handy extra income for owners and can be 
less costly and more convenient for borrowers. Occasional renting is cheaper than 
buying something outright or renting from a traditional provider such as a hotel or 
car-rental firm. The internet makes it cheaper and easier than ever to aggregate 
supply and demand. Smartphones with maps and satellite positioning can find a 
nearby room to rent or car to borrow. Online social networks and recommendation 
systems help establish trust; internet payment systems can handle the billing. All this 
lets millions of total strangers rent things to each other. The result is known variously 
as “collaborative consumption”, the “asset -light lifestyle”, the “collaborative 
economy”, “peer economy”, “access economy” or “sharing economy”. 
It is surely no coincidence that many peer-to-peer rental firms were founded between 
2008 and 2010, in the aftermath of the global financial crisis. Some see sharing, with 
its mantra that “access trumps ownership”, as a post-crisis antidote to materialism 
and overconsumption.  It may also have environmental benefits, by making more 
efficient use of resources. But whatever the motivation, the trend is clear. “People are 
looking to buy services discretely when they need them, instead of owning an asset,” 
says Jeff Miller, the boss of Wheelz, a peer-to-peer car-rental service that operates in 
California.” 
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By far the most prominent sharing services are those based around accommodation 
and cars. The best-known example is Airbnb, based in San Francisco, which has 
helped 4m people find places to stay since it was founded in 2008—2.5m of them 
during 2012 alone. People can list anything from a spare bed to an entire mansion on 
the site, setting rental rates and specifying house rules (such as no smoking or pets). 
Anyone looking for somewhere to stay in a particular city can enter their dates and 
browse matching offers from Airbnb’s 300,000 listings in 192 countries; Airbnb 
takes a cut of 9-15% of the rental fee. 
 
All these services rely on ratings and reciprocal reviews to build trust among their 
users. Staying in a stranger’s apartment in another city seems much less daunting 
when you can read testimonials from previous guests. Similarly, before welcoming 
strangers into your home it is reassuring to read reviews from other hosts they have 
stayed with. Many platforms also carry out background checks, looking into their 
users’ driving and credit histories and checking for criminal records. In addition, 
some peer-rental services (including Airbnb, RelayRides and Lyft) integrate with 
Facebook to let owners and renters check to see whether they have friends (or 
friends of friends) in common. 
 
“The idea of renting from a person rather than a faceless company will survive, even 
if the early idealism of the sharing economy does not” 
 
“We couldn’t have existed ten years ago, before Facebook, because people weren’t 
really into sharing,” says Nate Blecharczyk, one of Airbnb’s founders. Airbnb 
doesn’t require its users to connect their accounts to Facebook, but when people find 
they have friends in common with another user it sets their minds at ease. Thanks to 
social media, says David Lee, founder and managing partner of SV Angels, an early 
investor in Airbnb, “people are generally more comfortable meeting new people 
using technology.” Providing a secure platform for financial transactions is vital, he 
says, but creating a trusting community is just as important when it comes to 
attracting users. 
 
Most systems don’t provide immediate confirmation when one user applies to rent 
something from another, allowing the provider to decide whether to proceed or not, 
based on the applicant’s ratings, reviews or other factors. Being turned down can 
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lead to hard feelings, but there is usually no opportunity to complain, because only 
people who actually engage in a transaction can review each other. Another 
characteristic of such services is that users or listings with plenty of reviews will be 
sought after, whereas those with no reviews look less attractive. Mr Blecharczyk 
says Airbnb recommends that first -time listers set their prices “less aggressively” to 
encourage renters who might avoid a place without a review. As soon as one review 
appears, he says, inquiries can increase tenfold, and listers can raise their prices. 
Growing pains 
For the most part this self-policing approach works well. But occasionally things can 
and do go wrong, which has forced peer-rental sites to take steps to protect 
themselves and their users. Airbnb suffered a rash of bad publicity in mid-2011 
when a host found her apartment trashed and her valuables stolen after a rental. 
After some public -relations missteps, Airbnb eventually agreed to cover her 
expenses, and added a $50,000 guarantee for hosts against property and furniture 
damage. That was increased to $1m in May 2012 with the backing of Lloyd’s, an 
insurance marketplace. Airbnb also improved its site to allow hosts and guests to 
find out more about each other in advance. 
 
Officials in San Francisco have raised similar red flags. The city’s treasurer ruled in 
April 2012 that Airbnb and other similar sites were not exempt from the city’s 15% 
hotel tax. Airbnb responded that the regulations, dating back to 1961, should not 
apply to internet -era business models. The city’s mayor, Ed Lee, has championed 
the notion of the “sharing economy” as a means to stimulate economic growth. City 
officials have promised to work out a regulatory and tax framework, but for the time 
being Airbnb and other such services remain in a legal grey area. 
 “The more policymakers and neighbours learn about our service, and the better they 
understand it, the more they realise that this activity should not be prohibited,” he 
adds. 
 
Appendix 1.2 Airbnb Source 2: About Airbnb 
 
Source 2 :  Airbnb. (2014). About Us.   Retrieved 1 February, 2015, from 
www.airbnb.com 
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Airbnb Growth Rate: 
 
Appendix 1.3 Airbnb Source 3: Airbnb’s Kay Kuehne at  
  #RedInnovaBA – We Adapt the Product to the 
  Context 
 
 
Source 3 : Herrera, C. (2013). Airbnb’s Kay Kuehne at #RedInnovaBA: .  Retrieved 
from http://en.pulsosocial.com/2013/06/28/airbnbs-kay-kuehne-at-
redinnovaba-we-adapt-the-product-to-the-context/ 
  
By Clarisa Herrera on June 28, 2013  
Kay Kuehne, Director of Airbnb in Spain and Latin America, stepped onstage at Red 
Innova Buenos Aires to reveal the details of his company’s secret to success: 
collaborative consumption. 
The economy of sharing is the base of products similar to that of Airbnb, which 
recently published a report revealing that those who use similar sites to exhibit their 
products and services online do so to generate extra income (31%). However, 36% 
indicate that there is also a philosophical element behind their reasoning – an impulse 
to connect, belong to a group. Kuehne highlighted this in his speech. 
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He also took advantage of his Red Innova appearance to formally announce an 
Airbnb neighborhood guide specific to Buenos Aires. Argentina’s capital city joins a 
network of 192 countries, 40,000 cities, 350,000 properties and more than four 
million travelers (three million of which registered in the last year alone). 
In Latin America, where Kuehne is focusing his efforts, Airbnb is on the rise. A total 
of 150,000 travelers to Latin America have utilized the platform, as have 150,000 
travelers from Latin America. There are a total of 35,000 properties actively 
available through the site in the region. 
In an interview with PulsoSocial, Kuehne discussed business prospects in Latin 
America. 
Clarisa Herrera: How is regional expansion being managed?  
Kay Kuehne: We don’t have offices in every city in which we have a presence; in 
fact, we have 13 offices around the world. In the case of Latin America, we have an 
office in São Paulo, and from there we cover the entire continent. We just launched a 
media tour in Mexico, Colombia and Argentina.  
CH: Have you found it challenging to homogenize certain aspects for the 
business that differentiate across distinct countries in the region? 
KK: With our local launches, what we try to do is to adapt the product to the context. 
We have to set out different payment methods, currencies, and guarantees for hosts 
(who publish accommodations), which takes place with local insurance companies. 
It’s a task that requires significant negotiation work in each city, but it’s necessary. 
CH: One expects that a certain type of traveler and host use the platform. Is 
that the case? 
KK: The behavior of each traveler or host depends on internet penetration in each 
country. We have a wide range of hosts, from 20-year-olds students who rent their 
rooms to cut costs, to 60-year-old widows or widowers who rent their homes to fill 
the empty space. In general, we try to create a product that’s friendly in every 
country and at all ages, because everyone can benefit from temporary rentals.  
CH: One notable aspect of the businesses is the set of “rare” accommodations 
available. During the presentation, you also mentioned that Airbnb also tries to 
offer options away from traditional touristic centers.  
KK: There are many different traveler profiles. Before, people only traveled to 
following the established touristic rout – there was nothing to discover beyond that. 
Today, there is a group of travelers wanting to go beyond the norm, and we offer 
them a way to find corners, spots and accommodations outside of the traditional 
circuit. (Note: In his presentation, Kuehne discussed Airbnb’s most popular 
accommodation – a tree house, like this – that has been rented so much the host has 
managed to pay off his mortgage with the income generated. The giraffe house, in 
Kenya, has also proven a popular, albeit unusual, spot.)  
CH: What’s your focus in the medium term?  
KK: We are going to concentrate significantly on Brazil, because it’s the largest 
domestic market (for international tourism, it’s Mexico). The Olympics and World 
Cup are on the way, so we expect a lot of movement. We’re working with the 
government of Rio de Janeiro, because they are aware that they don’t have enough 
space for the incoming demand, even though they’re building hotels. We’re 
convinced that we can meet the demand they’ll have.  
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Appendix 1.4 Airbnb Source 4: Trust In The Sharing  
  Economy 
 
Source 4 :  Finley, K. 2013. "Trust in the Sharing Economy: An Exploratory Study," 
Centre for Cultural Policy Studies, University of Warwick. Online verfügbar unter 
http://www2. warwick. ac. uk/fac/arts/th 
eatre_s/cp/research/publications/madiss/ccps_a4_ma_gmc_kf_3. pdf, zuletzt geprüft 
am (2), p. 2015 
 
An interpretive case study is utilized to most effectively explore the robust set of 
emergent themes surrounding this complex trust. The selection of a specific platform, 
Airbnb, a global P2P accommodation-sharing website, was fairly straightforward. 
Airbnb is one of the most dominant extant P2P services, illustrated by a hockey-stick 
growth curve (the company had booked 5 million nights by February 2012, and 10 
million nights by June of the same year), and an estimated $2.5 billion valuation 
(Thomas 2013, Sacks 2013). Over 300,000 Airbnb listings 
(including 500 castles and 200 tree-houses) are active in over 19,000 cities and 192 
countries (Fiegerman 2013). But most importantly, Airbnb users are arguably 
engaging in the type of P2P transaction most reliant on trust to be successful: sharing 
a home with a stranger. Furthermore, in the wake of a high-profile 2011 incident 
involving burglary, vandalism, and identity theft in San Francisco, Airbnb has added 
a $1 million host property guarantee and a veritable army ofcustomer service 
representatives available 24/7 anywhere in the world. 
 
 
Appendix 1.5 Airbnb Source 5: This Chart Shows Exactly  
  How Insane Airbnb’s Growth Has Been Over 
  the Past 5 Years 
 
Source 5:  McAlone, N. (2015). This chart shows exactly how insane Airbnb's 
growth has been over the past 5 years.   Retrieved 1 January, 2016, from  
http://www.businessinsider.com.au/airbnbs-summer-reach-has-grown-by-353-times-
in-5-years-2015-9?r=US&IR=T 
 
Nathan McAlone Sep 9 2015, 1:55 PM 6  
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Airbnb’s meteoric growth has shaken the hotel industry to its core, and regulatory 
fights have followed it in cities from New York to Barcelona. 
But now a new report by Airbnb shows just how insane the growth since 2010 has 
actually been. In the summer of 2010, about 47,000 people stayed with an Airbnb 
host. Compare that to this summer, which saw almost 17 million people stay at an 
Airbnb. 
That means that Airbnb’s summer reach is 353 times what it was five years ago. 
Dadaviz’s León Markovitz visualized what that change looks like. Here it is: 
Dadaviz 
According to the report, August 8 was the biggest night in Airbnb history, with 
almost one million guests staying worldwide. 
Not too shabby considering that in 2008, Airbnb’s founders were turned down by all 
7 Silicon Valley investors they were trying to raise just $US150,000 from at a 
$US1.5 million valuation.Airbnb also shared some facts about some of its more 
exotic accommodations. This summer, more than 10,000 people stayed in Airbnb 
tree houses, over 12,000 stayed in yurts, and almost 13,000 stayed in castles. 
 
Airbnb: This is one of Airbnb’s yurts. 
 
 
Appendix 2 Airtasker 
 
Appendix 2.1 Airtasker Source 1: About Airtasker  
 
. Source 1 :  CareerOne. (2017). About Airtasker.   Retrieved 1 January, 2017, from 
https://www.careerone.com.au/company/airtasker 
• Jobs 
• Talentpools 
• Resume 
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• Career Advice 
• Login 
• SIGN UP 
• Employers 
415,055 Views  
 
+ Join  
Jobs 
About Us 
Social 
Articles 
Our People   
 
About Airtasker 
Airtasker is a trusted community marketplace for people to outsource tasks, find 
local ervices or complete flexible jobs to earn money – online or via mobile. 
Whether it’s handyman work, office admin, photography or anything else, users can 
simply post a task for free and then choose from rated, verified and reviewed people 
ready to work straight away. Create a CareerOne account, upload your resume and 
get matched to more jobs! 
 
Filter Jobs at Airtasker 
   We currently do not have any open jobs.  
Media Gallery 
 
Welcome to Airtasker 
 
The latest from Airtasker 
 
Did you hear there's a #LVxSupreme pop up in Bondi? Here's a task to wait in line. 
#Supreme #LVSupreme  
Tax season is here. If you're not too sure what to do, this may help!  
 Intrigued about the design team @Airtasker? Check out their latest @Medium post  
 What’s that quirky task Guy needed help with? Jules talks tasks that she and her 
hubby, Guy Sebastian, had help with around the home.  
Outsourcing LIKE A BOSS #airtasker #likeaboss  
 
Read more about Airtasker 
Aussie Startup Looks To Dominate Boring Task Market SYDNEY — Aussie startup 
Airtasker, which allows people to outsource random tasks to an individual for a fee, 
is on track to make sure no Australian does their own chores ever again. 
    
Read more  
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Why outsourcing isn’t a dirty word anymore 
    
 
Outsourcing your life 
    
 
Q: 
Paul  
Why isn't there more articles about AirTasker on this page?   
 
Airtasker 
Hi there, thanks for the great feedback, we'll chase up with some more articles about 
Airtasker 
  
Q: 
bushra  
Can users contact each other before the task is assigned?  
 
Airtasker 
Hi there, everyone can communicate about a task via the comments on the task page. 
Private details can be exchanged once the task is assigned.  
 
Click to view more questions  
Our People  
 
Learn more  
ROD A 
Airtasker Worker 
I am a handyman with wide experience in all things that might need fixing around 
the house... 
 
Learn more  
ALEXA E 
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Airtasker Worker 
I have had a broad business career and am "between" Jobs/Projects, enjoying 
Airtasker too much. 
 
Learn more  
AXEL P 
Airtasker Worker 
I am a professional designer and web freelancer!  
See who you are connected to at Airtasker 
Connect   
© 2017 CareerOne Pty. Ltd. 
ABN 14 090 615 722. V: 172-31-11-152  
®CareerOne    is a trademark of News Limited and is used under licence by 
CareerOne Pty. Ltd.  
 
Appendix 2.2 Airtasker Source 2: Get More Done 
 
Source 2 :  Airtasker. (2017). Get more done: Over 1.3M trusted people ready to 
complete your task today Australia-wide.   Retrieved 1 January, 2017, from 
https://www.airtasker.com/ 
Get more done 
Over 1.3M trusted people ready to complete your task today Australia-wide 
What do you need done? 
 
Handyman Services eg. Wall Mount my Television 
 
Garden Maintenance eg. General Garden Maintenance 
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Pickup & Delivery eg. Deliver a Small Parcel 
 
House Cleaning eg. Clean my 2 Bedroom Apartment 
 
Moving & Removalist eg. Help with Moving my Apartment 
 
Furniture Assembly eg. Install my New Wardrobe 
 
Computer & IT Support eg. Set up my New Computer 
 
Flyer Delivery eg. Distribute Leaflets to 1,000 Letterboxes 
See more categories 
AS SEEN ON TV Earn more. Get more done. 
What is Airtasker? 
Airtasker is a trusted community marketplace for people and businesses to outsource 
tasks, find local services or hire flexible staff in minutes - online or on your mobile. 
 
Post your task. Tell us what you need. It's FREE to post. 
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Review Offers. Receive offers from trusted Airtasker Workers. 
 
Get more done. Choose the right person for the task and get more done. 
 
Top rated insurance 
Airtasker Insurance provided by CGU covers the Airtasker Worker for their liability 
to third parties for personal injury or property damage whilst performing certain task 
activities.* 
*Terms and Conditions apply. Included Task activities only.  
Excesses apply for Airtasker Workers. Learn more about Airtasker Insurance. 
 
Free to post 
It’s completely free to post a task. Once you post, you’ll start receiving offers from 
Airtasker Workers. There are no hidden fees. 
Secure payment 
Airtasker Pay makes it simple and safe to pay for your task. Payment is held securely 
until you're happy the task is complete. 
You’re in control 
When you're happy with the offers you decide which Airtasker Worker you'd like to 
complete the task. 
Trusted workers 
Read their verified Reviews and check the Completion Rate to make sure you hire 
the best person for the task. 
Recently completed tasks 
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20 July 2017 
Pick up and deliver 1 large box - ASAPPick up and deliver 1 x large box. This is 
heavy so if alone, you will need a trolley. Pick up Rushcutters Bay, deliver to Potts 
Point. 
 
20 July 2017 
Promote my Facebook group pageI'd like to get some interest in my soccer forum on 
Facebook. Interested to hear what you can offer! 
 
20 July 2017 
Remove queen bed and baseRemove and dispose queens size mattress and base. 
 
20 July 2017 
Pick up 14 white boards from moorebank to belfieldWhiteboard Smart Board x 14 
Pieces 166cm wide x 125cm High picked up from moorebank and delivered to 
belfield 
 
20 July 2017 
Pick up from Flemington and deliver to Pymble ASAPPick up 2 bags of Brussels 
sprouts from Flemington markets and deliver the to Pymble by 12.30pm. Will need 
to pick up from specific location at markets. 
 
20 July 2017 
Clean my 3 bedroom / 1 bathroom house.Need a reliable Airtasker to help clean my 
3 bedroom / 1 bathroom house. Notes: Vac and mop Standard Airtasker cleaning 
tasks should include: - Everywhere in the house: Wiping down furniture and visible 
surfaces; Mop and vacuum floors; Empty rubbish - Bathrooms: Cleaning showers, 
bathtub and toilets; - Kitchen: Washing dishes; *This task was created using a 
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Template. You can still ask questions and make offerts as you would on a standard 
task. 
 
20 July 2017 
Clean my 1 bedroom / 1 bathroom apartmentNeed a reliable Airtasker to help Clean 
my 1 bedroom / 1 bathroom apartment Standard Airtasker cleaning tasks should 
include: - Everywhere in the house: Wiping down furniture and visible surfaces; 
Mop and vacuum floors; Empty rubbish - Bathrooms: Cleaning showers, bathtub and 
toilets; - Kitchen: Washing dishes; *This task was created using a Template. You can 
still ask questions and make offers as you would on a standard task. 
 
20 July 2017 
McDonald's delivery camberwellI need someone to deliver the following must br 
delivered within the next 2 hours. 2x large Big Mac meal (coke) with ice Ix cheese 
burger on own 1 x Kids happy meal with coke 1 x. Mc chicken burger on own 1 
large fries on own Please let me know your offer thank you NO CASH ON 
DELIVERY 
Browse more Tasks 
Over 1.3M People using Airtasker 
Over $165M Worth of jobs created 
Over $11.50M Jobs available per month 
 
Earn up to $5,000 per month completing tasks 
You're the boss 
With over $3.5M of tasks posted every month on Airtasker there are lots of 
opportunities to earn. Choose the tasks you’d like to complete for people that you're 
happy to work with. 
Payments 
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With your task payment held secure with Airtasker Pay, you're able to complete the 
task knowing payment will be made when you're done. 
Top rated insurance 
Airtasker Insurance provided by CGU covers the Airtasker Worker for their liability 
to third parties for personal injury or property damage whilst performing certain task 
activities.* 
Start earningLearn more 
*Terms and Conditions apply. Included Task activities only. Excesses apply for 
Airtasker Workers. Learn more about Airtasker Insurance 
 
Discover 
Airtasker cardsHow it worksAirtasker for businessEarn moneyNew users FAQ 
Company 
About usCareersCommunity guidelinesTerms & conditionsBlogContact usPrivacy 
policyValues 
Existing Members 
Post a taskBrowse tasksLoginAirtaskerProSupport centreMerchandise 
Categories 
TradesmanMarketing and designHome and gardenDelivery and removalsFun and 
quirkyEvent and photographyComputer it webBusiness and admin 
 
Airtasker Pty. Ltd 2011-2017©, All rights reserved 
 
 
 
 
Appendix 2.3 Airtasker Source 3: Commonwealth Bank and 
  Airtasker Pilot an Identity Verification  
  Solution for Customers 
 
Source 3 :  Commonwealth-Bank. (2017). Commonwealth Bank and Airtasker pilot 
an identity verification solution for customers Retrieved 1 March, 2017, from 
https://www.commbank.com.au/guidance/newsroom/CBA-Airtasker-
partnership-201702.html 
 
Media Release-28 February 2017  
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Share on Facebook Share on Twitter Share on Linked In  
 
CBA collaborates with Airtasker to give customers the ability to verify their identity 
and enhance their digital reputation. 
Contact CBA Media  
 Email CBA Media Team  
 Phone CBA Media - 0291186919  
Commonwealth Bank of Australia has partnered with Airtasker to offer its customers 
a new way to securely confirm their identity by adding a ‘CommBank Identified’ 
badge to their Airtasker profile. 
For badge holders, this provides an additional layer of trust that helps CBA 
customers stand out on the Airtasker market place. 
“CBA is focused on simplifying and enhancing customer experiences through its 
existing digital banking solutions. As our customers continue to use emerging online 
services, we believe we also have a role to play in enhancing that experience. 
Identity verification is one area where we can add value. 
As we develop new and innovative products and services, security and trust remains 
our number one priority,” Pete Steel, Executive General Manager of Digital at 
Commonwealth Bank, said. 
The CBA identified service works using a secure two-factor authentication process to 
authenticate the CBA customer - Airtasker then verifies that individual’s identity. 
The ‘CommBank Identified’ badge is added to the customer’s Airtasker profile if the 
name and date of birth held by CBA match those listed on Airtasker.  
“Trust is the fundamental pillar of what makes the Airtasker marketplace work,” 
Airtasker CEO Tim Fung said.  
The idea for the solution was generated via CBA’s internal innovation and 
partnership model, and built in collaboration with Airtasker. It took just three months 
from the kick off meeting with Airtasker to have a solution ready to pilot with 
customers. 
 “Testing new technologies with customers and partners helps us determine if we’ve 
got the model right and gives us the opportunity to learn and improve services based 
on real customer feedback,” Mr Steel said. 
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“For Airtasker, this is the first step in a broader project around verifying identity, 
skills, certifications and achievements. We’re creating a reputation passport, which 
will help people know exactly who they are dealing with and what they are qualified 
for,” Tim Fung said. 
The pilot launched in January and will run for some months.  
 
Appendix 3 Amazon 
Appendix 3.1 Amazon Source 1: Amazon,com on the  
  Forbes World’s Most Innovative Companies 
  List 
 
Source 1 :  Forbes. (2017). Amazon.com on the Forbes World's Most Innovative 
Companies List.   Retrieved 1 September, 2017, from 
https://www.forbes.com/companies/amazon/ 
 
 
 
 
 Market Cap As of May 2017  
 $427 Billion 
Ticker 
AMZN $966.09 $11.565 (0.012%) 
Industry 
Internet & Catalog Retail 
Founded 
1994 
Country 
United States 
Chief Executive Officer 
Jeffrey P. Bezos 
Website 
http://www.amazon.com 
Employees 
341,400 
Sales 
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$135.99 B 
Headquarters 
Seattle, Washington 
Amazon.com on Forbes Lists  
 #3 Innovative Companies  
 #83 Global 2000  
 #24 in Sales  
 #255 in Profit  
 #322 in Assets  
 #4 in Market value  
 #6 World's Most Valuable Brands  
 #29 America's Top Public Companies  
 #12 in Sales  
 #96 in Profit  
 #78 in Assets  
 #329 America's Best Employers (2015)  
Amazon.com, Inc. provides online retail shopping services. It provides services to 
four primary customer sets: consumers, sellers, enterprises, and content creators. The 
company also provides other marketing and promotional services, such as online 
advertising and co-branded credit card agreements. It serves consumers through its 
retail websites with a focus on selection, price, and convenience. It designs its 
websites to enable its products to be sold by the company and by third parties across 
dozens of product categories. The company also serves developers and enterprises of 
all sizes through Amazon Web Services, which provides access to technology 
infrastructure that enables virtually any type of business. The company operates 
through three segments: North America, International, and Amazon Web Services. 
The North America segment includes retail sales of consumer products and 
subscriptions through North America-focused websites such as www.amazon.com 
and www.amazon.ca. The International segment includes retail sales of consumer 
products and subscriptions through internationally-focused websites. The Amazon 
Web Services segment includes global sales of compute, storage, database, and other 
AWS service offerings for start-ups, enterprises, government agencies, and academic 
institutions. Amazon.com was founded by Jeffrey P. Bezos in July 1994 and is 
headquartered in Seattle, WA. 
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Source 2 :  Wingfield, N. (2017). As Amazon Pushes Forward With Robots, 
Workers Find New Roles.   Retrieved 10 September, 2017, from 
https://www.nytimes.com/2017/09/10/technology/amazon-robots-
workers.html?rref=collection%2Ftimestopic%2FAmazon.com%20Inc.&actio
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 As Amazon Pushes Forward With Robots, Workers Find New Roles :Robots 
and Humans Team Up at Amazon 
Amazon’s warehouses, which now employ more than 125,000 people across the 
United States, are being outfitted with the latest in robots and tech, but not at the 
expense of human jobs. 
By JEAN YVES CHAINON and KAITLYN MULLIN on Publish Date September 
10, 2017. Photo by Jean Yves Chainon / The New York Times. Technology by 
Samsung.. Watch in Times Video »  
 embed  
 Share 
 Tweet 
FLORENCE, N.J. — Nissa Scott started working at the cavernous Amazon 
warehouse in southern New Jersey late last year, stacking plastic bins the size of 
small ottomans. It was not, she says, the most stimulating activity. And lifting the 
bins, which often weigh 25 pounds each, was also tiring over 10-hour shifts. 
Now Ms. Scott, 21, watches her replacement — a giant, bright yellow mechanical 
arm — do the stacking. 
Her new job at Amazon is to babysit several robots at a time, troubleshooting them 
when necessary and making sure they have bins to load. On a recent afternoon, a 
claw at end of the arm grabbed a bin off a conveyor belt and stacked it on another 
bin, forming neat columns on wooden pallets surrounding the robot. It was the first 
time Amazon had shown the arm, the latest generation of robots in use at its 
warehouses, to a reporter. 
 
Nissa Scott, 21, watching over a robotic arm stacking containers filled with 
merchandise at an Amazon warehouse in Florence, N.J. Credit Bryan Anselm for 
The New York Times  
“For me, it’s the most mentally challenging thing we have here,” Ms. Scott said of 
her new job. “It’s not repetitive.” 
Perhaps no company embodies the anxieties and hopes around automation better than 
Amazon. Many people, including President Trump, blame the company for 
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destroying traditional retail jobs by enticing people to shop online. At the same time, 
the company’s eye-popping growth has turned it into a hiring machine, with an 
unquenchable need for entry-level warehouse workers to satisfy customer orders. 
Amazon’s global work force is three times larger than Microsoft’s and 18 times 
larger than Facebook’s, and last week, Amazon said it would open a second 
headquarters in North America with up to 50,000 new jobs. 
 
The robots help enable the kind of efficiency gains that allow a customer to order a 
variety of products and have them delivered in a couple of days. Credit Bryan 
Anselm for The New York Times  
Complicating the equation even more, Amazon is also on the forefront of 
automation, finding new ways of getting robots to do the work once handled by 
employees. In 2014, the company began rolling out robots to its warehouses using 
machines originally developed by Kiva Systems, a company Amazon bought for 
$775 million two years earlier and renamed Amazon Robotics. Amazon now has 
more than 100,000 robots in action around the world, and it has plans to add many 
more to the mix. 
The robots make warehouse work less tedious and physically taxing, while also 
enabling the kinds of efficiency gains that let a customer order dental floss after 
breakfast and receive it before dinner. 
“It’s certainly true that Amazon would not be able to operate at the costs they have 
and the costs they provide customers without this automation,” said Martin Ford, a 
futurist and author of “Rise of the Robots,” a book about automation. “Maybe we 
wouldn’t be getting two-day shipping.” 
Human “pickers” followed instructions on computer screens, grabbing items off the 
shelves and putting them in plastic containers. Credit Bryan Anselm for The New 
York Times  
The dynamics between people and machines play out on a daily basis on the floor of 
Amazon warehouses in places like Florence, N.J., and Kent, Wash. In Kent, the 
robots vaguely resemble giant beetles and scurry around with vertical shelves loaded 
with merchandise weighing up to 3,000 pounds on their backs. Hundreds of them 
move autonomously inside a large caged area, tailgating each other but not colliding. 
On one edge of the cage, a group of human workers — the “stowers” — stuff 
products onto the shelves, replenishing their inventory. The robots whisk those 
shelves away and when a customer order arrives for products stored on their backs, 
they queue up at stations on another edge of the cage like cars waiting to go through 
a toll both. 
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There, human “pickers” follow instructions on computer screens, grabbing items off 
the shelves and putting them in plastic bins, which then disappear on conveyor belts 
destined for “packers,” people who put the products in cardboard boxes bound for 
customers. 
 
Amazon began rolling out robots to its warehouses in 2014, using machines first 
developed by Kiva Systems, a company Amazon bought for $775 million two years 
earlier. Credit Bryan Anselm for The New York Times  
Dave Clark, the top executive in charge of operations at Amazon, said the company 
wanted the machines to perform the most monotonous tasks, leaving people to do 
jobs that engage them mentally. 
"It’s a new item each time,” Mr. Clark said. “You’re finding something, you’re 
inspecting things, you’re engaging your mind in a way that I think is important." 
The robots also cut down on the walking required of workers, making Amazon 
pickers more efficient and less tired. The robots also allow Amazon to pack shelves 
together like cars in rush-hour traffic, because they no longer need aisle space for 
humans. The greater density of shelf space means more inventory under one roof, 
which means better selection for customers. 
 
The company has more than 125,000 warehouse employees. Credit Bryan Anselm 
for The New York Times  
The Amazon warehouse in Florence shows the latest example of the kinds of jobs 
machines can do better than people. Eight mechanical arms are in operation at the 
facility, a warehouse where large quantities of merchandise are broken down into 
smaller units and distributed to Amazon fulfillment centers across the country. 
The arms go by the awkward name of robotic palletizers, but workers have given 
them a dash of personality, sticking signs on each one naming them after Stuart, 
Dave and other minion characters from the “Despicable Me” movies. Unlike the 
warehouse robots in Kent, which were based on the machines Amazon got through 
its Kiva acquisition, these arms come from an outside company. 
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Amazon began installing them late last year, not long after it opened the warehouse 
in Florence. The robot arm is configured to pick up only bins of a standard size, not 
objects of other dimensions. In a demonstration of future possibilities, Amazon 
showed a virtual reality simulation used to prototype new robot concepts, including 
an arm with a forklift attachment that moved pallets. 
A robotic arm in Florence, N.J., grabbing bins filled with merchandise to form stacks 
on pallets bound for other Amazon warehouses. Credit Bryan Anselm for The New 
York Times  
When Amazon installed the robots, some people who had stacked bins before, like 
Ms. Scott, took courses at the company to become robot operators. Many others 
moved to receiving stations, where they manually sort big boxes of merchandise into 
bins. No people were laid off when the robots were installed, and Amazon found new 
roles for the displaced workers, Mr. Clark said. 
“The people didn’t go anywhere,” he said. 
The question going forward is: What happens when the future generations of robots 
arrive? 
For now, there are warehouse tasks — for example, picking individual items off 
shelves, with all their various shapes and sizes — where people outperform robots. 
Amazon has added 80,000 warehouse employees in the United States since adding 
the Kiva robots, for a total of more than 125,000 warehouse employees. And it says 
the warehouse hiring spree will continue. 
  
 
Amazon said its warehouse hiring spree will continue. Credit Bryan Anselm for The 
New York Times  
But start-ups and researchers are scrambling to overcome the many remaining 
technical obstacles. Amazon even sponsors an annual contest to encourage more 
innovation in the category. 
Mr. Ford, the author, believes it is just a matter of time before the employment 
picture in Amazon’s warehouses changes. 
“My assumption is this technology will eventually displace a lot of people in those 
warehouses,” Mr. Ford said. “I would not say that overnight huge numbers of jobs 
disappear. Maybe the first indication is they don’t get rid of those people but the pace 
of job creation slows down.” 
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Amazon’s Mr. Clark said history showed that automation increases productivity and, 
in some cases, demand from consumers, which ultimately creates more jobs. He said 
warehouse workers would continue to work in technologically rich environments. 
“It’s a myth that automation destroys net job growth,” he said. 
In the case of the Florence facility, it opened up the new opportunity for Ms. Scott. 
At one point, one of the arms knocked over a tote, sending a dozen or so cone-shaped 
plastic coffee filters skidding across the ground. Ms. Scott hit a button that froze the 
arm so she could safely pick up the mess. 
Then the arms started working again. 
“The robot will work the same all day long,” said Edward Cohoon, who supervises 
Ms. Scott and other Amazon workers as they tend to individual robots. “Their 
stomachs don’t grumble.” 
Correction: September 11, 2017  
Earlier versions of the captions for the pictures of a robotic arm in Florence, N.J., and 
human “pickers” were reversed. 
Follow Nick Wingfield on Twitter @nickwingfield. 
A version of this article appears in print on September 11, 2017, on Page B1 of the 
New York edition with the headline: The Robots of Amazon. Order Reprints| 
Today's Paper|Subscribe  
Appendix 3.3 Amazon Source 3: Transformations 
 
Source 3 :  Amazon. (2017). Transfomations: Tell Us Your Story.   Retrieved 1 September, 
2017, from https://www.amazon.com 
 
 
The most radical and transformative of inventions are often those that empower 
others to unleash their creativity—to pursue their dreams. These are the stories of the 
inventors, authors, and small business owners who are transforming their lives with 
Amazon. 
Transformations: TELL US YOUR STORY 
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We'd love to hear how you've transformed your life with Amazon, and we may even 
share your story here.  
Did you know? Gortimer Gibbon's Life on Normal Street is the first kids' series to 
receive a greenlight from Amazon Studios' open-door pilot submissions process. 
First time writer David Anaxagoras, a preschool teacher, was one of many aspiring 
filmmakers and screenwriters who submitted their ideas for original series through 
AmazonStudios.com.  
 
We don't choose our passions—our passions choose us. Get published. Write a 
screenplay. Sell to millions of customers around the world. Build the next hot 
startup. Start your career. 
OPPORTUNITIES 
Publish Your Book -  
Sell Your Product to Millions of Customers -  
Grow Your Business in the Cloud -  
Boost Your Sales with Amazon's Fulfillment Network 
Get Your Movie or Series Made 
Build a Great App 
Make Money on Your Site 
Start Your Amazon Career 
 
Did you know? In a 2014 survey, 71% of Fulfillment by Amazon (FBA) merchants 
reported more than a 20% increase in unit sales after joining FBA.  
Around the world, there are millions of sellers, authors, and developers using 
Amazon products and services to reach new customers, publish their books, and 
build and grow their businesses. And they are supported every day by more than 
300,000 Amazon employees. See what we're doing in your state. 
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At Amazon, we contribute to the communities where our employees and customers 
live. Our contributions can be seen in many ways and these are just some of our 
efforts to give back. 
In The Community 
Amazon employee rescues Hurricane Harvey victims 
He Feels Compelled to Do His Part to Help Others 
students participating in the A to Z Experience STEM camp 
Hundreds of Students Go Behind-The-Scenes For a Day of Learning and Inventing 
 
FareStart apprentice in the kitchen 
Restaurant skills give fresh hope 
FareStart Raises People Out of Poverty With Help From Amazon 
Girls Who Code - Strengthening the Tech Pipeline 
Amazon Device Donations - Donating for More Reading 
Making Books Available Around the World 
Helping Our Community 
Investing in Our Hometown 
Supporting the Writing Community 
AmazonSmile - Supporting Charities 
Supporting Our Customers' Favorite Charities 
Giving Back to Local Nonprofits in Need 
Supporting U.S. Military Troops and Families 
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Did you know? Amazon has been named a top military employer by G.I. Jobs 
magazine—for both veterans and military spouses. Crystal Ashley is one such 
employee. Read her story.  
 
We're a company of builders. Of pioneers. It's our job to make bold bets, and we get 
our energy from inventing on behalf of customers. Here are just some of the 
innovations pioneered by Amazon, and we're always looking for the next one.  
OUR INNOVATIONS 
Amazon Prime - One of the World's Most Popular Subscription Services 
One of the World's Most Popular Subscription Services 
Amazon Marketplace - Selling Products to Millions of Customers 
Prime Now - One-Hour Delivery for Prime Members 
One-Hour Delivery for Prime Members 
Career Choice - Amazon Pre-Pays up to 95% of Tuition for Courses Related to In-
Demand Fields 
Customer Reviews - Helping Customers Make Better Purchase Decisions 
 
Did you know? Amazon built Prime Now in just 111 days to innovate for customers 
around speed of delivery—customers in several cities can now get their orders in an 
hour or less.  
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If you love to build, to invent, to pioneer on a high performance team that's 
passionate about operational excellence—you’ll love it here. 
WORKING AT AMAZON 
Amazon Pre-Pays up to 95% of Tuition for Courses Related to In-Demand Fields 
Hiring Military Veterans - We Actively Recruit from Armed Forces 
Career Choice Allowed her to Reach her Dream 
Keeping Associates Connected to News Happening Throughout the Company. 
 
Did you know? Once a year, we offer our fulfillment center associates up to $5,000 
to quit. We're upfront with employees that we hope they don't take the offer, but we 
want to give them a chance to think about what they really want. If they want to 
pursue a different career, we want to support that.  
Worldwide Sustainability  
At Amazon, we are putting our scale and our inventive culture to work on 
sustainability and protecting our environment. 
Solar power at our FCs 
Amazon launches solar energy initiative on fulfillment center rooftops. 
Announcing Amazon Wind Farm Texas 
Amazon Wind Farm Texas, our largest wind farm to-date, is a 253-MW wind farm in 
western Texas that will generate approximately 1,000,000 MWh annually. 
Find out more. 
Did you know? Amazon was the leading corporate purchaser of renewable energy in 
the United States in 2016. 
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SUSTAINABILITY 
 
Did you know? Amazon worked with Mayor Ed Murray’s office and Mary’s Place – 
a local Seattle nonprofit that provides housing and career services to homeless 
families, and one we’ve supported for a number of years – to turn a building we 
recently bought into a Mary's Place emergency family shelter until the spring of 
2017. Check out the blog post.  
 
Appendix 4 Blablacar 
Appendix 4.1 Blablacar Source 1: Blablacar is to Car Hire 
  What Airbnb is to Hotel Industry 
 
Source 1:  Hickey, S. (2014). BlaBlaCar is to car hire what AirBnB is to the hotel 
industry Retrieved 1 January, 2017, from 
https://www.theguardian.com/business/2014/apr/13/blablacar-hire-airbnb-hotel-car-
share-service 
The car-share service is cheaper than public transport and targets the built-in 
inefficiencies of motoring  
 
Left to right, BlaBlaCar's Francis Nappez, Nicolas Brusson and Frédéric Mazzella.   
Supported by  
 
 
 
Shares 143, Comments 12 
Shane Hickey in Paris, Sunday 13 April 2014 17.59 AEST  
With only three days until Christmas in 2003, Frédéric Mazzella was under pressure 
to get to his family home in Fontenay-le-Comte, 300 miles outside Paris – but all the 
trains were full. 
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After eventually getting a lift from his sister, he noticed most of the cars on the road 
were empty but for the driver. This was a vast inefficiency in his eyes – but one that 
got him thinking. 
"The idea was to organise all the available seats in cars just like we organise all the 
available seats in planes and trains, with a real search engine, and this did not exist. 
There was only demand and no offer and organised in a very weird way in that you 
would have neighbours who would share a ride but you did not know where they 
were going and when," he says. 
Mazzella's observation that day was the seed for the car-sharing company BlaBlaCar, 
and it has grown to the point at which the president of SNCF, the French national 
railway, identified it as a competitor last year. 
The Paris-based company has six million members in a dozen countries, linking 
drivers with passengers who can buy seats. According to the company, a million 
people use its website every month, keying in details of where they want to go and 
when, and getting a list of drivers heading to the same destination, with their journey 
history and a price – which can be a fraction of a ticket on public transport. 
Mazzella says the early years were marked by frustration as BlaBlaCar struggled to 
reach a critical mass of drivers and passengers who could meet each others' demands. 
"You would have people offering a ride from Paris to Lyon on a Thursday at 6pm 
and people looking for a ride from Montpellier to Bordeaux on a Monday at 2pm," 
he says. 
The turning point came in 2007 when a series of strikes crippled the French transport 
system. A well-timed press release to say BlaBlaCar was still open for business 
attracted huge media attention. 
Nicolas Brusson, one of the three co-founders with Mazzella and Francis Nappez, 
says the influx of users meant that "suddenly the service worked". For the first time, 
people were saying things about the service such as "useful, interesting, low-cost, 
efficient". 
After that leap forward, the business continued to grow, opening an office in 2009 
and hiring its first employee. Then when the Icelandic volcano Eyjafjallajökull 
erupted in April 2010, throwing gigantic quantities of ash into the air and causing 
massive disruption to air travel, prices on BlaBlaCar skyrocketed. With a trip from 
Madrid to Paris costing €850 (£706), the founders decided to cap prices in an attempt 
to retain the spirit of the "sharing economy". 
That decision also means drivers do not pay tax on the income as the price cap 
ensures they do not make a profit. In a similar vein, their insurance is not affected as 
it is not deemed a commercial venture. 
These days when drivers offer a ride, an online calculator suggests the price with an 
upper limit – it costs around £35 to go from London to Edinburgh, for instance. 
Drivers can ask for more but the maximum is £46. 
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Profiles of members show how much experience they have of the service, meaning 
those with more – known as "ambassadors" – attract more ride shares and, 
importantly, each user's profile includes a "BlaBla" measurement, which indicates 
how much they are willing to chat during a trip. 
In France, the company charges a commission of 11% of the journey price – 
something that will begin in the UK this year, where at the moment there are no 
charges. Recent expansion to Russia and Ukraine brings to 12 the number of 
countries where BlaBlaCar operates, the others being the UK, Spain, Portugal, 
France, Italy, Belgium, Luxembourg, Holland, Poland and Germany. 
In January 2012, $10m (£6m) was raised in a venture round led by Accel Partners. 
"We are learning to use our resources in a smarter way. Driving alone in your car for 
300 miles has always been a nonsense, it is an economical and an ecological 
nonsense and it is boring," says Mazzella. 
"It was just a business model from the automobile industry: they had one product – 
the Ford T [the first affordable car] was released with four seats – and it has always 
been the same product. They sold it to families at the beginning, then to the dad, the 
mum, the son. When [children] are 18, they will get one. 
"It was always a social way of transport [but] then it became individual cars. Now 
cars when they are finished have one seat which is used and three [that] are not – it is 
a nonsense." 
He says that car advertisements typically have one driver. "The message that is sent 
is that you can have one for your weekends, one for your weekdays – the entire auto 
industry is getting us to buy cars all the time. 
"Half the TV ads are for the new car industry and it is 10% of the French domestic 
product. Cars spend 95% of their time not moving and the 5% of their time when 
they are moving, there is one person in it." 
Students, artists, civil servants and teachers in their late 20s were the typical users at 
the outset but this has broadened as BlaBlaCar has grown, according to Mazzella. 
The company may expand into Asia, the US and Latin America and the founders cite 
trains and buses as the competition, not similar services. BlaBlaCar is often 
compared to Airbnb, the six-year-old accommodation site that was recently reported 
to be in talks to raise capital in a deal valuing it at $10bn. 
Brusson predicts that Europe is coming to the end of an era. "Every state except 
Germany is broke, so it is not like we are going to build new roads and rail networks. 
We need to be smarter about the way we consume and leverage the assets that we 
have already and make better use [of them]," he says. "I think we are entering an era 
of more efficiency. I think we are going to consume in a new way. The reality is now 
you can leverage your apartment and your car." 
Sidebar – Is it safe? 
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BlaBlaCar carries out checks on the mobile phone numbers, emails and bank 
accounts of its users and encourages members of the community to rate each other, in 
turn building trust for frequent members. 
"If you wanted to go and steal a car and do something weird, why would you bother 
to go on a site where you have to check your bank account and check your mobile 
number?" asked Brusson. 
A feature called "Ladies Only" was introduced to allow for cars where both the 
drivers and passengers are female. 
You can follow the Innovators column on Twitter @GuardianInnovat 
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Source 2: Dillet, R. (2014). BlaBlaCar Raises A Massive $100 Million Round To 
Create A Global Long Distance Ride-Sharing Network.   Retrieved 1 January, 
2017, from https://techcrunch.com/2014/07/01/blablacar-raises-a-massive-
100-million-round-to-create-a-global-ride-sharing-network/ 
 
Posted Jul 1, 2014 by Romain Dillet (@romaindillet) 
 
 
In what is the largest VC round in a French startup of all time, BlaBlaCar just raised 
a $100 million round led by Index Ventures, with existing investors Accel Partners, 
ISAI and Lead Edge Capital also participating in the round. Previously, Deezer 
raised a $130 million round from Warner Music Group’s owner Access Industries, 
but it wasn’t VC money per se. 
“Our ambition is to go further than what we have today, even though we still need to 
consolidate what we began,” co-founder and CEO Frédéric Mazzella told me in a 
phone interview. “At this point, we could either try to optimize our business to 
become profitable, or we could invest with this proof of concept to expand now and 
become profitable later.” 
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I’ll let you guess what the team chose. 
BlaBlaCar is a marketplace where you can find a driver who is driving from one city 
to another and book a seat in advance. Drivers can make a bit of money while riders 
can travel for cheap. It has the same business model as Airbnb — you pay or get 
money every time you ride or drive, and the company takes a 10 percent cut on 
average. But the true beauty in BlaBlaCar’s business is that its marketplace is getting 
much better all the time — the more people use it, the more rides you will find close 
to your home, even if you’re going from a tiny city to another small city. 
Today’s news is also a great signal for the French tech ecosystem for two reasons. 
First, BlaBlaCar managed to find VC money to fuel its incredible growth — this is 
relevant as French VC firms don’t have big enough funds to lead these kind of 
massive rounds. But bigger VC firms operating outside of France are often looking 
for interesting deals in the French tech scene. 
“BlaBlaCar is like a Rocket Internet company, with a teddy bear at the top of the 
company” 
Second, while the terms of the deal are undisclosed, BlaBlaCar is probably the next 
French billion-dollar tech company after Criteo‘s IPO on the NASDAQ. At heart, 
BlaBlaCar is a community-powered collaborative consumption startup. In other 
words, it is something completely different from Criteo’s advertising technology 
platform. 
It proves that France is not a one-horse town. There are very talented people creating 
diametrically opposed startups, and they are willing to become global leaders. 
BlaBlaCar now operates in 12 countries and has 8 million members (after 
announcing 7 million members in May 2014), with a million monthly active users — 
a BlaBlaCar active user is someone who has shared a ride in the last month. At the 
same time last year, only 330,000 people used the service every month. 
So far, the company doesn’t face any legal issue as it promotes a revenue sharing 
model, and not a profit-seeking model like Uber — it’s like asking for your friends to 
pay for the gas. 
The key competitive advantage of the company is that it’s much cheaper to share a 
ride than to take a train or a plane. The average 200 miles ride costs $25 on average. 
While companies like Uber are going to own the urban transportation startup, 
BlaBlaCar could become the global leader of longer rides. 
It is one of Index’s largest deals to date. BlaBlaCar’s previous round was only $10 
million in January 2012. So this round seems like a big step forward — even 
BlaBlaCar itself didn’t think it would be able to raise $100 million this time. 
“I handled the fundraising process as I used to work as a VC,” co-founder and COO 
Nicolas Brusson told me in a phone interview. “The first VC firms I saw were in 
New York and the Silicon Valley, and I was pitching a $27 million round. We 
realized that people really understood what we were doing now.” 
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“Every car can potentially become a BlaBlaCar. I wanted to avoid Europe’s boy 
scout model — many companies don’t raise enough money because they don’t want 
to give away too much equity and then face American competitors who raised much 
more,” he continued. 
“BlaBlaCar has a huge potential market,” Martin Mignot from Index Ventures told 
me in an interview. “Everybody needs to travel long distance, that’s why ride sharing 
makes sense. Comparatively, Uber or even cabs are all about convenience. 
BlaBlaCar is both convenience and necessity.” Both Dominique Vidal and Mignot 
from Index Ventures are joining the board. 
A Company Of Friendly Ogres 
 “BlaBlaCar is like a Rocket Internet company, with a teddy bear at the top of the 
company,” someone recently told me. And it’s true that BlaBlaCar has the same 
focus as a Rocket Internet entrepreneur who wants to take over the world. But the 
culture is different. 
When I first went to BlaBlaCar’s office in Paris, Mazzella took a lot of time talking 
about the company’s values. They were smart, witty and polite. Team members told 
me that the entire company recently went skiing together — Mazzella wants 
BlaBlaCar to be in the top rankings of best companies to work for. 
Yet, there is something truly Rocket Internet-like going on at BlaBlaCar — in a good 
way. Everybody seems to speak at least three different languages, they all seem to 
have graduated from top business schools or engineering schools, and they are 
hungry. 
It’s a team of young and fearless employees who believe in the company’s mission 
and probably don’t realize how important BlaBlaCar is becoming. This way, the 
company can achieve a lot of things with very few people. 
“We always have 5 to 10 countries on our radar,” Mazzella said. “And when the stars 
align, meaning we have the right local team, the right market and the bandwidth, we 
shoot.” 
Right now, the company is looking at countries all over the world, such as Turkey, 
India, Brazil or Eastern Europe countries. For multiple reasons, the U.S. is not on the 
radar yet — gas is cheap, and cities are too big and too far away from each other. 
As Mignot told me, it’s a land-grabbing industry. You need to use your brand, 
product and money to take over entire countries before local competitors become too 
big — and it’s working. Even in Germany where Carpooling.com is quite effective, 
BlaBlaCar now has more than a million members after a year. 
“The way we build our international expansion is with local offices,” Brusson told 
me. “We have an office in London, Madrid, Milan, Moscow, Warsaw… We made a 
lot of small acquisitions because that’s the best way to find talented entrepreneurs 
who are passionate about this industry. That’s how we launched in Italy, Germany, 
Poland and Russia.” 
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An Overnight Success That Was Ten Years In The Making 
Someone recently told me that people were leaving the room when Mazzella pitched 
his idea in front of an audience in the early days. Founded in 2004 as Covoiturage.fr, 
Mazzella had a tough time convincing French customers. 
“From 2004 to 2009, I can tell you that I tried everything,” Mazzella told me. That’s 
also how the three co-founders Mazzella, Brusson and CTO Francis Nappez could 
experiment with different things before settling for a traditional transactional model 
with a frictionless marketplace. That’s probably why the company is moving so 
quickly now — it’s like the team already failed and now has the opportunity to make 
it right. 
BlaBlaCar will certainly face other challenges, but it is well-positioned to expand to 
many new markets, especially now with the new influx of cash. 
 
 
 
 
Appendix 4.3 Blablacar Source 3: About Blablacar 
 
Source 3 :   BlaBlaCar. (2016). About Us Retrieved 1 January, 2017, from  
https://www.blablacar.com/about-us 
  
 About Us 
 Inside Story 
 Founders 
 Awards 
 Culture 
About Us 
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When 20-something Fred was trying to get home to his family in the French 
countryside for Christmas, he struggled as he had no car and all the trains were full. 
After begging his sister to pick him up, it was on the road when Fred noticed the 
sheer number of people driving alone. It hit him that all those empty seats in existing 
cars could be the beginning of a new travel network. Over the next decade, together 
with co-founders Francis and Nicolas, the trio took this simple idea and built it into 
the world’s leading carpooling platform, connecting millions of people going the 
same way. Take a look at our journey so far! 
0 1 2 3 4 5 6 7 8 9  
0 1 2 3 4 5 6 7 8 9  
0 1 2 3 4 5 6 7 8 9  
0 1 2 3 4 5 6 7 8 9  
December 2016  
40 million members across the globe and counting.  
 
Summer 2016  
BlaBlaTour rocks the world!  
 
May 2016  
Trust is what enables millions of people to carpool every day. Read how BlaBlaCar 
is Entering the Trust Age.  
 
April 2016  
Over 500 international faces on the team and growing!  
 
In 2016  
New product features are added to improve the overall experience including ID 
checks, two-way ratings and “2 Max in the Back.”  
January 2016  
BlaBlaCar joins forces with carpooling platform Jizdomat, putting Czech and 
Slovakia on the map.  
In 2015  
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BlaBlaCar expands further by launching in Brazil and India, and by teaming up with 
Rides in Mexico, Mitfahrgelegenheit in Germany and Autohop in Hungary, Croatia, 
Serbia and Romania.  
Summer 2015  
BlaBlaTour 2015 brings members together in 90 cities giving everyone the chance to 
meet each other and give feedback.  
September 2015  
To fuel global growth and expand internationally, $200m is raised through Insight 
Venture Partners, Lead Edge Capital and Vostok New Ventures.  
In 2014  
BlaBlaCar launches in Turkey and partners up with Podorozhniki in Russia and 
Ukraine.  
 
November 2014  
Members of the BlaBlaCar community help out other members through the launch of 
BlaBlaHelp, an online chat.  
July 2014  
To become the global leader in long-distance carpooling, $100m is raised through 
Index Ventures  
April 2013  
BlaBlaCar expands further by launching in Germany.  
 
March 2013  
BlaBlaCar’s 10 values are born after being crowdsourced during a ski trip in the 
French Alps.  
October 2013  
The new and improved Version 3 platform goes live.  
 
November 2012  
Trustman is born during a TED Talk in Paris.  
Throughout 2012  
BlaBlaCar teams up with PostoinAuto and Superdojazd and opens up in Italy and 
Poland.  
January 2012  
€7.5M is raised through Accel Partners to accelerate expansion into France’s 
neighbouring countries.  
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April 2011  
To bring back reliability to all members, the online booking system is launched in 
France.  
May 2010  
BlaBlaCar becomes the preferred travel alternative during the Icelandic volcanic ash 
cloud.  
April 2010  
€1.25M is raised through ISAI and Cabiedes Partners in order to deploy a robust 
business model  
 
December 2009  
Launch of BlaBlaCar’s app on iPhone.  
October 2009  
People from Spain now have access to BlaBlaCar as well!  
June 2009  
To accelerate growth and allow BlaBlaCar to become France’s leader in community 
size, €600k is raised through good friends and business angels.  
February 2009  
Fred’s living room finally becomes a living room again as the team moves into a 
regular office.  
January 2009  
First employee Laure Wagner joins BlaBlaCar  
August 2008  
After a busy summer of coding, Version 2 launches.  
In 2008  
BlaBlaCar starts to build an even stronger community by introducing ratings and 
pictures.  
 
Summer 2008  
BlaBlaCar expands its carpooling service by building custom platforms for Ikea and 
Carrefour.  
2008  
100k members in the community and growing everyday!  
July 2007  
BlaBlaCar becomes a travel solution during train strikes and gets thrown into the 
media spotlight.  
2007  
First version launches on mobile.  
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October 2007  
Fred and Nicolas Brusson meet at INSEAD Business School and start to transform 
the project by developing a business plan.  
September 2006  
BlaBlaCar officially launches in France under the name covoiturage.fr.  
 
In 2006  
Fred meets Francis Nappez and they begin to code nonstop.  
2004 - 2005  
Develop. Eat pasta. Develop.  
 
Christmas 2003  
All train tickets are sold out and Fred is stuck in Paris with no way to get home to his 
family in Vendee for Christmas. After his sister agrees to pick him up, it’s on the 
road when Fred spots all the empty cars driving by. “Oh my God,” he thinks, “There 
ARE seats going places, but they’re not in trains, they’re in CARS!” And just like 
that, the idea of a people-powered travel network is born.  
If you want to know more: 
Founders 
Culture 
Inside Story 
Newsroom 
Become the part of our story! 
Offer a ride Share a ride  
 About BlaBlaCar  
 Dream Jobs  
 Newsroom  
 
Terms & Privacy Policy  
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© 2017 BlaBlaCar 
By using our website, you accept that we use cookies to perform analytics and 
produce content & ads tailored to your interests. Read our policy on cookies usage 
 
Appendix 4.4 Blablacar Source 4: How Blablacar Created a 
  Global Transport Network 
 
Source 4:   Rose, I., & Wheeler, M. (2017). How BlaBlaCar created a global 
transport network.   Retrieved 1 May, 2017, from 
http://www.bbc.com/news/business-38597504 
By Ian Rose and Matthew Wheeler Paris  
 16 January 2017 
 From the section Business 
Media captionHow BlaBlaCar created a global transport network with empty car 
seats. 
A rail strike is a strange time to realise that your start-up is going to be a success but 
that was the moment that the founders of BlaBlaCar knew that their company was 
going to take off.  
BlaBlaCar is the French online ride-sharing company that pairs people travelling 
between cities with drivers who have empty seats in their car.  
When it was set up in 2006, founders Nicolas Brusson and Frederic Mazzella found 
it difficult to persuade customers or investors of the idea.  
"People thought we were crazy. At the beginning they would say, 'it's interesting but 
you're doing hitchhiking online and no-one's going to do that,'" Mr Brusson says.  
Image caption BlaBlaCar's global headquarters occupy three floors of the "#Cloud" 
building in Paris  
The popularity and success of BlaBlaCar today is likely to make any investor who 
turned them down 10 years ago cry into their cornflakes. Mr Brusson confirms to the 
BBC that the latest round of funding values the company at more than £1.2bn 
($1.5bn; €1.4bn). 
The company makes its money by taking a percentage of the cost of the journeys 
taken by its 35 million members in 22 countries. It says four million people use 
BlaBlaCar every month. 
A series of 'fortunate, unfortunate' events 
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The company's big break came in 2007 when the French train network was shut 
down by a strike and passengers were looking for alternative ways of travelling.  
BlaBlaCar saw a massive boost, not only in its usage but also to its profile as media 
companies lined up to cover the strike-busting solution.  
"It was the first time I realised it was very useful," Mr Brusson says. "After this spike 
the passenger numbers went down but to a much higher level than before, a lot of 
people came back."  
Image copyright Mila HO Image caption The ash cloud rising from a volcano on 
Iceland's Eyjafjallajokull glacier grounded planes across Europe in 2010  
Today one in five adults in France are members of BlaBlaCar.  
"We didn't wait to be successful in one market before moving into another," Mr 
Brusson says. "If we were going to work in France we could work across Europe." 
In 2009 it went into Spain, while a year later an explosion of ash from a volcano on 
Iceland's Eyjafjallajokull glacier grounded planes across Europe, giving BlaBlaCar 
the second "fortunate, unfortunate" event, which boosted its popularity again.  
A French company doing business in English 
The company began to grow across Europe, either by moving in or acquiring 
competitors.  
"We are a French company," says Cyrielle Callot, Blablacar's head of growth, "but 
our main language is English." 
Image caption A screen in the BlaBlaCar office shows journeys being taken by users 
on the platform across Europe  
It has an office in London but the main hub is in the very chic "#Cloud" building in 
Paris - BlaBlaCar takes up the first three floors, while Facebook is a close neighbour.  
These two offices link up a global staff of 550 employees who stretch across Europe 
from Portugal to Russia, the Ukraine and Turkey, and since 2014 they have expanded 
into India, Brazil and Mexico.  
Some countries have taken off more than others, Russia and India in particular have 
seen what the company describes as "phenomenal growth", the UK has reportedly 
seen slower growth. 
Would you get into a stranger's car? 
One evening in Paris we watched as three female BlaBlaCar passengers got into the 
cars of drivers they had never met. 
 337 
 
"I always choose a driver who has his picture on the site and good reviews from 
former travellers," says one of the women, Lucienne Nault.  
Image caption Lucienne Nault is a regular BlaBlaCar user  
Ms Nault had just been dropped off in Paris having travelled from Brussels, and was 
waiting for her second BlaBlaCar driver to pick her up on her way home to the Loire 
Valley.  
"I make sure when I travel there are always other passengers," she says. "After all, in 
a train one sits next to perfect strangers." 
Jessica Ekholm, research director for Gartner, the information technology research 
company, sees the trust issue as one of the company's biggest ongoing challenges. 
"Trust is paramount," she says. "You need to know who's driving you. Is this a good 
driver? They have their scoring, but can you really trust it? Can you trust the people 
who have recommended them? Who else is going to be travelling in the car?" 
"We collect a lot of information," says BlaBla Car's Cyrielle Callot in response.  
"Name, age, gender, profession. More and more we ask people to Facebook Connect. 
We have peer-to-peer ratings, so whenever you're going to be using Blablacar as a 
driver or a passenger, each person is going to rate the other. And we have a feature 
called Ladies Only, so that they can choose rides where only women are travelling." 
Not Uber 
BlaBlaCar hopes to avoid many of the issues faced by the ride-hailing app Uber. 
Drivers on the BlaBlaCar platform can only charge for the cost of the journey.  
Image caption Nicolas Brusson, co-founder of BlaBlaCar, says the company sticks 
closer to the ethos of the "sharing economy" than Uber or Airbnb  
They do not have to change their insurance or pay tax on the money they receive 
from passengers as they are technically not making a profit.  
Mr Brusson says that companies like Uber and Airbnb have strayed from the original 
ethos of the sharing economy, as they are offering a business service to consumers, 
not a sharing service between one consumer and another.  
He claims that the "global transport network" BlaBlaCar has built has been based on 
the insight that the average car occupancy in most countries in the world is around 
1.5 seats per car.  
"The biggest mode of travel all over Europe and all over the world is the car, " he 
says. "When you think of the volume of the available seats you have in cars and the 
fact that they're not occupied, it's absurd, it's like running an airline company with 
your aircraft three-quarters empty."  
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Appendix 5 Blogger 
Appendix 5.1 Blogger Source 1: Evan Williams, the Founder 
  of Blogger and Twitter, Epitomises Silicon  
  Valley's Right Brain 
 
Source 1 :  Morishige, S. (2007). Evan Williams, the founder of Blogger and 
Twitter, epitomises Silicon Valley's right brain Retrieved 1 January, 2017, from 
http://www.economist.com/node/10328123 
 
Dec 19th 2007, Sara Morishige 
AT SOME point in the decade after he moved from the farm in Nebraska where he 
grew up to the innovation hub that is the San Francisco Bay Area, Evan Williams 
accidentally stumbled upon three insights. First, that genuinely new ideas are, well, 
accidentally stumbled upon rather than sought out; second, that new ideas are by 
definition hard to explain to others, because words can express only what is already 
known; and third, that good ideas seem obvious in retrospect. So, having already had 
two accidental successes—one called Blogger, the other Twitter—Mr Williams is 
now trying to make accidents a regular occurrence for his company, called Obvious. 
Of his previous successes, Blogger is today the best-known. It came about in the late 
1990s when Mr Williams and his team struggled to build a complex software tool to 
let people collaborate. To keep each other abreast of the project, they kept a simple 
internal diary. Since that seemed to be the only thing working well, they joked that it, 
not the original project, should become their product. Thus was born Blogger, a web 
service that lets anybody create a blog with a few clicks. At the time, almost nobody 
understood what a blog was, or why anybody would want one. But in 2003 Google 
bought the company, and both blogs and Blogger are today part of the internet's 
mainstream. 
By transferring to Google, however, Mr Williams, with his intuitive right-brain 
approach, was moving to Silicon Valley's analytical left brain. Shy and taciturn, he 
discreetly lets on that he hated every minute of his time at what was already an 
internet superpower in the making. Google trumpets its innovative nature, but its 
genius is for attacking known problems (web search, e-mail, calendars, etc) with 
brute force—weapons of mass computing and mathematical algorithms. Mr 
Williams's passion is solving new problems. In theory he could have done this at 
Google with his “20% time” on the side, but in practice he found it tedious to pitch 
ideas to the Google bureaucracy. Left and right brains clashed in other ways. Google 
values official brains—the credentialled, academic sort—whereas Mr Williams 
dropped out of university in Nebraska because he found the concept somewhat silly. 
He left Google after less than a year. 
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His next idea, he now realises, was flawed by being obvious not in retrospect, but 
from the start—itself an important lesson. When podcasts emerged as the audio 
analogue of blogs, Mr Williams used his Google money to invest in a firm called 
Odeo that aimed to make listening to podcasts easier. Yet such a tool was so vital 
that Apple did the job with iTunes, its popular music-library software, thus 
eliminating the need for Odeo.  
So Mr Williams started Obvious, determined to go back to good accidental 
stumbling. One of its side projects—Mr Williams loves side projects so much that 
his main projects seem to exist mainly as placeholders—was something called 
Twitter. If blogs were difficult to explain in 1999, Twitters are well nigh impossible. 
You might call them micro-blogs or nano-blogs, as Twitter lets users write only 140 
characters at a time, albeit from any device, or using an instant message or text 
message. Twitter imposes another restraint: each post must be an answer to the same 
question: What are you doing? 
Thinking with the left brain, most reasonable people seem to agree that this idea is 
hare-brained, frivolous, banal and ridiculous. Indeed it is. And millions of people 
absolutely love it, twittering away throughout the day. Like all new and cool things, 
says Mr Williams, it's “experiential”. So it turns out that mums love to be notified on 
their mobile phones that their teenager is “eating an orange”. Colleagues appreciate 
that you are “running late” as they wait in the meeting room. Friends seeing that you 
are “having an espresso at Starbucks” might stop by. And a lot of people simply feel 
more connected by scavenging for conversational scraps from their friends. 
All of this has made Twitter the third “next big thing” in Silicon Valley in 2007—
after the iPhone, Apple's innovative new mobile handset, and Facebook, a social-
networking site. The proof is that copycats have sprung up, that Google has bought 
one of them and that Facebook has made its “status” updates, in effect, internal 
Twitters. (Facebook also works with Twitter itself.) Exactly how to make money 
from Twitter remains an open question—one that Mr Williams is intellectually 
curious about, though it has not exactly been his main concern in the past. He would 
like to make Twitter as mainstream as Blogger. But what he really wants is to make 
stumbling on accidents into a culture, habit, process or speciality. That is why he has 
spun the 12 people working on Twitter out of Obvious (though they all sit in the 
same snazzy San Francisco loft), and is looking for new talent. 
The pursuit of accidents 
The irony of trying to plan accidents, and orchestrate their frequent occurrence, is not 
lost on Mr Williams. So he tries mental tricks. One is to ask “what can we take away 
to create something new?” A decade ago, you could have started with Yahoo! and 
taken away all the clutter around the search box to get Google. When he took 
Blogger and took away everything except one 140-character line, he had Twitter. 
Radical constraints, he believes, can lead to breakthroughs in simplicity and entirely 
new things.  
For the same reason, Mr Williams loves frustration. Blogger revealed itself when he 
was frustrated with something bigger: collaboration software. He chooses still to be 
frustrated by it, saying that he would like to create some sort of “better to-do list”, a 
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cross between a calendar, a wiki and other things. Ultimately, that is not the point, of 
course. The point is to try to do one thing, in the hope of losing discipline and focus 
at the first opportunity. “We have an itch that we scratch,” he says, “and that 
becomes the thing.” Silicon Valley is what it is because it has a few firms like 
Google—and lots of people like Evan Williams.  
 
Appendix 5.2 Blogger Source 2: Google Blogger in the  
  Enterprise: Four tips 
 
Source 2:  Wolber, A. (2013). Google Blogger in the Enterprise: Four tips.   
Retrieved 1 January, 2017, from http://www.techrepublic.com/blog/google-in-the-
enterprise/google-blogger-in-the-enterprise-four-tips/ 
Blogs aren't dead, but their role is changing due to the emergence of social media 
tools.  
By Andy Wolber | in Google in the Enterprise, August 6, 2013, 1:24 PM PST  
Blogs provide a powerful publishing platform, while social media tools facilitate 
broad awareness and engagement. Blogs are by no means dead, but the best use of 
blogging tools has changed. If you've built up an active community around a 
blogging platform, such as Blogger, I suggest you keep it going. But to understand 
how - and why - blogs changed, it helps if you know a bit of history. 
A history of the social web in fewer than 150 words 
Once upon a time (1989 for those of you seeking historical accuracy), Tim Berners-
Lee created web pages. People loved web pages and made lots of them. Web pages 
grew into websites.  
Many people wanted to read the newest information first and to comment on what 
they read. Websites evolved into weblogs by the early 2000s, where people wrote 
posts and comments. (Blogs were so popular that people transformed a noun into a 
verb: "a blog" became "to blog".) 
By 2013, social networks such as Facebook, Twitter, and Google+ achieved wide 
adoption and more than half of the adults in the United Stated owned a smartphone. 
People now share "nuggets" of information (e.g., photos, status updates, short videos, 
links, and/or location info) to these social networks using smartphones. Social tools 
also enable private discussions, within companies or among collaborating groups. 
Blogger.com 
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Like blogs, Blogger.com has changed over the years, but 
still retains some fundamental features. The Google tool remains free to use, doesn't 
require you to display ads, and also lets you remove the Blogger-branded title bar. 
Blogger offers several themes from which to choose, although you may also 
customize the site's look by hand - editing HTML or CSS. Some of the themes adapt 
well to mobile devices. Blogger also supports permanent Pages in addition to blog 
Posts. 
No matter what blogging platform you choose for your organization, there are some 
basic best practices to keep in mind. 
 
Tips for organizational blogs today 
Tip 1: Provide authoritative info 
Blogs today are best used by organizations to provide authoritative information about 
products and services, and their effective use. Social networking tools are best used 
by organizations to raise awareness, respond to inquiries, and engage in discussion. 
For example, Google blog posts typically are one of four categories: 
 Product announcements: e.g., the Google Drive blog announced changes to 
user storage limits 
 Usage tips: e.g., the official Google blog provided Android security tips 
 Case studies: e.g., the Google official Enterprise blog shared the story of a 
company deploying Chromeboxes in a retail store 
 Company news: e.g., both Google and Waze posted notices of the Google 
acquisition of Waze 
Tip 2: Segment blogs by audience interests 
Make sure your posts focus on information relevant to the user: what might be 
relevant for one audience might only confuse another. For example, the Google 
Developers blog provides information for a highly technical audience, while the 
Google Drive blog tends to provide more user-oriented information. Sometimes 
cross-posting information to multiple blogs is acceptable, as Google did with the post 
"An improved DevTools editing workflow", which was posted to the Developer and 
Chromium blogs. 
You can map individual Blogger.com blogs to their own unique domain: 
Project42.yourcompany.net and Project314.yourcompany.net could map to blogs for 
each project, respectively. Google provides support pages that walk you through the 
process to map your domains. 
 
Tip 3: Blog posts are the new press release 
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You shouldn't send press releases anymore: you should publish a blog post, then 
promote it using social media. (I'll concede that you still need to maintain an opt-in 
email distribution list.) You can create Blogger posts from the web, or from Android 
or iOS apps. And, you can provide links to any related files shared publicly, such as 
photos or PDFs stored on Google Drive. 
Tip 4: Comments are optional 
Originally, blogs were all about discussion. But with the advent of social networks, 
more folks are turning comments off. It may sound a bit odd to do that, but the logic 
is sound: social media tools are for engaging, blogs are more about publishing. Matt 
Gemmell had a nice write up about this, titled "Comments Off", in which he 
encourages people to write replies on their own blog or respond via Twitter. (Blogger 
provides controls that let you disable comments, either for the entire blog, or on 
individual posts.) 
Comments are where the integration of Blogger and Google+ gets interesting. By 
linking the Blogger account to Google+ Comments, you get the best of both worlds: 
the post remains authoritative, while the Google+ social network enables discussion. 
For example, the July 24, 2013, Chromecast announcement was posted to Google's 
blog, with all the discussion occurring via people's Google+ accounts. 
The right tool for publishing? Discussion? 
The next time you hear people calling blogs dead, pull out this post and point to 
Google's use of blogs. Create a blog for a product line at Blogger.com. Use a blog 
post to share product info or replace an old-fashioned press release. 
Tell me how you think the role of blogs has changed by commenting below, or 
sharing and commenting on this post on Google+ or Twitter. 
 
Appendix 5.3 Blogger Source 3: Publish your passions, your 
  way 
 
Source 3:  Blogger. Publish Your Passions, Your Way.   Retrieved 1 January, 2017, 
from https://www.blogger.com/about/?r=2 
 
Create a unique and beautiful blog. It’s easy and free. 
Choose the perfect design 
Create a beautiful blog that fits your style. Choose from a selection of easy-to-use 
templates – all with flexible layouts and hundreds of background images – or design 
something new 
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Get a free domain 
Give your blog the perfect home. Get a free blogspot.com domain or buy a custom 
domain with just a few clicks 
Earn money 
Get paid for your hard work. Google AdSense can automatically display relevant 
targeted ads on your blog so that you can earn income by posting about your passion.  
Know your audience 
Find out which posts are a hit with Blogger’s built-in analytics. You’ll see where 
your audience is coming from and what they’re interested in. You can even connect 
your blog directly to Google Analytics for a more detailed look.  
Hang onto your memories 
Save the moments that matter. Blogger lets you safely store thousands of posts, 
photos, and more with Google for free.  
Join millions of others 
Whether sharing your expertise, breaking news, or whatever’s on your mind, you’re 
in good company on Blogger. Sign up to discover why millions of people have 
published their passions here. 
 
Appendix 5.4 Blogger Source 4: Google buys Blogger web  
  service 
 
Source 4 :  McIntosh, N. (2003). Google buys Blogger web service from 
https://www.theguardian.com/business/2003/feb/18/digitalmedia.citynews 
Neil McIntosh, Wednesday 19 February 2003 04.13 AEDT  
Google, the world's most-used internet search engine, yesterday announced the 
acquisition of Blogger, a web service which has fuelled the rapid rise of the web 
journals popularly known as weblogs. 
Pyra Labs, the company behind Blogger, was sold to Google for an undisclosed sum 
on Saturday after four months of negotiations.  
Weblogs, once the preserve of a technologically savvy elite, have gained popularity 
since the terrorist attacks of September 11 2001. The websites, which mostly serve 
niche audiences, typically contain frequently updated opinion and links to material 
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around the internet. Blogger is behind more than 1m weblogs, 200,000 of which are 
active.  
Sign up to the Media Briefing: news for the news-makers  
The sale is being seen by many in the online community as a sign weblogs have 
become a mainstream medium. Evan Williams, Pyra's chief executive, said last night 
he was very happy about the deal which has transferred him and Blogger's six staff to 
Google.  
He said: "There is not a great deal I can talk about at the moment.We are all still 
trying to figure it out." Earlier, on his Evhead.com weblog, he described the purchase 
as "an awesome opportunity".  
The sale is a dramatic turnaround for San Francisco-based Blogger, which rode the 
high and subsequent low of the dotcom boom. The company was founded in 1999, 
and Mr Williams had to lay off the company's entire staff in late 2000. He continued 
to maintain the service by himself from his home until last year, when he increased 
revenues by starting a premium version. 
 
Appendix 5.5 Blogger Source 5: Blogger Finally Releases an 
  iPhone App 
 
Source 5 :  Parr, B. (2011). Google has finally launched an iOS app for Blogger.   
Retrieved 1 January, 2017, from http://mashable.com/2011/09/08/blogger-iphone-
app/#r16Wvnx5c8q1 
 
By Ben ParrSep 09, 2011 
 
Google has finally launched an iOS app for Blogger, giving the blog network's 
millions of users a simple way to write, manage and publish posts from their 
iPhones. 
The app, available for iOS users 3.2 and up, is rather straightforward. It allows users 
to compose and publish blog posts complete with photos and geotagging. It also lets 
users view and edit their published and draft blog posts. It mimics the simplicity of 
the Blogger for Android interface, though. Users can also manage multiple blogs 
from the interface. 
While the app works for the iPad, it only works in compatibility mode. Hopefully an 
iPad app is in the near future. 
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This is the first official Blogger app for the iPhone. BlogPress created an unofficial 
app that Blogger endorsed, but an official app has been long overdue. The blogging 
service, once the world's largest blogging service, has been overshadowed by 
WordPress, Tumblr and more lightweight competition. Google recently started 
investing in an overhaul of the service in an attempt to make Blogger relevant once 
again. 
What do you think of Blogger and its new iOS app? Let us know in the comments. 
 
Appendix 6 CouchSurfing 
Appendix 6.1 CouchSurfing Source 1: What do you do when 
  you are green, broke and connected? You  
  share 
 
Source 1 :  Economist. (2010). The business of sharing: What do you do when you 
are green, broke and connected? You share Retrieved 1 December, 2016, 
from http://www.economist.com/node/17249322 
The business of sharing 
Oct 14th 2010  
 
WHY buy when you can rent? This simple question is the foundation stone of a 
growing number of businesses. Why buy a car (and pay for parking) when you can 
rent one whenever you need to load up at IKEA? Why buy a bike (and risk having it 
stolen) when you can pick one up at a bike rack near your home and drop it off at 
another rack near your office? Why buy a DVD when you can watch it and return it 
in a convenient envelope?  
Renting is not a new business, of course. Hotel chains and car-hire firms have been 
around for ages, and the world's oldest profession, one might argue, involves renting. 
But for most of the past 50 years renters have been conceding ground to owners. 
Laundromats have been closing down as people buy their own washing machines. 
Home ownership was, until the financial crisis, rising nearly everywhere. Rental 
markets grew ossified: hotels and car-hire firms barely changed their business 
models for decades. All this is now changing dramatically, however, thanks to 
technology, austerity and greenery.  
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The internet makes it easy to compare prices, which makes rental cars and hotel 
rooms cheaper. It also allows new ways of renting and sharing to thrive. For 
example, car-sharing is booming even as car sales languish. Zipcar, an American 
firm, has 400,000 members who pay an annual fee and can then rent cars by the hour. 
They log on to find out where the nearest Zipcar is parked, and return it to one of 
many scattered parking bays rather than a central location. Netflix, a film-rental firm, 
made $116m last year by making it easy to hire movies by mail. Governments are 
joining in: London is one of several cities that rent bikes to citizens who take the 
trouble to fill out a few forms.  
Trendy folk are applauding. “Sharing is clean, crisp, urbane, postmodern,” says Mark 
Levine of the New York Times. “Owning is dull, selfish, timid, backward.” (“Crisp”? 
Never mind.) The sharing craze has spawned two new books: “What's Mine is 
Yours: The Rise of Collaborative Consumption”, by Rachel Botsman and Roo 
Rogers, and “The Mesh: Why the Future of Business is Sharing”, by Lisa Gansky. 
The first book is much the better of the two. But the second, written by an internet 
entrepreneur, contains some valuable practical advice. 
People are renting things they never used to rent, such as clothes and toys. Bag 
Borrow or Steal, for example, applies the Netflix principle to posh handbags. The 
firm boasts that it allows women to avoid “the emotional and financial sacrifices” of 
“the endless search for the ‘right' accessory.” Rent-That-Toy does the same for trikes 
for tikes. TechShop, in Menlo Park, California, rents tinkering space and equipment 
to amateur inventors. 
Other pioneers of “collaborative consumption” have dispensed with inventories and 
act purely as brokers. Some help people sell their spare capacity in everything from 
parking spaces to energy. CouchSurfing connects people who have a spare sofa with 
travellers who wish to sleep on it, on the tacit understanding that the travellers will 
do the same for someone else in the network some day. There are 2.3m registered 
couchsurfers in 79,000 cities worldwide. Other groups have created barter 
economies. thredUP specialises in exchanging children's clothes, but also has 
exchanges for everything from make-up to video games. Freecycle helps people give 
things away so that they do not end up in landfills: its website has 7.6m members.  
The moguls who run Zipcar may have different motives from the greens who run 
Freecycle, but they share the same faith: that access often matters more than 
ownership, and that technology will make sharing more and more efficient. The 
internet has always been good at connecting buyers and sellers; GPS devices and 
social networks are enhancing its power. GPS devices can connect you to people 
around the corner who want to share rides. Social networks are helping to lower one 
of the biggest barriers to “collaborative consumption”—trust. Couchsurfers, for 
example, can see at a keystroke what others in the network think of the stranger who 
wants to borrow their couch. If he is dirty or creepy, they need not let him in. 
People are growing impatient with “idle capacity” (ie, waste). The average American 
spends 18% of his income on running a car that is usually stationary. Half of 
American homes own an electric drill, but most people use it once and then forget it. 
If you are green or broke, as many people are these days, this seems wasteful. 
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Besides, “consumer philandering” sounds fun. “Today's a BMW day,” purrs Zipcar, 
“Or is it a Volvo day?” 
New ways to show off 
Attitudes to conspicuous consumption are changing. Thorstein Veblen, who coined 
the term, argued that people like to display their status by owning lots of stuff. But 
many of today's conspicuous consumers—particularly the young—achieve the same 
effect by virtual means. They boast about what they are doing (on Twitter), what 
they are reading (Shelfari), what they are interested in (Digg) and whom they know 
(Facebook). Collaborative consumption is an ideal signalling device for an economy 
based on electronic brands and ever-changing fashions.  
There are obvious limitations to this new model. Few people, besides tramps and 
journalists, will want to wear recycled underpants. Returning Zipcars on time can be 
a hassle. But the sharing stampede is nevertheless gathering pace. Zipcar has 
imitators in more than a thousand cities. Every week sees the birth of a business 
describing itself as the Netflix of this or that. Collective consumption is also 
disrupting established business models based on built-in obsolescence. The internet 
may be synonymous with novelty, but by encouraging people to reuse the same 
objects rather than buy new ones, it may revive the old virtue of building products 
that last. 
 
 
Appendix 6.2 CouchSurfing Source 2: About Couchsurfing 
 
Source 2 :  CouchSurfing. (2017). Stay with Locals and Meet Travelers Retrieved 1 
January, 2017, from https://www.couchsurfing.com/ 
 
Couchsurfing International Inc. operates Couchsurfing.com, a hospitality service and 
social networking website. The website provides a platform for members to stay as a 
guest at someone's home, host travelers, meet other members, or join an event. 
Wikipedia 
Founded: 2004 
Headquarters: San Francisco, California, United States 
Users: 14,000,000 
Motto: Stay with Locals and Meet Travelers 
Founders: Casey Fenton, Daniel Hoffer, Sebastian Le Tuan, Leonardo Bassani da 
Silveira 
Stay with Locals and Meet Travelers 
Share Authentic Travel Experiences 
On  Surfing 
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"Couchsurfing has given me the opportunity to live very valuable and beautiful 
experiences.  
 
It's filled my journey with stories, people, and friends. It's given life to the places I 
visited, and I know that anywhere in the world I visit, I'll possibly have a good friend 
waiting for me!"  
 
- Andrea 
(Traveling in South America)
 
On Community 
"We can't recommend Couchsurfing highly enough. It's a great way to experience 
places from a unique insider perspective, and you'll undoubtedly make great friends 
along the way. Travel is more about the people you meet than the places you see, and 
Couchsurfing reinforced the fact that people are inherently good."  
 
- Matt and Sara  
(Traveling In Asia)
 
On Hosting 
"We wanted to show our children that people from all over the world are good, no 
matter what culture, skin color, or language. We had no money to travel the world 
with our four kids, and decided to let the world come to us. We opened our house, 
our hearts, and our lives to strangers. A lot of them became friends for life!" 
 
- Lieke, Peter, and Kids  
(Hosting in Belgium)  
in Barcelona, Spain 
 
When I was traveling solo around Europe this summer, I used Couchsurfing to meet 
new people. Zack was at the weekly Couchsurfing event in Barcelona and I feel so 
lucky to have met him! I enjoyed our conversations about life, and he showed me the 
best shop to grab an authentic batido milkshake. After just a few short days of 
hanging in the city, I felt as though I had known him for years.  
in San Francisco, CA, USA 
 
Caitlyn is amazing! I loved spending time with her, and her openness and caring 
nature was so genuine and refreshing. When my suitcase didn't arrive until my 
second day, she was kind enough to loan me the comfiest pajamas to wear to sleep 
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that first night, thank you again! A highlight of my trip includes celebrating her 
birthday with a dance party in the living room. Hope to see you again soon!  
Discover Amazing People 
 
Couchsurfers open their homes and share their lives. Connect and be inspired. 
 Find a Host 
 
Connect with hosts, and confirm your stay through the Couchsurfing platform. Your 
stay with hosts is free.  
Join Events 
 
Meet travelers in other cities, or in your own city! There's always something new to 
join.  
 
Free  
Verified  
Members  
Stay with local hosts  
  
Host international travelers  
  
Attend free traveler events  
  
Get SMS and address verified  
  
Ad-free website and mobile apps  
  
Be highlighted in search results  
Learn how to get started   
 
Every Year We Support:   
400,000 Hosts  
4 million Surfers 
100,000 Events  
Trust & Safety 
 
Messaging & Verification 
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Get to know potential Hosts or Surfers through our messaging system. Check 
whether they have a verified payment method, home address, or mobile phone 
number. 
 
Profiles & References 
Read what members say about themselves in their profiles. See what other 
Couchsurfers have said about their experiences with them.  
 
Community Support 
Member safety is our top priority, and our Trust and Safety team is here to help. Give 
feedback on Couchsurfers you’ve interacted with, and we’ll use it to make 
Couchsurfing better.  
We envision a world made better by travel and travel made richer by connection. 
Couchsurfers share their lives with the people they encounter, fostering cultural 
exchange and mutual respect. 
 Travel the world 
With Couchsurfing, you can stay with locals in every country on earth. Travel 
like a local, stay in someone's home and experience the world in a way 
money can't buy. 
 Rediscover your city 
There's a community of Couchsurfers near you. Many cities have weekly 
language exchanges, dance classes, hikes and dinners. Make new friends. 
 Become a host 
Give back and open your home to travelers. Learn about a new culture first-
hand or practice a language. Make the world a little smaller; a little friendlier. 
 
 
Couchsurfing is a global community of 14 million people in more than 200,000 cities 
who share their life, their world, their journey. Couchsurfing connects travelers with 
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a global network of people willing to share in profound and meaningful ways, 
making travel a truly social experience. 
 
Our Story 
Couchsurfing began in 2004 as a small passion project by founders Casey Fenton, 
Daniel Hoffer, Sebastian Le Tuan and Leonardo Bassani da Silveira. An email to a 
group of students in Iceland gave birth to the idea that people anywhere would want 
to share their homes with strangers (or, as we like to call them, friends you haven't 
met yet). 
Appendix 6.3 CouchSurfing Source 3: Adventures in Couch 
  Surfing - One Sojourner's Truth 
 
Source 3 :  Kittle, C. (2011). Adventures in Couch Surfing: One Sojourner's Truth.   
Retrieved 1 January, 2017, from 
http://content.time.com/time/travel/article/0,31542,2045092,00.html 
 
By Cody Kittle Tuesday, Feb. 15, 2011  
 
It's 1 a.m., and I'm in Hong Kong for the first time, sitting in a bar in the Lan Kwai 
Fong district. I'm waiting for two girls I met on the Internet to show up and take me 
to their apartment, so my friend Harry and I can stay there for free for a few nights. 
Having been on flights for the past 24 hours, I am worn out and nervous when they 
don't arrive on time.  
But my faith is restored when I hear a thick Chinese accent asking, "Are you Cody?" 
Even though Jess and Jin are as much strangers to me as anyone else in the bar, I 
trust them. It seems as natural as being set up by a mutual friend, and, in a sense, that 
is exactly what is happening.  
 352 
 
Facilitating the interaction is CouchSurfing.com, a travel-oriented social-networking 
site that was started in 2004 and has grown to more than 2.4 million members, 
including 25 in Antarctica. The nonprofit site, which aims to connect travelers, or 
"surfers," with hosts willing to offer a free place to stay, has some similarities to 
Facebook in that it includes user profiles, photos and friend requests. But it also 
incorporates a familiar eBay feature: feedback. After every CouchSurfing interaction, 
the people involved leave references about each other — positive, neutral or 
negative. As on eBay, a negative reference can be the end of someone's ability to 
participate. But of the more than 6 million experiences CouchSurfing has facilitated, 
the company says 99.83% of them have been positive.  
"We believe that people are fundamentally good, and our service is designed around 
that premise," says CouchSurfing chairman and co-founder Daniel Hoffer. "Anytime 
you make yourself vulnerable in any way, you take a risk, and typically life rewards 
you for that risk."  
I first learned about the site last fall from my mom's friend, a middle-aged divorcée 
in Greenwich, Conn., who was planning on hosting travelers in her home to add a 
little excitement to life after her oldest son went to college. She recommended I use it 
for an upcoming trip to Europe.  
That's how I became one of the millions of surfers who search hosts' profiles and 
send requests — typically as much as a week or as little as a day before arriving in 
the hosts' city — to sleep on those people's couches or on their floor or in a spare 
bedroom. A search took me to Gildas, a 32-year-old freelance writer in the 16th 
arrondissement of Paris who came with 56 positive references. 
I, on the other hand, had no CouchSurfing references, so I had my address and 
identity verified, two security services CouchSurfing offers for a $25 fee. (Gildas had 
had his address and identity verified as well.) I also posted a dozen photos on my 
profile and wrote Gildas a long note about why I would appreciate staying at his 
place. Luckily, he accepted and hosted me for two nights in which he shared wine, 
cheese and wisdom from eight months of couch surfing around the world. (Best 
advice I got from him: keep airline pillows. They're comfortable and compact.) 
Even with a solid profile, however, CouchSurfing requests are not always accepted, 
as my friend and I learned about seven hours before arriving at the bar in Hong 
Kong. During our layover in Tokyo, I found out via e-mail that the requests I had 
submitted that morning to two potential hosts had both been politely declined. One 
host, a South African banker, had relatives visiting, and the other, an Indian oil 
trader, was in Macau for the weekend.  
So, I quickly joined the forum "Last Minute Couch Requests: Hong Kong" (all major 
cities have last-minute groups like this one) and posted a message, which Jess saw. 
She got in touch with her friend Jin, who had room in her apartment to accommodate 
two guests. Jess sent us an e-mail, which we received after landing in Hong Kong, 
offering directions to a meeting place and a phone number. I did a quick check on my 
BlackBerry; Jess is a student, my age (21), who had couch-surfed across Europe and 
has all-positive references. Harry and I could have dug through Jess's list of friends 
to read up on Jin, but instead we trusted that Jess would not lead us astray.  
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After the girls get to the bar, the four of us go to a rooftop bar, then a club, and 
finally head back to Jin's apartment. Jin is a year older than Jess and works in Dolce 
& Gabbana's corporate offices. Over the next three days, the girls take us to 
restaurants, markets, clubs and beaches. They teach us how to use the public-
transportation system and give us directions to popular tourist destinations.  
To outsiders like, say, my parents, it may be hard to understand why Jin would agree 
to have two strangers stay at her place, or why we are even trying to couch-surf when 
hostels are cheap and plentiful in this part of the world. It is because couch surfing 
isn't just a means of accommodation; it is an entirely new way to travel. You get to 
see the world through local residents, not hotel concierges or guidebooks. You get to 
step outside your comfort zones. But what is most profound about the whole 
experience is the trust that naturally exists. Jin, for instance, gives us a key to her 
place upon arrival, a common CouchSurfing custom that helps explain why 
sociologists at Stanford University are now studying the site and its ability to 
efficiently create trust.  
While cultural enrichment and adventure are almost a CouchSurfing guarantee, 
comfort is not. Jin's guest mattress is not quite a quarter of an inch thick, the shower 
is too complicated for Harry or me to figure out, and the apartment is an eighth-floor 
walk-up. But it's a tradeoff surfers like me are happy to make.  
 
Appendix 7 Coursera 
Appendix 7.1 Coursera Source 1: Universities Reshaping  
  Education on the Web 
 
Source 1 :  Lewin, T. (2012). Universities Reshaping Education on the Web.   
Retrieved 1 January, 2017, from 
http://www.nytimes.com/2012/07/17/education/consortium-of-colleges-takes-
online-education-to-new-level.html 
 
By TAMAR LEWINJULY 17, 2012  
 
Daphne Koller and Andrew Ng of Stanford are adding 12 universities to Coursera, 
the online education venture they founded. Credit Ramin Rahimian for The New 
York Times  
 354 
 
As part of a seismic shift in online learning that is reshaping higher education, 
Coursera, a year-old company founded by two Stanford University computer 
scientists, will announce on Tuesday that a dozen major research universities are 
joining the venture. In the fall, Coursera will offer 100 or more free massive open 
online courses, or MOOCs, that are expected to draw millions of students and adult 
learners globally. 
Even before the expansion, Daphne Koller and Andrew Ng, the founders of 
Coursera, said it had registered 680,000 students in 43 courses with its original 
partners, Michigan, Princeton, Stanford and the University of Pennsylvania. 
Now, the partners will include the California Institute of Technology; Duke 
University; the Georgia Institute of Technology; Johns Hopkins University; Rice 
University; the University of California, San Francisco; the University of Illinois, 
Urbana-Champaign; the University of Washington; and the University of Virginia, 
where the debate over online education was cited in last’s month’s ousting — 
quickly overturned — of its president, Teresa A. Sullivan. Foreign partners include 
the University of Edinburgh in Scotland, the University of Toronto and EPF 
Lausanne, a technical university in Switzerland. 
And some of them will offer credit. 
“This is the tsunami,” said Richard A. DeMillo, the director of the Center for 21st 
Century Universities at Georgia Tech. “It’s all so new that everyone’s feeling their 
way around, but the potential upside for this experiment is so big that it’s hard for me 
to imagine any large research university that wouldn’t want to be involved.” 
Because of technological advances — among them, the greatly improved quality of 
online delivery platforms, the ability to personalize material and the capacity to 
analyze huge numbers of student experiences to see which approach works best — 
MOOCs are likely to be a game-changer, opening higher education to hundreds of 
millions of people. 
To date, most MOOCs have covered computer science, math and engineering, but 
Coursera is expanding into areas like medicine, poetry and history. MOOCs were 
largely unknown until a wave of publicity last year about Stanford University’s free 
online artificial intelligence course attracted 160,000 students from 190 countries. 
Only a small percentage of the students completed the course, but even so, the 
numbers were staggering. 
“The fact that so many people are so curious about these courses shows the yearning 
for education,” said Molly Corbett Broad, president of the American Council on 
Education. “There are going to be lots of bumps in the road, but this is a very 
important experiment at a very substantial scale.” 
So far, MOOCs have offered no credit, just a “statement of accomplishment” and a 
grade. But the University of Washington said it planned to offer credit for its 
Coursera offerings this fall, and other online ventures are also moving in that 
direction. David P. Szatmary, the university’s vice provost, said that to earn credit, 
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students would probably have to pay a fee, do extra assignments and work with an 
instructor. 
Experts say it is too soon to predict how MOOCs will play out, or which venture will 
emerge as the leader. Coursera, with about $22 million in financing, including $3.7 
million in equity investment from Caltech and Penn, may currently have the edge. 
But no one is counting out edX, a joint venture of Harvard and the Massachusetts 
Institute of Technology, or Udacity, the company founded by Sebastian Thrun of 
Stanford, who taught the artificial intelligence course last year. 
Each company offers online materials broken into manageable chunks, with short 
video segments, interactive quizzes and other activities — as well as online forums 
where students answer one another’s questions. 
But even Mr. Thrun, a master of MOOCs, cautioned that for all their promise, the 
courses are still experimental. “I think we are rushing this a little bit,” he said. “I 
haven’t seen a single study showing that online learning is as good as other 
learning.” 
Worldwide access is Coursera’s goal. “EPF Lausanne, which offers courses in 
French, opens up access for students in half of Africa,” Ms. Koller said. Each 
university designs and produces its own courses and decides whether to offer credit. 
Coursera does not pay the universities, and the universities do not pay Coursera, but 
both incur substantial costs. Contracts provide that if a revenue stream emerges, the 
company and the universities will share it. 
Although MOOCs will have to be self-sustaining some day — whether by charging 
students for credentials or premium services or by charging corporate recruiters for 
access to the best students — Ms. Koller and university officials said that was not a 
pressing concern. 
About two-thirds of Coursera’s students are from overseas, and most courses attract 
tens of thousands of students, an irresistible draw for many professors. “Every 
academic has a little soapbox, and most of the time we have five people listening to 
us,” said Scott E. Page, a University of Michigan professor who taught Coursera’s 
model thinking course and was thrilled when 40,000 students downloaded his videos. 
“By most calculations, I had about 200 years’ worth of students in my class.” 
Professors say their in-class students benefit from the online materials. Some have 
rearranged their courses so that students do the online lesson first, then come to class 
for interactive projects and help with problem areas. 
“The fact that students learn so much from the videos gives me more time to cover 
the topics I consider more difficult, and to go deeper,” said Dan Boneh, a Stanford 
professor who taught Coursera’s cryptography course. 
The Coursera contracts are not exclusive, so many of its partner universities are also 
negotiating with several online educational entities. 
 356 
 
“I have talked to the provost at M.I.T. and to Udacity and 2Tor,” which provides 
online graduate programs for several universities, said Peter Lange, the provost of 
Duke University. “In a field changing this fast, we need flexibility, so it’s very 
possible that we might have two or three different relationships.” 
One looming hurdle is overcoming online cheating. 
“I would not want to give credit until somebody figures out how to solve the cheating 
problem and make sure that the right person, using the right materials, is taking the 
tests,” said Antonio Rangel, a Caltech professor who will teach Principles of 
Economics for Scientists in the fall. Udacity recently announced plans to have 
students pay $80 to take exams at testing centers operated around the world by 
Pearson, a global education company. 
Grading presents some questions, too. Coursera’s humanities courses use peer-to-
peer grading, with students first having to show that they can match a professor’s 
grading of an assignment, and then grade the work of five classmates, in return for 
which their work is graded by five fellow students. But, Ms. Koller said, what would 
happen to a student who cannot match the professor’s grading has not been 
determined. 
It will be some time before it is clear how the new MOOCs affect enrollment at 
profit-making online institutions, and whether they will ultimately cannibalize 
enrollment at the very universities that produce them. Still, many professors dismiss 
that threat. 
“There’s talk about how online education’s going to wipe out universities, but a lot 
of what we do on campus is help people transition from 18 to 22, and that is a 
complicated thing,” said Mr. Page, the Michigan professor, adding that MOOCs 
would be most helpful to “people 22 to 102, international students and smart retired 
people.” 
Eventually, Ms. Koller said, students may be able to enroll in a set of MOOCs and 
emerge with something that would serve almost the same function as a traditional 
diploma. 
“We’re not planning to become a higher-education institution that offers degrees,” 
she said, “but we are interested in what can be done with these informal types of 
certification.” 
 
Appendix 7.2 Coursera Source 2: Is Coursera the Beginning 
  of the End for Traditional Higher Education? 
 
Source 2 : Adams, S. (2012). Is Coursera the Beginning of the End for Traditional 
Higher Education?   Retrieved 1 January, 2017, from 
https://www.forbes.com/sites/susanadams/2012/07/17/is-coursera-the-
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beginning-of-the-end-for-traditional-higher-education/#70c03aa612ae 
  
Jul 17, 2012 @ 04:31 PM 31,043 2 FREE Issues of Forbes  
Susan Adams ,  Forbes Staff, Opinions expressed by Forbes Contributors are their 
own. 
In the New York Times story today about the dramatic expansion of online higher 
education venture Coursera, co-founder Daphne Koller is quoted as saying that the 
year-old company is not planning to offer degrees. But the more I read about 
Coursera and other outfits that offer free massive open online courses or MOOCs, 
the more I wonder whether we may be witnessing the beginning of a fundamental 
revolution in higher education. 
Could high-quality MOOCs eventually do to traditional colleges and universities 
what Craigslist has done to classified advertising in newspapers and what Wikipedia 
has done to encyclopedias? In other words, could Coursera and its ilk replace a 
$250,000 college degree and decimate the world of brick-and-mortar colleges and 
universities? Coursera doesn’t even have any plans to give degrees yet, or any 
revenue model. But along with Coursera, there are several other big, prestigious 
players who have launched successful, high-quality online courses, including edX, a 
joint venture of Harvard and the Massachusetts Institute of Technology and Udacity, 
founded by Sebastian Thrun of Stanford. What might all this mean 10 or 20 years 
from now? 
Until now, most MOOCs have offered only computer science, math and engineering 
courses. But with its announcement that it will be working with a dozen major 
research universities, including Duke, Johns Hopkins and University of Edinburgh in 
Scotland, Coursera is now planning 100 or more courses starting this fall, in subjects 
as diverse as medicine, poetry and world history since 1300. Participation by EPF 
Lausanne, a technical university in Switzerland, means some of the courses will be 
held in French, opening a door to vast numbers of French speakers in Africa. 
One of the appeals for professors: they can instruct hundreds of thousands of students 
all at once, instead of just a few hundred per semester. “I normally teach 400 
students,” Coursera co-founder Andrew Ng told the New York Times’ Thomas 
Friedman in May. Ng recently taught a class online that had 100,000 students. To 
reach that number of students, says Ng, “I would have had to teach my normal 
Stanford class for 250 years.” 
What’s most striking about today’s announcement is that Coursera has revealed no 
plans about how it will take in revenues. Though both Coursera and the universities 
will incur costs for producing the online courses, as it works now, money does not 
change hands between the parties. At this point, Coursera has some $22 million in 
financing, including $3.7 million from California Institute of Technology and the 
University of Pennsylvania. 
According to the Times, this fall the University of Washington will offer credit for its 
Coursera classes in exchange for a fee, and some extra assignments and work with an 
instructor. That can only spread. 
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For Coursera students, the benefit is obvious: Instead of paying ever-expanding 
tuition fees, they can watch high-quality lectures, and be directed to the same reading 
materials as their in-class peers. Coursera also promises interactive quizzes and 
homework help from other online students. Before this latest expansion, Coursera 
already said it registered 680,000 students in 42 countries with its original partners, 
Michigan, Stanford, and Penn. The new partnership will expand that student base 
exponentially. 
Suddenly the world of elite higher education is opening up to the masses. Students at 
lesser colleges may become able to augment their course offerings with top 
instruction from great professors at prestigious universities. They may gradually 
learn that they can learn online all they need from top-class professors for a degree as 
good as that from any school. 
If this new way of learning does come to replace the old way, there will be 
invaluable qualities that it can’t replace, such as the education and maturation 
process that comes from campus life, from dwelling and studying for four years with 
other students, aged 18-22, who are also growing and learning. The ties and networks 
we create at that age tend to be lasting, and they carry us through our adult lives. For 
students lucky enough to go to elite institutions, there is also a kind of branding that 
takes place. Potential employers assume that if you’ve made it through the filtering 
process of admission and coursework, you are a high-quality potential employee or 
investment. Alumni ties can count for a great deal in hiring and in locating initial 
investors for a startup venture. Perhaps what we’ll see in the end will be an entirely 
new beast, an educational world gone digital, but maintaining crucial ties to locality 
and real community for students. But no one has even begun to look that far into the 
future. 
 
Appendix 7.3 Coursera Source 3: About Coursera 
 
Source 3 :  Coursera. (2017). Earn Your Master's Degree Online.   Retrieved 1 
January 2017, from https://www.coursera.org/ 
 
coursera.org 
Coursera is a venture-backed, education-focused technology company founded by 
Stanford professors Andrew Ng and Daphne Koller that offers online courses and is 
based in Mountain View, CA. Wikipedia 
Founded: 2012 
CEO: Jeff Maggioncalda 
Employees: 250+ (December 2016) 
Headquarters: Mountain View, California, United States 
Users: 24 million (February 2017) 
Founders: Andrew Ng, Daphne Koller 
 
 
Earn Your Master's Degree Online 
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You can now earn a master's degree in business, accounting, data science, or 
entrepreneurship on Coursera. 
We envision a world where anyone, anywhere can transform their life by 
accessing the world’s best learning experience. 
Courses 
Every course on Coursera is taught by top instructors from the world’s best 
universities and educational institutions. Courses include recorded video lectures, 
auto-graded and peer-reviewed assignments, and community discussion forums. 
When you complete a course, you’ll receive a sharable electronic Course Certificate. 
 Online and open to everyone 
 Learn a new skill in 4-6 weeks 
 Priced at about $29-$99 
 Earn a Course Certificate 
Find a Course  
 
Specializations 
If you want to master a specific career skill, consider joining a Specialization. You’ll 
complete a series of rigorous courses, tackle hands-on projects based on real business 
challenges, and earn a Specialization Certificate to share with your professional 
network and potential employers. 
 Online and open to everyone 
 Learn a new skill in 4-6 months 
 Priced at $39-$79 per month 
 Earn a Specialization Certificate 
Find a Specialization  
 
 
Online Degrees 
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Real career transformation sometimes requires a university-recognized degree. 
Coursera believes that transformation should be accessible to everyone, so we’ve 
worked with our university partners to offer flexible, affordable online degree 
programs in business, computer science, and data science. 
 All online - admission required 
 1-3 years of study 
 Currently priced at $15-$25,000 
 Earn an accredited master’s degree 
Find a Degree  
 
  
“The group forums, video lectures, weekly quizzes, and monthly projects 
were so practical and in-depth. I honestly don't think I'd ever been so 
enthusiastic about learning before.”  
Charlotte Stevens  
Course: R Programming, Johns Hopkins University  
  
“Bundled courses with a Certificate - like Coursera Specializations - are the 
way forward. The strong point of Coursera is that you learn things that you 
apply directly. You demonstrate your value to your employer.”  
Maurice op de Beeks  
Specialization: Java Programming: An Introduction to Software, Duke University  
  
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“This program has given me credibility. The coursework has introduced me 
to new concepts, approaches to managing projects, ways to measure 
decisions, and tools for analysis”  
Vanessa Georg  
Degree program: University of Illinois iMBA  
On Coursera, you have access to: 
 
Mobile learning through our Apps for iOS and Android. 
 
Academic and technical support 
from our dedicated community of Course Mentors and our knowledgeable Learner 
Support team. 
 
Sharable Course and Specialization Certificates 
that you can add to your resume and LinkedIn Profile. 
 
An inclusive experience 
designed for a diverse global audience, including video subtitles in over 30 
languages. 
Our Story 
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Coursera was founded in 2012 by two Stanford Computer Science professors who 
wanted to share their knowledge and skills with the world. Professors Daphne Koller 
and Andrew Ng put their courses online for anyone to take – and taught more 
learners in a few months than they could have in an entire lifetime in the classroom. 
Since then, we’ve built a platform where anyone, anywhere can learn and earn 
credentials from the world’s top universities and education providers. 
25 Million Learners 
149 University Partners 
2,000+ Courses 
180+ Specializations 
4 Degrees 
 
Appendix 8 David Jones Limited 
Appendix 8.1 David Jones Source 1: David Jones Social  
  media not all black&white 
 
Source 1: Launch of the David Jones black&white blog. (2012). Macquarie Securities 
(Australia) Limited.  Retrieved 1 February, 2014, from 
http://www.macquarie.com.au/dafiles/Internet/mgl/au/apps/retail-
newsletter/docs/2012_08/DJS230812e.pdf 
 
Event 
 
 David Jones (DJS) reported 4Q12 and FY12 sales. We discuss. 
 
Impact 
 
 DJS 4Q12 sales decreased by 1.3% on the pcp to $455.8m and FY12 sales 
decreased by 4.6% to $1,958m. Comparable sales (comps) declines for 4Q12 
were also -1.3% on the pcp and FY12 were -4.3%. This is relative to comps 
in the 4Q pcp, which were -10.3% (adjusted calendar week basis). However, 
management suggest that sales improved month-by-month over the quarter 
and a lot of the previous sales volatility has subsided. Clearance activity was 
cut short by 2 weeks to reduce the length of discount events and was 
consistent with our analysis of promotional activity this period. 
 
 Social media activity improved considerably over the past quarter with the 
launch of the David Jones black&white blog, a c.17% increase in Facebook 
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followers and significant hype generated via social media in the lead-up to 
the Spring/Summer fashion runway launch. Despite increased social 
engagement, in-store transaction volumes are still declining and raise the 
question of the effectiveness of social media to drive consumers into store. 
We note that while the social media/online capabilities are fresh, engaging 
and exciting, the physical stores simply do not live up to the look and feel of 
the new social media offering. In “consultant-speak” its online capabilities 
are still being managed to a “multi-channel” outcome rather than an “omni- 
channel” offer. That said, the social media platform should be well-
established to drive targeted traffic for the launch of the revised online site in 
1Q13 and 
 
 
 Price deflation remains and partly due to price harmonisation. 
Management commented that they have made good progress in their 
discussions with suppliers in achieving price harmonisation across their 
brand portfolio. Our recent in-depth review of pricing across a wide variety 
of categories (The price of discrimination) suggested that department stores 
in c.58% of its sales are still c.22% out of market on pricing and still a long 
way from achieving price harmonisation. While suppliers may bear the price 
reduction, we expect gross margins may still be impacted by up to 150bps 
 
Earnings and target price revision 
 
 EPS: No change. SPT increased to $3.24 from $3.12. 
 
Price catalyst 
 
 12-month price target: A$3.24 based on a DCF methodology. 
 
 Catalyst: FY12 result 
 
Action and recommendation 
 
 Outperform maintained. 
Analysis 
 
 David Jones (DJS) announced that 4Q12 sales 
decreased by 1.3% on the pcp to $455.8m. FY12 sales 
decreased by 4.6% to $1,958m. Comparable sales 
(comps) decline for 4Q12 were inline with sales declines 
of 1.3%, as can be seen in the following comps chart. 
This is relative to comps in the 4Q pcp, which declined 
by 10.3%. Trading was suggested to have improved on a 
monthly basis across the quarter. 
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 On category performance, the best performing areas 
were highlighted as Women’s wear, Beauty, Men’s 
wear, Shoes and Accessories (an increase in the number 
of categories highlighted). Management suggest that 
these are categories that traded positively during the 
quarter. Home and Electrical continued to be relatively 
more difficult. 
 
 The states with the strongest relative performance 
were Victoria, ACT and WA which all showed positive 
growth. Queensland was impacted by the refurbishment 
of Toowong Village and NSW impacted by the 
refurbishment of the lower levels in the Elizabeth St 
store. 
 
Social Media not all black&white 
 
Improved social media use… 
 
 We like the progress we have observed DJS make on 
the social media frontier. Over the past quarter we have 
seen DJS improve the way they interact with social 
media with a great mix of visual content (both photo 
and video) as well as an extension of its social media 
universe adding Pinterest and Instagram platforms to 
the mix. We particularly enjoyed watching the 
development 
of the David Jones blog polling Facebook users for their preferred 
name blog name (black&white). 
 
 We note that most of the large retailers in Australia 
have ramped up their social media drive this year with 
most in our sample adding 80-100k followers since the 
start of the year (as observed in Fig 3). 
 
 David Jones integration of its Spring/Summer 
fashion launch and social media helped drive 
followers over the past month. As observed in Fig 4, 
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the key step-up in David Jones Facebook followers 
coincided with the runway event, which was also 
streamed via the blog. 
 
… but not translating into sales – yet! 
 
 However, management commented that transaction 
numbers continued to decline during the period. While 
social media and engagement is exciting and new, it is 
evident that it hasn’t made an observable impact in 
driving instore sales! The blog and Facebook pages are 
fresh, exciting and drive engagement however the path 
of purchase ends here for two key reasons. 
 
 The obvious reason is that the easy path to purchase is 
yet to be activated pending the relaunch of its webstore 
(1Q13). However, the other reason is that the physical 
stores simply do not live up to the look and feel of the 
social media offering. Stock is difficult to find and lacks 
the fresh excitement associated with DJS new social 
media presence and in “consultant-speak” is still being 
managed to a “multi-channel” outcome rather than an 
“omni-channel” offer. 
 
 While it’s not possible to assess DJS online sales 
capability until the new webstore is relaunched, it is 
reassuring knowing that the social media offer is well 
developed ahead of its launch to drive web traffic. It is 
up to the execution and design of the site that will 
determine if the store achieves above or below average 
conversion rates (c.3%) and cart-size. Longer term we 
wonder whether they will have an in-house digital team, 
consultants or outsourced expertise to drive growth in 
the online business (merchandising, marketing, data 
analytics etc) 
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Appendix 8.2 David Jones Source 2: David Jones' strategy  
  targets omnichannel, staffing and store  
  renewal 
 
Source 2: Reilly, C. (2013). David Jones' strategy targets omnichannel, staffing and 
store renewal.   Retrieved 1 February, 2014, from 
http://www.retailbiz.com.au/2013/09/25/article/David-Jones-strategy-targets-
omnichannel-staffing-and-store-renewal/GLUNCVUIBN 
David Jones has released its yearly results, announcing profits for the 2013 financial 
year roughly in line with the last financial year, excluding costs associated with the 
retailer’s new Retail Brand Management Agreement with Dick Smith.  
For the 52 weeks ended 27 July 2013, profits were $95.2 million, including a pre-tax 
charge of $9.1 million relating to the Dick Smith transaction. Excluding the impact 
of this one-off charge, profits were $101.6 million — a marginal increase on last 
year’s $101.1 million result. 
As part of the results release, David Jones updated the market on its Future Strategic 
Direction Plan (FSDP), first announced in March 2012 as a measure to combat the 
financial losses David Jones was experiencing amidst a difficult retail climate.  
David Jones CEO and managing director Paul Zahra said the FSDP initially set out 
the retailer’s strategy “to deal with structural changes in the retail sector and the 
prevailing challenging retail conditions”.  
“The plan set out the ‘blueprint’ for the future of our business,” he said. “Key 
priorities were the transformation into an Omnichannel Retailer, cost price 
harmonisation and strengthening our core business. 
“Through FY13 we have made significant progress in not only implementing our 
Future Strategic Direction Plan, but also in refreshing the plan and establishing a 
foundation for future innovation and growth within our business.” 
Zahra outlined several key areas of business development for David Jones as part of 
the retail strategy, including, “addressing the structural changes faced by the retail 
sector; strengthening its core business; enhancing its store network; and focusing on 
the next steps in the company’s strategy”.  
On the first point, DJs has advanced its omnichannel strategy, including the 
establishment of a new fulfilment centre and call centre, as well as back-end 
structures to assist with logistics and consumer-facing features including a new 
mobile-enabled online store, launched in November last year. Through social media 
expansion and online marketing around its new online assets, the company claimed a 
711 per cent quarter-on-quarter increase in sales in 4Q13, and an “average online 
order [that] is three times the value of its average in-store transaction value”.  
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Related to online shopping, David Jones has identified cost price harmonisation as a 
major issue for the business — this is a common gripe for consumers who often have 
to pay greater prices for products from international brands on Australian websites, 
compared to overseas sites. DJs said it has identified 250 international brands that 
“required cost price harmonisation” and has negotiated to “harmonise” prices with 60 
per cent of these.  
Customer service has also been isolated as a key focus for the business, with DJs 
developing a new “contemporary service standards” training program, rolling out a 
new point of sale system, and introducing new specialty service and management 
roles for staff.  
To improve gross profit margins, DJs has targeted “low productivity” categories such 
as electronics (sales of electronics will now be managed in-store and online by Dick 
Smith), reduced discounting activity and increased the prevalence of its own private 
label.  
Finally, David Jones has opened two new stores in Victoria (Highpoint in March 
2013, Malvern Central in September 2013) with two new stores in Indooroopilly 
(Queensland) and Macquarie Centre (New South Wales) due to open in May 2014 
and FY15 respectively.  
According to FSDP update, “The new stores incorporate the company’s ‘Next 
Generation Store’ concept and include features such as more efficient energy usage, 
more productive Gross Lettable Area, complimentary customer Wi-Fi, customer 
dwell areas, traffic analytics, mobile device charging areas and high tech omni-
mirrors that allow customers to photograph and post images on Facebook, Instagram, 
Twitter and Pinterest or email images of merchandise to family and friends”.  
Speaking about the future of David Jones, Zahra said the business would need to 
“continually innovate” in order to adapt to the demands of the new global market. 
“We have a well positioned store portfolio of 38 stores mostly in metropolitan 
locations with attractive demographics,” he said. “In addition we have an iconic 
brand, a distinctive positioning in the Australian market, a strong service ethic and a 
loyal customer base. 
“These strengths together with the initiatives in our Future Strategic Direction Plan 
position us well to address the challenges the Australian discretionary retail sector is 
currently facing and to leverage the opportunities for future growth.” 
 
 
 
 
 
 368 
 
Appendix 8.3 David Jones Source 3: David Jones launches  
  iPad app 
 
Source 3: David Jones launches iPad app (2013).   Retrieved 1 February, 2014, from 
http://www.retailbiz.com.au/2013/02/04/article/David-Jones-launches-iPad-
app/QKYJEQWJNE 
 
As part of the company’s continual move into the omni-channel space, David Jones 
has launched its first retail iPad app. 
 
Created using Adobe Digital Publishing Suite, the app, which is now available on 
iTunes, is called The David Jones Magazine showcasing guest editorial, shop-able 
content and provides customers with an interactive shopping and catalogue 
experience. 
 
David Jones’ decision to offer customers a tablet solution comes as the Adobe 
Digital Index revealed that tablet users on average purchase 20 per cent more than 
web visitors and 50 per cent more than smartphone users. 
 
David Jones marketing manager Gary Davey said using Adobe digital publishing 
solutions made app development easy and was an effective way for David Jones to 
connect with its customers. 
 
“Since announcing our digital strategy in November we have seen significant levels 
of engagement and a very pleasing amount of traffic to the David Jones online site. 
By adding our new mobile application into the mix we will be offering customers an 
even better shopping experience,” he said.  
 
“We want our customers to be able to access more than 1000 brands we have on 
offer, when and where they want. An app for tablet devices allows customer to get 
inspired and also experience one of many new ways to shop with us.  
 
David Jones chose Adobe for its new digital venture as it offers a complete solution 
to create, distribute, monetise and optimise engaging content and publications for 
tablet devices.  
 
“Adobe Digital Publishing Suite has given us a flexible, complete solution. One of 
the nice advantages of Adobe DPS is that we can immediately leverage the creative 
assets produced for our paper-based catalogues with minimum reformatting. We are 
starting with a tablet app, but we are planning to use the platform to scale to multiple 
devices as we want, whether that’s Android devices or the iPhone,” Davey said. 
 
“The Digital Publishing Suite’s analytics service will also help us to understand how 
our customers are using our content, so we can improve on it and deepen reader 
engagement. 
 
“For the first time David Jones customers anywhere in Australia can browse the 
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latest brands and designs on their tablets and click through to the website, making 
shopping easy and driving revenue as a result.”  
 
 
Appendix 9 eBay 
Appendix 9.1 eBay Source 1:  For eBay, a new chapter  
  begins 
 
Source 1 :  Rao, L. (2015). For eBay, a new chapter begins.   Retrieved 1 January, 
2017, from http://fortune.com/2015/07/19/ebay-independence/ 
 
eBay CEO Devin Wenig Courtesy of eBay 
 
Leena Rao   Jul 20, 2015 
For newly appointed eBay CEO Devin Wenig, lobster rolls will never be the same. 
It was 2011, and Wenig had just left Thomson Reuters after spending 18 years at the 
business news giant. EBay's CEO at the time, John Donahoe, had heard of Wenig's 
departure and immediately asked meet at his home in Cape Cod. Wenig, who only 
had known Donahoe superficially, thought he was crazy. But eBay’s leader was 
convincing, and Wenig agreed to take the short flight from New York later in the 
week. 
Sitting at a small table at seafood shack in Hyannis, eating succulent fresh lobster 
sandwiches and hearing the Atlantic's waves splash against the dock, Wenig listened 
to Donahoe's pitch: join eBay to head up its giant marketplaces business and 
potentially become the company's CEO in the coming years. 
Flash forward to today. Monday will mark Wenig’s first official business day as 
CEO of a now PayPal-less eBay, beginning a new, challenging chapter for the 20 
year-old flea market turned shopping mall. After accepting Donahoe's offer four 
years ago and learning the ropes as a sort of understudy to Donahoe, Wenig is now 
his own boss. 
Under pressure from activist investor Carl Icahn, eBay decided last fall to spin-off 
PayPal, the digital payments company it acquired more than a decade ago. It marks a 
huge shift for the two businesses, once among the shrewdest combinations in Silicon 
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Valley history. EBay, as an adolescent, needed an easy, reliable way for shoppers to 
pay for their purchases on its site. PayPal provided that — and much more — by 
blossoming into a sort of gold standard for online payments across the Web. 
What LivingSocial's CEO learned from eBay 
Gautam Thakar tells Fortune's Leigh Gallagher what he learned during his time as 
CEO of Shopping.com, which is owned by eBay. 
But over time, the two sister divisions no longer depended on each other as much, 
Donahoe said in announcing the split. In fact, he said they would do better alone 
because top executives would be free to focus on their individual businesses. Of 
course, payments had long been eBay's fastest growing meal ticket. In contrast, the 
marketplace, an online emporium of Tiffany lamps, LEGO sets and yoga pants, has 
been sputtering for some time. 
Tomorrow PayPal will start trading on the NASDAQ as an independent company 
under the ticker “PYPL” while eBay will continue as its own separate public 
company. PayPal is expected to be valued at around $44 billion, potentially eclipsing 
the estimated $35 billion for eBay’s marketplace after the split. 
 
 
RetailEBay To Sell More African Goods in U.S. as MallforAfrica Tie-Up Expands 
As eBay prepares for its next chapter, the company will have to show investors that 
without PayPal, its core marketplace business is still thriving by providing value for 
both buyers and sellers. 
“The real question is whether eBay can execute on a McDonalds-like turnaround 
plan,” said Sucharita Mulpuru, analyst at Forrester Research, citing another well-
known company in need of a revival. 
The Challenges 
While PayPal can celebrate its success and now independence, the journey ahead for 
eBay, and Wenig as its new steward, will likely be tougher. 
In second quarter earnings last week, eBay’s total revenue for the quarter was down 
3% to $2.1 billion (revenue actually was up 5% in the quarter excluding unfavorable 
currency fluctuations). The silver lining to the earnings report was that eBay 
marketplaces active buyers grew 6%. 
Donahoe, in an interview, acknowledges the challenge ahead for Wenig as CEO. 
“The eBay marketplaces business is a deliciously complex business to run. While it 
has wonderful purpose and soul, running a two sided marketplace is hard, and it’s a 
global business.” 
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In a series of interviews with Fortune, Wenig acknowledges the work that needs to 
be done, but he is optimistic. “There was a robust eBay before PayPal, and there will 
be a robust eBay after PayPal,” he said. 
Venture capitalist and Netscape founder Marc Andreessen, who served on the eBay 
board for six years but resigned ahead of the split, is confident in eBay’s as a 
standalone business. “Startups are over glorified in Silicon Valley. EBay has all the 
problems that startups wish they had — billions of dollars in revenue, real growth, 
and being a public company,” he said. With $9 billion in revenue in 2015, eBay’s 
marketplace business would, in fact, make it a Fortune 500 company. 
To begin, Wenig is going to continue with the strategy and changes he implemented 
when he first joined the marketplace, including bi-weekly meetings during which 
project leaders give updates about their new products, weekly design and strategy 
meetings, and more emphasis on ownership by product managers and engineers. 
“When I joined eBay, there was no real clarity of accountability, and no one was 
clear about what they were doing,” he explained. “You would get into meetings with 
over 100 people and no one would know what they were responsible for.” 
Within three months after joining, Wenig revamped the eBay logo. He began 
experimenting with creating a service to deliver products to customers' doorsteps 
within a few hours, connecting customers with local service like handymen, and 
launching the ability for users to curate collections of items they sell on the site. 
Some of these experiments have stumbled. eBay launched and then phased out its 
local delivery service eBay Now, for example. Although tested, eBay’s local services 
marketplaces never graduated into a full fledged product. 
As for delivery, Wenig said he didn’t want to compete in something that was filled 
with competitors as local delivery evolved. It turned out to be a commodity that 
competed with services like Amazon's budding same-day delivery service and 
Google Shopping Express. Eventually, he adds, eBay may partner with others to 
relaunch the service (the company is reportedly testing a new free delivery, 
subscription service in Germany). 
Like many Fortune 500 companies in this era of cybersecurity, eBay succumbed to a 
massive data breach in 2014. It is still reeling from the effects of a this attack, which 
forced the company’s then 145 million users to change their passwords. 
Then last year, a new Google algorithm crippled eBay’s listings in search results, 
pushing eBay listings to the second or third page. Although a seemingly small 
change, it made its customers' listings all be invisible and led to depressed sales. 
Wenig’s tenure as marketplaces chief has also seen its bright spots. When he joined, 
the e-commerce site had 99 million active users. He’s helped increase that number to 
nearly 160 million thanks in part to the growth of what Wenig calls “m-commerce” 
— or shopping on mobile devices — and to marketing deals with phone carriers to 
add eBay's mobile app on phones. 
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In 2014, sales through mobile reached $28 billion, representing 34% of total volume. 
Already for the first half of this year, mobile volume was near $16 billion, or about 
40% of overall sales, and is on pace to far exceed last year's total. Wenig is betting 
that mobile's share is going to increase, thanks to a recent iPad app redesign, and 
upcoming tweaks to other mobile apps. 
The small growth in number of users this past quarter — 6% — points to both the 
promise and the reality of eBay’s future as a standalone company. eBay is not seeing 
nearly the kind of revenue growth and traction e-commerce giants like Amazon are 
bringing in. 
Wenig acknowledges that Amazon is a formidable force in online and mobile 
commerce, but adds that eBay differentiates itself. “We don’t want to do and sell 
everything,” he said. “That’s not the winning hand.” 
Former board member Andreessen added that “I think eBay is still a superior 
marketplace than Amazon. It’s still the only place go if you are an enthusiast about a 
particular category of goods.”” 
The Future 
For the past decade eBay has tried to navigate the tension between its roots as a 
marketplace for small sellers while also appealing to big retailers like Target and 
Toys r Us to list their products. For now, Wenig is mostly focused on small 
businesses, and helping increase the number of sellers who offer more unique 
inventory — antiques, designer clothing and sports memorabilia — that is largely 
unavailable on rival Amazon. 
 
 
eBayEBay’s Shares Tumble on Disappointing Forecast 
Sellers can now pay eBay extra to list their items higher on the page and therefore 
get more exposure. It’s still a test, adds Wenig, but they are seeing strong interest 
from sellers, and eBay will continue to expand this area. 
“The brilliance of eBay and the challenge is that this marketplace model has created 
the world’s biggest store,” explains Wenig. “But if you are not coming to eBay with 
a purpose, it can be very hard to shop.” 
With that in mind, eBay is enlisting its legion of data scientists and engineers to 
create more ways to personalize the experience for shoppers by adding more 
suggested items based on their searches and giving them a better way to sift through 
listings. For example, when users search for an iPhone, eBay will clearly 
differentiate listings of new phones from used ones. Company executives have talked 
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publicly about making the site more user friendly for years. But the pace has been 
glacial and many obvious fixes have yet to be implemented. 
Additionally, eBay wants to expand the ability for sellers to manage their listings to 
better showcase their products and add to the number of products available in its 
home and garden, and fashion verticals, which continue to see traction. 
To attract more shoppers and sellers, eBay continues to buy advertising on Facebook. 
“Rather than just use Google, we are trying to advertise on other platforms,” Wenig 
said. In particular, eBay is interested in targeting millennials, and has been actively 
testing promotions on social and messaging platforms like Instagram and Snapchat. 
One area Wenig is particularly excited about is the Buy button, which allows users to 
buy items directly through non-commerce sites like Facebook, Twitter, Google and 
Pinterest. The company participated in a 2014 test allowing sellers to sell items via a 
version of Pinterest's new Buy button and Wenig says the results were extremely 
positive. Out of all emerging channels, including Twitter’s Buy button, Pinterest is 
seeing the most traction, he said. 
Bringing in new, engineering talent is also a huge focus for the company, as it 
rebuilds a team following a wave of layoffs (2,400 jobs, or nearly 7% of the 
company). EBay is company that opens its checkbook often to buy companies, and 
has done so dozens of times in the past decade. But not all of these acquisitions have 
found a natural home within eBay. 
EBay bought e-commerce software developer Magento in 2011, and after layoffs last 
year, plans to sell the business as it unloads its enterprise division. EBay is selling its 
eBay Enterprise unit for $925 million, which is a fraction of the $2.4 billion eBay 
paid for it nearly four years ago. 
But Wenig feels that the tough acquisitions also come with some of the good ones, 
such as RedLaser, an app that lets shoppers in retail stores scan barcodes to more 
easily compare prices elsewhere. eBay integrated RedLaser into its core mobile apps 
to allow for barcode scanning. “The really good ones pay off for the ones that don’t 
work,” he said. 
Mulpuru has a different take. She says that when it came to acquiring companies, 
eBay had the right approach but that fell short in integrating the technologies. 
Typically eBay would hire a consulting firm like McKinsey to get the job done, she 
explains. “Bezos would never do that,” she said, referencing Amazon CEO Jeff 
Bezos. 
Despite the rocky track record of acquisitions and integrations, Wenig says eBay will 
continue to buy companies for two primary reasons: geographic expansion and 
talent. With regard to international expansion, eBay will acquire companies that 
enable them to enter markets faster, and will also those in which it already has an 
equity stake. For example, last year eBay led an $133 million investment in 
Snapdeal, an Indian e-commerce marketplace. 
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Wenig adds that Southeast Asia, India and Latin America, are particular areas that 
are growing for eBay. 
Andreessen sees the new beginning as an opportunity for Wenig and his new board 
to restart their acquisition strategy and anticipates the company will acquire more 
companies as it starts its journey of independence. 
But many analysts, including Mulpuru, believe the tables will be turned on eBay and 
that the company will, as an independent company, become an acquisition target. 
Google and Amazon are considered as possible buyers as is Chinese e-commerce 
juggernaut Alibaba. “I never say never about anything, but there is no focus on 
selling the company right now,” said Wenig. Donahoe echoes these non committal 
thoughts, saying, “No one knows, but eBay’s market cap will probably be around 
$35 billion, and that’s a sizable acquisition for any of the large tech companies.” 
The last, and more awkward, area of question for eBay’s future is payments. PayPal 
has long been the payments technology most sellers use to sell their wares on eBay. 
To address fears that eBay and PayPal would start competing with each other after 
the split, the companies signed a detailed agreement of cooperation. EBay promised 
that 80% of the sales on the marketplace would be through PayPal for the next five 
years. EBay can bring on additional payment providers if it chooses. However, it is 
prohibited from building its own payments service. Meanwhile, PayPal agreed that it 
wouldn't create its own eBay-like marketplace. 
“I don’t wake up worrying about payments,” says Wenig. “We will see how the 
relationship with PayPal will evolve.” 
He adds: “There will be clarity and simplicity that happens with the spinoff. At eBay 
we all worked to invest in and create PayPal, and eBay did a lot of things to help 
PayPal.” 
Sitting in one of Wenig’s product meetings less than 48 hours before the two 
companies separate, the mood around the room is anything but fearful of the future. 
There are fist bumps among the staff, laughter, and jokes by RJ Pittman, eBay’s chief 
product officer, who used to run e-commerce for Apple. 
EBay recently renovated much of its office space. Massive glass-walled meeting 
rooms that resemble giant fishbowls are scattered around its headquarters along with 
sleek desks, micro kitchens filled with food, and brightly colored lounge chairs and 
sofas. 
eBay will not and can’t go away, Wenig explains emphatically. To hammer home the 
point, he tells a story of visiting a small guitar shop in New York City, which sells 
most of its inventory on eBay. When Wenig walked in the store a few months ago, 
the merchant enveloped him in a massive hug, taking Wenig by surprise. With tears 
in his eyes, the merchant explained that his sales from eBay had let him buy a home. 
That's how important eBay is to its users, say Wenig. 
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Donahoe himself is staking his legacy in part on how Wenig can lead eBay into this 
new era. Donahoe believes firmly that it is still early days of e-commerce, and that 
here's plenty of room for eBay to create a healthy, and profitable standalone 
business, he says. “The book about eBay is far from being written,” Donohoe 
concluded. 
In some ways, Wenig is the perfect leader to carry out the mission, says Andreessen. 
Wenig, he says, is very similar to Donahoe in his leadership style. But what makes 
Wenig unique is his lack or arrogance and willingness to roll up his sleeves, and 
engage in the details, Andreessen insists. 
As for Wenig, he says that he's trying "to prove you can build a great enduring 
Internet company, that lives past its founder" before adding, "The next chapter at 
eBay is going to be about courage.” 
 
Appendix 9.2 eBay Source 2: About eBay 
 
Source 2 :  eBay. (2017). Fill Your Cart With Color.   Retrieved 1 January, 2017, 
from https://www.ebay.com.au/ 
eBay Inc. is a multinational e-commerce corporation, facilitating online consumer-to-
consumer and business-to-consumer sales. It is headquartered in San Jose, California. 
Wikipedia 
Stock price: EBAY (NASDAQ) USD34.51 0.00 (0.00%) 
29 Jun., 4:00 pm GMT-4 - Disclaimer 
Written in: Java 
Founder: Pierre Omidyar 
Founded: 3 September 1995, San Jose, California, United States 
Headquarters: San Jose, California, United States 
Subsidiaries: StubHub, GittiGidiyor, Auction Co., Half.com, more 
Did you know: EBay is the world's eighth-largest internet company by revenue. 
wikipedia.org 
 
Fill Your Cart With Color 
Explore eBay’s latest brand campaign. 
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http://www.ebay.com/rpp/electronics 
 
 
Electronics 
From smartphones and laptops to cameras, TVs and video games and consoles, you 
can find all of these gadgets and gizmos on eBay. Sellers offer a huge selection of 
brand new products and collectors' items, many of which are difficult to find 
anywhere else. 
Press Play with Video Games and Consoles 
Whether you’re an Xbox fan for life or have sworn your allegiance to the PS4 camp, 
you’ll find the video game consoles and video games you want on eBay. You can 
even shop for hard to find products such as the Nintendo Switch. This console 
functions as a portable handheld system, but you can also place it in a dock to enjoy 
HD gameplay at home. The detachable Joy-Con controllers work as regular 
controllers or through motion control, and as there are two, you can invite a friend to 
experience some face-to-face multiplayer action. It's a great console for busy gamers 
who need to take every chance possible to switch up their schedule and slot in some 
game time. 
Electronics Help You Work on the Go 
Today’s smartphones pack a ton of computing power into a small package, allowing 
you to send emails, share photos, and even work on your upcoming presentation 
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while you’re on the go. eBay sellers offer a variety of cellphones and accessories, 
including unlocked and carrier phones like the Apple iPhone, and cellphone cases 
and covers, including cases for the Samsung Galaxy line. 
Need a more robust computing solution than a smartphone? Browse affordable 
laptops and tablets that are perfect for working on the road or from a home office. If 
you’re an Apple aficionado, you’ll find plenty of MacBooks, while PC laptop fans 
have portable options, too. Speaking of being on the go, check out eBay’s selection 
of car GPS units. With a plethora of features, you’ll have no problem finding your 
way to your destination. 
Record Life’s Special Moments 
Capture all of life’s special moments, from baby’s first steps to her graduation, with 
high-quality digital cameras and camcorders. From top-of-the-line DSLR cameras 
that offer the highest resolution, to point-and-shoot models that fit in a shirt pocket, 
the inventory on eBay is sure to have a digital camera that meets your needs, 
including used and refurbished models at spectacular prices. 
Want to capture something a little more adventurous, like a white-water rafting trip 
or skydiving experience? Check out GoPro cameras that strap onto a helmet or the 
front of your bike. Camera drones offer a fun and unique experience with their 
remote controlled cameras flying high into the sky. 
See the Big Picture with Televisions and Home Electronics 
Take advantage of the quality and resolution offered by the latest generation of LED 
and LCD television screens, including top-rated Samsung televisions. Besides a wide 
selection of new and used TVs on eBay, remember that you can sell your old TV on 
the site as well. Someone may be looking for the exact TV you’d like to replace.  
 
 
 
 
 
Appendix 9.3 eBay Source 3: Daily chart EBay: 20 years of 
  trading 
 
Source 3:  Economist. (2015). Daily chart eBay: 20 years of trading.   Retrieved 1 
January, 2017, from 
https://www.economist.com/blogs/graphicdetail/2015/09/daily-chart-
1?zid=291&ah=906e69ad01d2ee51960100b7fa502595 
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EBay's 20th anniversary  
Graphic detail 
Sep 3rd 2015 by The Data Team 
 
IN THE dawn of the internet, shopping online was seen as a slightly whacky idea. 
But during an idle long weekend 20 years ago, Pierre Omidyar sat down at his 
computer to thrash out the first lines of code for AuctionWeb, an online marketplace. 
When a broken laser-pointer became the first item to be sold on the site, Mr Omidyar 
knew he was on to a good thing. He hired his first employee the following year and 
changed the website's name to eBay (short for Echobay, whose domain name was 
unavailable). Meg Whitman—company President and CEO from 1998-2008—
steered the company to an IPO by September of her first year at the firm, when the 
site had just 2m registered users and $86m in revenues, valuing it at $1.5 billion. 
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Read on: eBay's changing sales trends 
In 20 years, over $700 billion worth of goods (and enough cars to circle the moon 
four times) have been sold on eBay generating some $72 billion in revenue. But the 
company has also been the vehicle for some astute acquisitions. EBay acquired 
Paypal—an online payments firm—in 2002 for what seemed like an eye-watering 
$1.5 billion. But Paypal grew up: it has contributed around one third of eBay’s gross 
profit over time since 1995 and was responsible for half its revenues in 2014. Its 
success led to Paypal being carved off from eBay in July 2015 and with a market 
capitalisation of $41 billion it is now worth $9 billion more than its former parent. 
Within that same period, eBay also bought Skype—a telecommunications software 
firm—which it purchased in 2005, and sold off again for hefty profits by the end of 
2011. 
Appendix 10 Facebook 
Appendix 10.1 Facebook Source 1: News companies and  
  Facebook: Friends with benefits? 
 
Source 1:   Economist. (2015). Facebook and several news firms have entered an 
uneasy partnership. The print edition.  Retrieved 1 August, 2015, from 
http://www.economist.com/news/business/21651264-facebook-and-several-
news-firms-have-entered-uneasy-partnership-friends-
benefits?zid=291&ah=906e69ad01d2ee51960100b7fa502595 
 
 
Facebook and several news firms have entered an uneasy partnership 
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May 16th 2015 | SAN FRANCISCO | From the print edition 
 
  
 
“INSTANT ARTICLES” is a new service announced by Facebook on May 12th, in 
partnership with nine news firms, including the New York Times, the Guardian and 
National Geographic. Facebook users will be able to read stories from these 
publishers without leaving the social network, since it will host the articles rather 
than just providing weblinks that send readers off to the news firms’ websites. In 
return, newspapers will be able to sell advertising that appears next to their stories 
and keep all the revenue, or let Facebook sell the ad space, and give it a 30% cut. 
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The nascent partnership highlights Facebook’s growing clout in the news business. 
Newspapers have become dependent on it to send readers to them, and tweaks to 
Facebook’s algorithm can dramatically change websites’ traffic. The New York 
Times gets around 15% of its traffic from Facebook; some news sites get over half. 
News firms have already cultivated legions of Facebook fans (see chart). Through 
the partnership publishers can reach new audiences, while Facebook will keep users 
from straying, and serve up more ads. 
The friendship is not without its complications. With 1.4 billion users, Facebook has 
grown into a Goliath, controlling around 9% of all online advertising globally. 
Newspapers risk giving Facebook even more power by conditioning young Facebook 
users to think that they can get everything they need in one stop, and undermining 
their own websites as destinations. In the past, firms that have hitched their business 
to Facebook have been bruised. For example, Zynga, an online gaming company, 
excelled until Facebook changed how often its users were shown alerts from their 
friends boasting of their game scores. 
Recently, news firms have tried to take a more analytical approach to their online 
businesses. Some are hiring teams of data-crunchers, and using traffic-analysis firms 
such as ChartBeat to help them see in real time where readers come from. However, 
the risk is that they pay too much attention to the number of visitors driven through 
social media and not enough to the time people spend engaging on their websites, 
says Gordon Crovitz, a media entrepreneur. 
Other firms will follow in Facebook’s wake. “There is suddenly a lot of competition 
among the social networks to host premium content,” says Edward Roussel, chief 
innovation officer at Dow Jones, a media company. Earlier this year Snapchat, a 
messaging service, started offering articles from a select group of news firms to its 
users. Paul Zwillenberg of the Boston Consulting Group predicts that some social 
networks, including Facebook, will ultimately pay publishers to host content. 
This will make news firms less vulnerable to the whims of any one social network’s 
algorithms. However, the gravest risk to publishers is that social networks continue 
to transform themselves into a form of modern-day newspaper, curating content, 
engaging users and selling their attention to advertisers. 
 
Appendix 10.2 Facebook Source 2: What Is Facebook, Really? 
 
Source 2: Rayport, J. F. (2011). What Is Facebook, Really?   Retrieved 1 August 
2015, from https://hbr.org/2011/02/what-is-facebook-is-becoming 
 
Jeffrey F. Rayport, February 02, 2011 
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Last month in New Orleans, the Online Publishers Association held its Annual 
Member Summit. It was a closed-door meeting of top digital CEOs from major 
media brands — not only old line players like Disney, BBC, and ESPN, but also new 
ones like Huffington Post, Gawker Media, and EverydayHealth. 
It was a star-studded event. There was my friend and former HBS colleague, Gary 
Loveman, CEO of Caesars Entertainment, talking about analytics and customer 
service. Chris Anderson, Editor of Wired Magazine, delivered the news (again) that 
The Web is Dead. Nick Denton, of Gawker, evangelized new models for content 
creation. Bob Johansen, from the Institute for the Future, claimed that the only actual 
“digital natives” are children under the age of five. 
But there was a curious absence. Facebook wasn’t there. The more I pondered this, 
the more ironic its omission from the program seemed. 
By any conventional measure, Facebook could easily rank as the largest online 
publisher in the world. Sure, YouTube users now upload hundreds of thousands of 
videos to the site a day, but Facebook users uploaded 750 million photos over a few 
weeks during the holiday season alone. Google is a major player in the online 
publishing ecosystem, but in its core business Google points to content; Facebook 
actually hosts it. 
Three remarkable realities account for the logic (and irony) of Facebook’s absence: 
First, Facebook is not really a website anymore. Rather, it’s a vast, branded utility. 
It’s like another World Wide Web, but with a profit motive. It’s a kind of Wikipedia, 
but built on a corporate, not a cooperative, model. As a communications technology, 
it has radically changed the ways we connect with one another. Like Lady Gaga and 
Taylor Swift, Facebook is ubiquitous; you can’t go five minutes without 
encountering the Facebook brand or the tiny blue “f”, whether in traditional media 
(at the bottom of every TV news screen) or online (where Facebook icons and “Like” 
buttons abound). Sure, services like LinkedIn, Twitter, and foursquare have 
significant distribution. But usage data show how Facebook dominates. It serves one 
in four of every display ad on the Web. It accounts for nearly 10 percent of total time 
spent online by U.S. Web users (just ahead of Google). It has more than 600 million 
users. It’s like a new global telephone network, except that, rather than carry voice 
and data, its “content” is personal profiles and connections; rich media; real-time 
messaging; and an endless array of features, functions, and third-party apps. For 
many online users, Facebook is to our era as revolutionary as the telephone was a 
century earlier. 
Second, Facebook is preternaturally addictive. Conjure up yesteryear images of teens 
and telephones, or teens and texting today. We humans are junkies for updates and 
information — gossip, news, hearsay, chat. Curiosity about what’s going on now is a 
natural human attribute. Of course, times have changed. Telephones have become 
cell phones; cell phones have become smart phones; smart phones have become 
gateways to the mobile Web and major app platforms. That might explain why 48 
percent of Americans check Facebook with Facebook accounts check for “updates” 
when they wake up; and why 28 percent do so from their smart phones before getting 
out of bed. Facebook has woven itself into the warp and woof of all of our lives, not 
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only teenage lives. The more it satiates our curiosity, the more curiosity we have to 
satiate. 
Third, Facebook is magnetic as a function of its social engagement. People are drawn 
to it, because people are drawn to people. That’s why we gather in crowds for 
sporting events, political rallies, and mass celebrations on New Year’s Eve. How 
much pull does Facebook exert? Google’s own data tell us: in the last 24 months, 
Google’s top search term was “Facebook.” Of the top five terms in 2010, two were 
“Facebook.com” and “Facebook Login.” If Google has built a “database of 
intentions,” Facebook has built a database of connections. One in every 13 people on 
earth uses Facebook. With “Friend Finder” — a sometimes controversial feature that 
automatically suggests people you might want to “friend” — Facebook operates a 
connection engine of unprecedented scale and scope. It delivers on E.M. Forster’s 
famous dictum: “Only connect.” 
In short, Facebook is not, in any sense, an online publisher. It does something related 
to, but distinct from, what such publishers do. (Online publishers aggregate 
audiences of individual users, viewers, and readers, and secondarily connect them, if 
they connect them at all.) Leave aside Goldman’s $50 billion valuation, the major 
motion picture, and the fact that Facebook is growing faster than Google did in its 
early days: the company’s usage data tell a story that transcends even those stunning 
facts. Connection is a human imperative. Technology that hyper-enables it should, 
logically, thrive. Because Facebook enables it better than any other social network, it 
has metastasized throughout the Web and beyond — into our mobile devices. (Install 
a Facebook app on your Blackberry, for example, and you’ll see Facebook features 
integrating themselves mysteriously throughout the functions of your device.) As 
Facebook expands inexorably, perhaps we should focus less on the asset and more on 
the impact. By extending its seemingly endless tendrils online, Facebook is surely 
changing business; it’s also changing us in ways that are arguably out of anyone’s 
control — including that of the gifted entrepreneurs who actually run the “site” itself. 
  
Appendix 10.3 Facebook Source 3: About Facebook  
 
Source 3: Facebook-Newsroom. (2015). Facebook.   Retrieved 1 August, 2015, from 
http://newsroom.fb.com/company-info/ 
 
 Facebook Newsroom 
 
Our Mission 
Founded in 2004, Facebook’s mission is to give people the power to share and make 
the world more open and connected. People use Facebook to stay connected with 
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friends and family, to discover what’s going on in the world, and to share and 
express what matters to them. 
Stats 
Headquarters 
1 Hacker Way, Menlo Park, California 94025 
 Employees 
10,955 employees as of June 30, 2015 
Statistics 
 968 million daily active users on average for June 2015 
 844 million mobile daily active users on average for June 2015 
 1.49 billion monthly active users as of June 30, 2015 
 1.31 billion mobile monthly active users as of June 30, 2015 
 Approximately 83.1% of our daily active users are outside the US and 
Canada 
US offices 
Atlanta, Austin, Boston, Chicago, Dallas, Detroit, Denver, Los Angeles, Menlo Park, 
Miami, New York, Reno, Seattle, Washington D.C. 
International offices 
Amsterdam, Auckland, Berlin, Brasilia, Brussels, Buenos Aires, Dubai, Dublin, 
Gurgaon, Hamburg, Hong Kong, Hyderabad, Jakarta, Karlsruhe, Kuala Lumpur, 
London, Madrid, Melbourne, Mexico City, Milan, Montreal, Mumbai, New Delhi, 
Paris, Sao Paulo, Seoul, Singapore, Stockholm, Sydney, Tel Aviv, Tokyo, Toronto, 
Vancouver, Warsaw 
Data Centers 
Altoona, Forest City, Lulea, and Prineville, with a co-located facility in Ashburn 
Our Culture 
Facebook is defined by our hacker culture - an environment that rewards creative 
problem solving and rapid decision making. We encourage people to be bold. Our 
open culture keeps everyone informed and allows people to move around and solve 
the problems they care about most. We work in small teams and move fast to 
develop new products, constantly iterating and improving. The phrase “this journey 
is 1% finished” is posted on our walls, reminding us that we’ve only begun to fulfill 
our mission to make the world more open and connected. 
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  Community 
 
Source 4:   Zuckerberg, M. (2017). Building Global Community.   Retrieved 1 
December, 2017, from https://www.facebook.com/notes/mark-
zuckerberg/building-global-community/10154544292806634/ 
  
Mark Zuckerberg·Friday, February 17, 2017 
 
To our community, 
On our journey to connect the world, we often discuss products we're building and 
updates on our business. Today I want to focus on the most important question of all: 
are we building the world we all want? 
History is the story of how we've learned to come together in ever greater numbers -- 
from tribes to cities to nations. At each step, we built social infrastructure like 
communities, media and governments to empower us to achieve things we couldn't 
on our own. 
Today we are close to taking our next step. Our greatest opportunities are now global 
-- like spreading prosperity and freedom, promoting peace and understanding, lifting 
people out of poverty, and accelerating science. Our greatest challenges also need 
global responses -- like ending terrorism, fighting climate change, and preventing 
pandemics. Progress now requires humanity coming together not just as cities or 
nations, but also as a global community.  
This is especially important right now. Facebook stands for bringing us closer 
together and building a global community. When we began, this idea was not 
controversial. Every year, the world got more connected and this was seen as a 
positive trend. Yet now, across the world there are people left behind by 
globalization, and movements for withdrawing from global connection. There are 
questions about whether we can make a global community that works for everyone, 
and whether the path ahead is to connect more or reverse course. 
This is a time when many of us around the world are reflecting on how we can have 
the most positive impact. I am reminded of my favorite saying about technology: 
"We always overestimate what we can do in two years, and we underestimate what 
we can do in ten years." We may not have the power to create the world we want 
immediately, but we can all start working on the long term today. In times like these, 
the most important thing we at Facebook can do is develop the social infrastructure 
to give people the power to build a global community that works for all of us.  
For the past decade, Facebook has focused on connecting friends and families. With 
that foundation, our next focus will be developing the social infrastructure for 
community -- for supporting us, for keeping us safe, for informing us, for civic 
engagement, and for inclusion of all. 
Bringing us all together as a global community is a project bigger than any one 
organization or company, but Facebook can help contribute to answering these five 
important questions: 
 How do we help people build supportive communities that strengthen 
traditional institutions in a world where membership in these institutions is 
declining? 
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 How do we help people build a safe community that prevents harm, helps 
during crises and rebuilds afterwards in a world where anyone across the 
world can affect us? 
 How do we help people build an informed community that exposes us to new 
ideas and builds common understanding in a world where every person has a 
voice? 
 How do we help people build a civically-engaged community in a world 
where participation7 in voting sometimes includes less than half our 
population? 
 How do we help people build an inclusive community that reflects our 
collective values and common humanity from local to global levels, spanning 
cultures, nations and regions in a world with few examples of global 
communities? 
My hope is that more of us will commit our energy to building the long term social 
infrastructure to bring humanity together. The answers to these questions won't all 
come from Facebook, but I believe we can play a role.  
Our job at Facebook is to help people make the greatest positive impact while 
mitigating areas where technology and social media can contribute to divisiveness 
and isolation. Facebook is a work in progress, and we are dedicated to learning and 
improving. We take our responsibility seriously, and today I want to talk about how 
we plan to do our part to build this global community. 
 
Supportive Communities 
 
Building a global community that works for everyone starts with the millions of 
smaller communities and intimate social structures we turn to for our personal, 
emotional and spiritual needs.  
Whether they're churches, sports teams, unions or other local groups, they all share 
important roles as social infrastructure for our communities. They provide all of us 
with a sense of purpose and hope; moral validation that we are needed and part of 
something bigger than ourselves; comfort that we are not alone and a community is 
looking out for us; mentorship, guidance and personal development; a safety net; 
values, cultural norms and accountability; social gatherings, rituals and a way to 
meet new people; and a way to pass time. 
In our society, we have personal relationships with friends and family, and then we 
have institutional relationships with the governments that set the rules. A healthy 
society also has many layers of communities between us and government that take 
care of our needs. When we refer to our "social fabric", we usually mean the many 
mediating groups that bring us together and reinforce our values. 
However, there has been a striking decline in the important social infrastructure of 
local communities over the past few decades. Since the 1970s, membership in some 
local groups has declined by as much as one-quarter, cutting across all segments of 
the population.  
The decline raises deeper questions alongside surveys showing large percentages of 
our population lack a sense of hope for the future. It is possible many of our 
challenges are at least as much social as they are economic -- related to a lack of 
community and connection to something greater than ourselves. As one pastor told 
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me: "People feel unsettled. A lot of what was settling in the past doesn't exist 
anymore." 
Online communities are a bright spot, and we can strengthen existing physical 
communities by helping people come together online as well as offline. In the same 
way connecting with friends online strengthens real relationships, developing this 
infrastructure will strengthen these communities, as well as enable completely new 
ones to form.  
A woman named Christina was diagnosed with a rare disorder called Epidermolysis 
Bullosa -- and now she's a member of a group that connects 2,400 people around the 
world so none of them have to suffer alone. A man named Matt was raising his two 
sons by himself and he started the Black Fathers group to help men share advice and 
encouragement as they raise their families. In San Diego, more than 4,000 military 
family members are part of a group that helps them make friends with other spouses. 
These communities don't just interact online. They hold get-togethers, organize 
dinners, and support each other in their daily lives. 
We recently found that more than 100 million people on Facebook are members of 
what we call "very meaningful" groups. These are groups that upon joining, quickly 
become the most important part of our social network experience and an important 
part of our physical support structure. For example, many new parents tell us that 
joining a parenting group after having a child fits this purpose. 
There is a real opportunity to connect more of us with groups that will be meaningful 
social infrastructure in our lives. More than one billion people are active members of 
Facebook groups, but most don't seek out groups on their own -- friends send invites 
or Facebook suggests them. If we can improve our suggestions and help connect one 
billion people with meaningful communities, that can strengthen our social fabric.  
Going forward, we will measure Facebook's progress with groups based on 
meaningful groups, not groups overall. This will require not only helping people 
connect with existing meaningful groups, but also enabling community leaders to 
create more meaningful groups for people to connect with. 
The most successful physical communities have engaged leaders, and we've seen the 
same with online groups as well. In Berlin, a man named Monis Bukhari runs a 
group where he personally helps refugees find homes and jobs. Today, Facebook's 
tools for group admins are relatively simple. We plan to build more tools to empower 
community leaders like Monis to run and grow their groups the way they'd like, 
similar to what we've done with Pages. 
Most communities are made of many sub-communities, and this is another clear area 
for developing new tools. A school, for example, is not a single community, but 
many smaller groups among its classes, dorms and student groups. Just as the social 
fabric of society is made up of many communities, each community is made of many 
groups of personal connections. We plan to expand groups to support sub-
communities. 
We can look at many activities through the lens of building community. Watching 
video of our favorite sports team or TV show, reading our favorite newspaper, or 
playing our favorite game are not just entertainment or information but a shared 
experience and opportunity to bring together people who care about the same things. 
We can design these experiences not for passive consumption but for strengthening 
social connections. 
Our goal is to strengthen existing communities by helping us come together online as 
well as offline, as well as enabling us to form completely new communities, 
transcending physical location. When we do this, beyond connecting online, we 
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reinforce our physical communities by bringing us together in person to support each 
other. 
A healthy society needs these communities to support our personal, emotional and 
spiritual needs. In a world where this physical social infrastructure has been 
declining, we have a real opportunity to help strengthen these communities and the 
social fabric of our society. 
 
Safe Community 
 
As we build a global community, this is a moment of truth. Our success isn't just 
based on whether we can capture videos and share them with friends. It's about 
whether we're building a community that helps keep us safe -- that prevents harm, 
helps during crises, and rebuilds afterwards. 
Today's threats are increasingly global, but the infrastructure to protect us is not. 
Problems like terrorism, natural disasters, disease, refugee crises, and climate change 
need coordinated responses from a worldwide vantage point. No nation can solve 
them alone. A virus in one nation can quickly spread to others. A conflict in one 
country can create a refugee crisis across continents. Pollution in one place can affect 
the environment around the world. Humanity's current systems are insufficient to 
address these issues. 
Many dedicated people join global non-profit organizations to help, but the market 
often fails to fund or incentivize building the necessary infrastructure. I have long 
expected more organizations and startups to build health and safety tools using 
technology, and I have been surprised by how little of what must be built has even 
been attempted. There is a real opportunity to build global safety infrastructure, and I 
have directed Facebook to invest more and more resources into serving this need. 
For some of these problems, the Facebook community is in a unique position to help 
prevent harm, assist during a crisis, or come together to rebuild afterwards. This is 
because of the amount of communication across our network, our ability to quickly 
reach people worldwide in an emergency, and the vast scale of people's intrinsic 
goodness aggregated across our community. 
To prevent harm, we can build social infrastructure to help our community identify 
problems before they happen. When someone is thinking of suicide or hurting 
themselves, we've built infrastructure to give their friends and community tools that 
could save their life. When a child goes missing, we've built infrastructure to show 
Amber Alerts -- and multiple children have been rescued without harm. And we've 
built infrastructure to work with public safety organizations around the world when 
we become aware of these issues. Going forward, there are even more cases where 
our community should be able to identify risks related to mental health, disease or 
crime. 
To help during a crisis, we've built infrastructure like Safety Check so we can all let 
our friends know we're safe and check on friends who might be affected by an attack 
or natural disaster. Safety Check has been activated almost 500 times in two years 
and has already notified people that their families and friends are safe more than a 
billion times. When there is a disaster, governments often call us to make sure Safety 
Check has been activated in their countries. But there is more to build. We recently 
added tools to find and offer shelter, food and other resources during emergencies. 
Over time, our community should be able to help during wars and ongoing issues 
that are not limited to a single event. 
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To rebuild after a crisis, we've built the world's largest social infrastructure for 
collective action. A few years ago, after an earthquake in Nepal, the Facebook 
community raised $15 million to help people recover and rebuild -- which was the 
largest crowdfunded relief effort in history. We saw a similar effort after the shooting 
at the Pulse nightclub in Orlando when people across the country organized blood 
donations to help victims they had never met. Similarly, we built tools so millions of 
people could commit to becoming organ donors to save others after accidents, and 
registries reported larger boosts in sign ups than ever before. 
Looking ahead, one of our greatest opportunities to keep people safe is building 
artificial intelligence to understand more quickly and accurately what is happening 
across our community.  
There are billions of posts, comments and messages across our services each day, 
and since it's impossible to review all of them, we review content once it is reported 
to us. There have been terribly tragic events -- like suicides, some live streamed -- 
that perhaps could have been prevented if someone had realized what was happening 
and reported them sooner. There are cases of bullying and harassment every day, that 
our team must be alerted to before we can help out. These stories show we must find 
a way to do more. 
Artificial intelligence can help provide a better approach. We are researching 
systems that can look at photos and videos to flag content our team should review. 
This is still very early in development, but we have started to have it look at some 
content, and it already generates about one-third of all reports to the team that 
reviews content for our community. 
It will take many years to fully develop these systems. Right now, we're starting to 
explore ways to use AI to tell the difference between news stories about terrorism 
and actual terrorist propaganda so we can quickly remove anyone trying to use our 
services to recruit for a terrorist organization. This is technically difficult as it 
requires building AI that can read and understand news, but we need to work on this 
to help fight terrorism worldwide. 
As we discuss keeping our community safe, it is important to emphasize that part of 
keeping people safe is protecting individual security and liberty. We are strong 
advocates of encryption and have built it into the largest messaging platforms in the 
world -- WhatsApp and Messenger. Keeping our community safe does not require 
compromising privacy. Since building end-to-end encryption into WhatsApp, we 
have reduced spam and malicious content by more than 75%. 
The path forward is to recognize that a global community needs social infrastructure 
to keep us safe from threats around the world, and that our community is uniquely 
positioned to prevent disasters, help during crises, and rebuild afterwards. Keeping 
the global community safe is an important part of our mission -- and an important 
part of how we'll measure our progress going forward. 
 
Informed Community 
 
The purpose of any community is to bring people together to do things we couldn't 
do on our own. To do this, we need ways to share new ideas and share enough 
common understanding to actually work together. 
Giving everyone a voice has historically been a very positive force for public 
discourse because it increases the diversity of ideas shared. But the past year has also 
shown it may fragment our shared sense of reality. It is our responsibility to amplify 
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the good effects and mitigate the bad -- to continue increasing diversity while 
strengthening our common understanding so our community can create the greatest 
positive impact on the world. 
The two most discussed concerns this past year were about diversity of viewpoints 
we see (filter bubbles) and accuracy of information (fake news). I worry about these 
and we have studied them extensively, but I also worry there are even more powerful 
effects we must mitigate around sensationalism and polarization leading to a loss of 
common understanding. 
Social media already provides more diverse viewpoints than traditional media ever 
has. Even if most of our friends are like us, we all know people with different 
interests, beliefs and backgrounds who expose us to different perspectives. 
Compared with getting our news from the same two or three TV networks or reading 
the same newspapers with their consistent editorial views, our networks on Facebook 
show us more diverse content. 
But our goal must be to help people see a more complete picture, not just alternate 
perspectives. We must be careful how we do this. Research shows that some of the 
most obvious ideas, like showing people an article from the opposite perspective, 
actually deepen polarization by framing other perspectives as foreign. A more 
effective approach is to show a range of perspectives, let people see where their 
views are on a spectrum and come to a conclusion on what they think is right. Over 
time, our community will identify which sources provide a complete range of 
perspectives so that content will naturally surface more. 
Accuracy of information is very important. We know there is misinformation and 
even outright hoax content on Facebook, and we take this very seriously. We've 
made progress fighting hoaxes the way we fight spam, but we have more work to do. 
We are proceeding carefully because there is not always a clear line between hoaxes, 
satire and opinion. In a free society, it's important that people have the power to 
share their opinion, even if others think they're wrong. Our approach will focus less 
on banning misinformation, and more on surfacing additional perspectives and 
information, including that fact checkers dispute an item's accuracy. 
While we have more work to do on information diversity and misinformation, I am 
even more focused on the impact of sensationalism and polarization, and the idea of 
building common understanding. 
Social media is a short-form medium where resonant messages get amplified many 
times. This rewards simplicity and discourages nuance. At its best, this focuses 
messages and exposes people to different ideas. At its worst, it oversimplifies 
important topics and pushes us towards extremes. 
Polarization exists in all areas of discourse, not just social media. It occurs in all 
groups and communities, including companies, classrooms and juries, and it's usually 
unrelated to politics. In the tech community, for example, discussion around AI has 
been oversimplified to existential fear-mongering. The harm is that sensationalism 
moves people away from balanced nuanced opinions towards polarized extremes. 
If this continues and we lose common understanding, then even if we eliminated all 
misinformation, people would just emphasize different sets of facts to fit their 
polarized opinions. That's why I'm so worried about sensationalism in media. 
Fortunately, there are clear steps we can take to correct these effects. For example, 
we noticed some people share stories based on sensational headlines without ever 
reading the story. In general, if you become less likely to share a story after reading 
it, that's a good sign the headline was sensational. If you're more likely to share a 
story after reading it, that's often a sign of good in-depth content. We recently started 
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reducing sensationalism in News Feed by taking this into account for pieces of 
content, and going forward signals like this will identify sensational publishers as 
well. There are many steps like this we have taken and will keep taking to reduce 
sensationalism and help build a more informed community. 
Research suggests the best solutions for improving discourse may come from getting 
to know each other as whole people instead of just opinions -- something Facebook 
may be uniquely suited to do. If we connect with people about what we have in 
common -- sports teams, TV shows, interests -- it is easier to have dialogue about 
what we disagree on. When we do this well, we give billions of people the ability to 
share new perspectives while mitigating the unwanted effects that come with any 
new medium. 
A strong news industry is also critical to building an informed community. Giving 
people a voice is not enough without having people dedicated to uncovering new 
information and analyzing it. There is more we must do to support the news industry 
to make sure this vital social function is sustainable -- from growing local news, to 
developing formats best suited to mobile devices, to improving the range of business 
models news organizations rely on. 
Connecting everyone to the internet is also necessary for building an informed 
community. For the majority of people around the world, the debate is not about the 
quality of public discourse but whether they have access to basic information they 
need at all, often related to health, education and jobs. 
Finally, I want to emphasize that the vast majority of conversations on Facebook are 
social, not ideological. They're friends sharing jokes and families staying in touch 
across cities. They're people finding groups, whether they're new parents raising kids 
or newly diagnosed patients suffering from a disease together. Sometimes it's for joy, 
coming together around religion or sports. And sometimes it 's for survival, like 
refugees communicating to find shelter. 
Whatever your situation when you enter our community, our commitment is to 
continue improving our tools to give you the power to share your experience. By 
increasing the diversity of our ideas and strengthening our common understanding, 
our community can have the greatest positive impact on the world. 
 
Civically-Engaged Community 
 
Our society will reflect our collective values only if we engage in the civic process 
and participate in self-governance. There are two distinct types of social 
infrastructure that must be built: 
The first encourages engagement in existing political processes: voting, engaging 
with issues and representatives, speaking out, and sometimes organizing. Only 
through dramatically greater engagement can we ensure these political processes 
reflect our values. 
The second is establishing a new process for citizens worldwide to participate in 
collective decision-making. Our world is more connected than ever, and we face 
global problems that span national boundaries. As the largest global community, 
Facebook can explore examples of how community governance might work at scale. 
The starting point for civic engagement in the existing political process is to support 
voting across the world. It is striking that only about half of Americans eligible to 
vote participate in elections. This is low compared to other countries, but democracy 
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is receding in many countries and there is a large opportunity across the world to 
encourage civic participation. 
In the United States election last year, we helped more than 2 million people register 
to vote and then go vote. This was among the largest voter turnout efforts in history, 
and larger than those of both major parties combined. In every election around the 
world, we keep improving our tools to help more people register and vote, and we 
hope to eventually enable hundreds of millions of more people to vote in elections 
than do today, in every democratic country around the world. 
Local civic engagement is a big opportunity as well as national. Today, most of us do 
not even know who our local representatives are, but many policies impacting our 
lives are local, and this is where our participation has the greatest influence. Research 
suggests reading local news is directly correlated with local civic engagement. This 
shows how building an informed community, supportive local communities, and a 
civically-engaged community are all related. 
Beyond voting, the greatest opportunity is helping people stay engaged with the 
issues that matter to them every day, not just every few years at the ballot box. We 
can help establish direct dialogue and accountability between people and our elected 
leaders. In India, Prime Minister Modi has asked his ministers to share their meetings 
and information on Facebook so they can hear direct feedback from citizens. In 
Kenya, whole villages are in WhatsApp groups together, including their 
representatives. In recent campaigns around the world -- from India and Indonesia 
across Europe to the United States -- we've seen the candidate with the largest and 
most engaged following on Facebook usually wins. Just as TV became the primary 
medium for civic communication in the 1960s, social media is becoming this in the 
21st century. 
This creates an opportunity for us to connect with our representatives at all levels. In 
the last few months, we have already helped our community double the number of 
connections between people and our representatives by making it easier to connect 
with all our representatives in one click. When we connect, we can engage directly in 
comments and messages. For example, in Iceland, it's common to tag politicians in 
group discussions so they can take community issues to parliament. 
Sometimes people must speak out and demonstrate for what they believe is right. 
From Tahrir Square to the Tea Party -- our community organizes these 
demonstrations using our infrastructure for events and groups. On a daily basis, 
people use their voices to share their views in ways that can spread around the world 
and grow into movements. The Women's March is an example of this, where a 
grandmother with an internet connection wrote a post that led her friends to start a 
Facebook event that eventually turned into millions of people marching in cities 
around the world. 
Giving people a voice is a principle our community has been committed to since we 
began. As we look ahead to building the social infrastructure for a global community, 
we will work on building new tools that encourage thoughtful civic engagement. 
Empowering us to use our voices will only become more important. 
 
Inclusive Community 
 
Building an inclusive global community requires establishing a new process for 
citizens worldwide to participate in community governance. I hope that we can 
explore examples of how collective decision-making might work at scale. 
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Facebook is not just technology or media, but a community of people. That means 
we need Community Standards that reflect our collective values for what should and 
should not be allowed. 
In the last year, the complexity of the issues we've seen has outstripped our existing 
processes for governing the community. We saw this in errors taking down 
newsworthy videos related to Black Lives Matter and police violence, and in 
removing the historical Terror of War photo from Vietnam. We've seen this in 
misclassifying hate speech in political debates in both directions -- taking down 
accounts and content that should be left up and leaving up content that was hateful 
and should be taken down. Both the number of issues and their cultural importance 
has increased recently. 
This has been painful for me because I often agree with those criticizing us that we're 
making mistakes. These mistakes are almost never because we hold ideological 
positions at odds with the community, but instead are operational scaling issues. Our 
guiding philosophy for the Community Standards is to try to reflect the cultural 
norms of our community. When in doubt, we always favor giving people the power 
to share more.  
There are a few reasons for the increase in issues we've seen: cultural norms are 
shifting, cultures are different around the world, and people are sensitive to different 
things. 
First, our community is evolving from its origin connecting us with family and 
friends to now becoming a source of news and public discourse as well. With this 
cultural shift, our Community Standards must adapt to permit more newsworthy and 
historical content, even if some is objectionable. For example, an extremely violent 
video of someone dying would have been marked as disturbing and taken down. 
However, now that we use Live to capture the news and we post videos to protest 
violence, our standards must adapt. Similarly, a photo depicting any child nudity 
would have always been taken down -- and for good reason -- but we've now adapted 
our standards to allow historically important content like the Terror of War photo. 
These issues reflect a need to update our standards to meet evolving expectations 
from our community. 
Second, our community spans many countries and cultures, and the norms are 
different in each region. It's not surprising that Europeans more frequently find fault 
with taking down images depicting nudity, since some European cultures are more 
accepting of nudity than, for example, many communities in the Middle East or Asia. 
With a community of almost two billion people, it is less feasible to have a single set 
of standards to govern the entire community so we need to evolve towards a system 
of more local governance. 
Third, even within a given culture, we have different opinions on what we want to 
see and what is objectionable. I may be okay with more politically charged speech 
but not want to see anything sexually suggestive, while you may be okay with nudity 
but not want to see offensive speech. Similarly, you may want to share a violent 
video in a protest without worrying that you're going to bother friends who don't 
want to see it. And just as it's a bad experience to see objectionable content, it's also a 
terrible experience to be told we can't share something we feel is important. This 
suggests we need to evolve towards a system of personal control over our 
experience. 
Fourth, we're operating at such a large scale that even a small percent of errors 
causes a large number of bad experiences. We review over one hundred million 
pieces of content every month, and even if our reviewers get 99% of the calls right, 
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that's still millions of errors over time. Any system will always have some mistakes, 
but I believe we can do better than we are today. 
I've spent a lot of time over the past year reflecting on how we can improve our 
community governance. Sitting here in California, we're not best positioned to 
identify the cultural norms around the world. Instead, we need a system where we 
can all contribute to setting the standards. Although this system is not fully 
developed, I want to share an idea of how this might work. 
The guiding principles are that the Community Standards should reflect the cultural 
norms of our community, that each person should see as little objectionable content 
as possible, and each person should be able to share what they want while being told 
they cannot share something as little as possible. The approach is to combine 
creating a large-scale democratic process to determine standards with AI to help 
enforce them. 
The idea is to give everyone in the community options for how they would like to set 
the content policy for themselves. Where is your line on nudity? On violence? On 
graphic content? On profanity? What you decide will be your personal settings. We 
will periodically ask you these questions to increase participation and so you don't 
need to dig around to find them. For those who don't make a decision, the default 
will be whatever the majority of people in your region selected, like a referendum. 
Of course you will always be free to update your personal settings anytime. 
With a broader range of controls, content will only be taken down if it is more 
objectionable than the most permissive options allow. Within that range, content 
should simply not be shown to anyone whose personal controls suggest they would 
not want to see it, or at least they should see a warning first. Although we will still 
block content based on standards and local laws, our hope is that this system of 
personal controls and democratic referenda should minimize restrictions on what we 
can share. 
It's worth noting that major advances in AI are required to understand text, photos 
and videos to judge whether they contain hate speech, graphic violence, sexually 
explicit content, and more. At our current pace of research, we hope to begin 
handling some of these cases in 2017, but others will not be possible for many years. 
Overall, it is important that the governance of our community scales with the 
complexity and demands of its people. We are committed to always doing better, 
even if that involves building a worldwide voting system to give you more voice and 
control. Our hope is that this model provides examples of how collective decision-
making may work in other aspects of the global community. 
 
This is an important time in the development of our global community, and it's a time 
when many of us around the world are reflecting on how we can have the most 
positive impact.  
History has had many moments like today. As we've made our great leaps from 
tribes to cities to nations, we have always had to build social infrastructure like 
communities, media and governments for us to thrive and reach the next level. At 
each step we learned how to come together to solve our challenges and accomplish 
greater things than we could alone. We have done it before and we will do it again. 
I am reminded of President Lincoln's remarks during the American Civil War: "We 
can succeed only by concert. It is not 'can any of us imagine better?' but, 'can we all 
do better?' The dogmas of the quiet past, are inadequate to the stormy present. The 
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occasion is piled high with difficulty, and we must rise with the occasion. As our 
case is new, so we must think anew, act anew." 
There are many of us who stand for bringing people together and connecting the 
world. I hope we have the focus to take the long view and build the new social 
infrastructure to create the world we want for generations to come. 
It's an honor to be on this journey with you. Thank you for being part of this 
community, and thanks for everything you do to make the world more open and 
connected. 
 
Mark 
 
 
Appendix 10.5 Facebook Source 5: To like or not to like – how 
  Facebook affects our sense of belonging 
 
Source 5:   Burdon, H. (2014). To like or not to like – how Facebook affects our 
sense of belonging. from https://www.uq.edu.au/news/article/2014/04/or-not-
%E2%80%93-how-facebook-affects-our-sense-of-belonging 
 
 
 
 
To like or not to like - that is the question. 
29 April 2014 
Loneliness and a lack of self-worth could result from a lack of ‘likes’ on Facebook, 
according to researchers from The University of Queensland. 
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Two projects led by Dr Stephanie Tobin from UQ’s School of Psychology have 
identified the effects social networking sites have on users’ feelings of social 
belonging. 
Dr Stephanie Tobin said the studies found that active participation on social media 
sites gave users a greater sense of connectedness. 
“Social networking sites such as Facebook, which has more than a billion users a 
month, give people immediate reminders of their social relationships and allow them 
to communicate with others whenever they want,” she said. 
 “Our research shows that feelings of belonging are threatened when users stop 
generating content or participating online, and when information they have posted 
does not receive a response from others. 
To examine how participants felt when deliberately ignored, the researchers 
conducted two studies on ‘lurking’ or passive Facebook participation and on 
ostracism. 
The first study recruited users who frequently posted online. Half the participants 
were asked to actively post, while the other half, dubbed lurkers, were to simply 
observe friends’ status updates. 
In the second study, participants used accounts set up by researchers and were 
encouraged to post and comment on the posts of others on Facebook. 
Half the participants received the feedback while the other half didn’t and were 
effectively ostracised. 
Dr Tobin said the findings showed that both lurkers and ostracised participants from 
each study experienced lower levels of belonging and meaningful existence than 
those who participated and received a response.  Those who were ostracised also 
experienced lower levels of self-esteem and control. 
“The studies allowed us to examine how belonging depends on how much people are 
sharing on Facebook, the kinds of experiences they are having on the site and 
whether they are being ignored or validated by others,” she said. 
“The results clearly identified that active participation is necessary to decrease 
feelings of social rejection.” 
The researchers are doing follow-up studies to examine the effects of being ‘seen’ 
but not validated by audiences of different sizes and how sharing different kinds of 
photographs affects belonging and well-being more broadly. 
The new research was published in the journal Social Influence this month. 
Media: Helen Burdon, +61 7 3365 7436, h.burdon@uq.edu.au. 
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Appendix 11 Ford 
Appendix 11.1 Ford Source 1: 3 Social Media Lessons from  
  Ford 
 
Source 1: Fell, J. (2013). 3 Social Media Lessons from Ford Retrieved 1 January, 
2016, from http://www.entrepreneur.com/article/225861 
 
To generate real results and accomplish long-term goals over social media, 
businesses need to think beyond simple, one-off campaigns and make a regular 
commitment to marketing and customer engagement on social media. That's what 
Ford Motor Co.'s global head of social media, Scott Monty, said today at the "Social 
Wheels in Motion" session during Social Media Week, which kicked off yesterday in 
New York City. 
With nearly 90,000 followers on Twitter, Monty blogs about social media marketing 
and has developed a reputation as one of the top thought leaders on all things social. 
Examining some of the campaigns he's managed at Ford, Monty offered attendees 
some lessons for managing social media for brands. Here are three of his top 
takeaways: 
1. Let your followers tell your business story. 
Perhaps the social media campaign Ford is best known for rolled out in 2009 and was 
called the "Fiesta Movement." Ford recruited 100 people to drive the Ford Fiesta for 
six months, and paid for their gas and car insurance. The drivers were then asked to 
share their experiences driving the car on YouTube and FiestaMovement.com. 
What started with a simple social video contest wound up generating a huge amount 
of buzz. The Fiesta Movement generated 6.2 million views on YouTube, 750,000 
views on Flickr and 40 million Twitter impressions, Monty said, driving more than 
100,000 people to Ford's website. (Ford is reviving the Fiesta Movement campaign 
for the 2014 model.) 
Build a great product or service and let your customers use it and share their 
experiences over social media. "If you have a great product, don't be afraid," Monty 
said. "Let them be your voice." 
2. Create a social media a dialogue, not a broadcasting system. 
On social media, customers "want to engage with personalities, not product 
features," Monty said. Translation: Don't use Facebook and Twitter to simply 
announce new products or services. 
To engage with your customers and help increase their loyalty to your brand, 
understand who they are -- what their interests are and how they interact on social 
media. As an example, Monty pointed to Ford's creation of Doug, a "spokespuppet" 
character that appeared in several YouTube webisodes promoting the Ford Focus. 
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The character was brash and funny, and increased awareness about the Focus among 
a younger demographic. 
 
"Dialogue with people in a way they can understand, not corporate-speak," Monty 
said. 
3. Celebrate your fans. 
At the core of Ford's social media efforts is an effort to give the company's fans and 
followers a chance to experience the brand in ways they never expected -- and be 
rewarded for it. Before the unveiling of the 2011 Explorer, Ford created a Facebook 
page that gave its fans sneak peeks at features and video interviews with the design 
team and chief engineer. Another example, the Ford Social site, allows customers to 
claim badges based on their interests, win exclusive access to industry events and 
even submit suggestions for new vehicle features. 
"Engagement matters," Monty said. "Take time to appreciate and celebrate your 
fans." 
 
Appendix 11.2 Ford Source 2:  Social Media Thought Leader: 
  Ford's Scott Monty [part 1] 
 
Source 2: Israel, S. (2012). Social Media Thought Leader: Ford's Scott Monty [part 1]. Forbes.  
Retrieved 1 June, 2014, from http://www.forbes.com/sites/shelisrael/2012/05/29/social-
media-thought-leader-fords-scott-monty-part-1/ 
 
I cover mobile, social, sensor, location, data & pinpoint marketing  
By any measure, Scott Monty is a big deal in social media. 
As head of social media for Ford Motor Company, he is the key driver for social 
programs, policy and communications at the world’s 44th largest enterprise. He left a 
small, Boston-based PR agency to join the company with over 160,000 employees in 
more than 200 countries. To people who see and communicate with Ford  Motor 
online, he is among the best-recognized faces. 
 
Monty is only three steps down from CEO Alan Mulally on the company org chart 
and has access to him when he needs it. In the photo at left, he is teaching his CEO 
how to use Twitter during a lull at an auto show. 
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Monty is probably the highest-ranking social media professional in 
any publicly traded company. He has established himself as a thought leader because 
he has forged new social media paths that others now follow. Monty has often side-
stepped long-established best practices by creating new and better ones. 
Some of this started prior to his Ford tenure. But during his four-year stint with 
America’s leading automaker, he has piloted enterprise social media through 
unfamiliar and sometimes troubled waters many times. 
A case in point: 
Just before Christmas 2008, the owner of the Ranger Station, a fan site, announced 
Ford had sent him a cease and desist letter, ordering $5,000 payment for trademark 
infringement. It looked,  at first, to outsiders like yet another case of corporate 
bullying, this time by a big companies against one of its own fans. 
As was common practice back then, bloggers started igniting torches as an online 
flash mob started forming. Almost instantly, some bloggers jumped in to champion 
Ranger Station’s apparently virtuous cause. It was a situation that was a little 
reminiscent of the 2005 Dell Hell incident, when one unhappy blogger triggered a 
virtual mob of angry customer-bloggers. 
In that case,  Dell turned the mob around by starting its own blog and demonstrating 
that bloggers tend to get more polite when they  seesomeone is listening.  For Dell, 
that took about 30 days because it’s principal blogger, Lionel Menchaca, was 
virtually unknown when he started on Direct2Dell, the company’s first official 
blog.  It took him several weeks to establish his personal credibility and that he was a 
good listener. 
In the Ranger case, Ford did not have to start at Square One as Dell had done. It was 
already active in online conversations. More important,  it had recently hired Monty, 
who had been blogging independently for over five years and had already earned a 
great deal of social media credibility. 
When the story broke, Monty caught wind of it late at night after 
an exhaustingly long day. He saw that the conversation had begun without Ford’s 
participation, but he needed time to get some rest and hear his employer’s side of the 
story. So he went online and asked social media people to give him some time. 
Because bloggers  knew Scott, he was not perceived as some corporate suit  who had 
just told them to sit down and shut up. So they backed off. Monty knew of course 
that the slack he had been cut would not last long when a story is moving at the 
speed of the Internet. Besides, while he had personal credibility, Detroit   was at a 
reputation nadir when Monty arrived. And while Ford was doing it’s best 
to separate itself from its two rivals, that separation was not yet fully embraced. 
The bloggers waited for Monty to get a good night’s sleep and get back to them. 
The next morning, Monty did something else few enterprise social media 
practitioners had previously done. He popped over to the Ford General Counsel 
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offices and asked them for the back story, learning that the fan site was selling 
counterfeit Ford merchandise such as logo tee shirts without license to do so. Ford 
had repeatedly asked and cajoled the site to either pay fees or stop and had been 
ignored. Now Ford was demanding it. 
Every few hours, Monty tweeted updates making it clear that the story had wrinkles 
and that he was working on it. 
Monty discovered that while the Ranger site operator had not lied in his public 
statements, he had omitted some highly germane points. The blogger perception of 
him as an innocent victim being preyed upon by insensitive corporate bullies turned 
out not to precisely be the  the case. 
Monty could have hit back hard with a post of his own. Instead he took a 
more conciliatory course. He talked with the fan site operator, negotiated a deal in 
which the damages request was set aside, and the Ranger site could continue 
operating, so long as they discontinued the sale of unlicensed Ford merchandise. 
The bloggers doused their torches and collective attention turned to other issues. The 
entire incident started and ended in under 48 hours and less than a day after Monty 
had jumped in. 
At each point in this story, Monty had broken new ground. No blogger had ever 
played such a frontline role in resolving a hot-and-public enterprise controversy and 
no crisis management team had ever let a social media operative lead and chart the 
course. The power of social as a defensive enterprise tool was also established.  No 
such PR crisis was ever so completely resolved in just 24 hours time. 
It was a mutual watershed moment for both enterprise and social media thinkers. 
Corporations saw how fast-moving social communications operatives can help in a 
potential crisis and bloggers learned that the journalistic tactic of getting two sides to 
a story had value. 
It also took social media a significant step deeper into the mainstream. Enterprise 
decision makers realized that social media, which had been regarded suspiciously as 
a company-trashing weapon was also a wondrously powerful and efficient corporate 
communications tool. 
Since that point, Ford has been consistently at the forefront in bypassing traditional 
Detroit practices. 
 
Ford has since continued with a string of innovations, many of them involving 
Monty.  In spring 2009, the marketing team spearheaded the Fiesta Movement, in 
which Ford dared to loan 100 “real people” new Fiestas to drive around then share 
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their opinions on their own social accounts, which Ford aggregated on its own 
property without filtering. 
Then there was the 2011 Explorer launch, which integrated online and offline 
activities while circumnavigating the traditional automaker rounds. Automakers have 
previewed new cars in “reveal” campaigns for years, usually by previewing new 
models a few months in advance at auto shows, where the automotive press 
photographs and reports on the latest models. 
In 2010, Ford decided to bypass this traditional route and took its 2011 Explorer 
“reveal” campaign online, setting up a Facebook fan page, where 350,000 potential 
car buyers thronged, partly in hopes of winning a new Explorer. Then in 2011, the 
company launched its Focus Electric—not at an auto show, but at the Consumer 
Electronics Show [CES], the world’s largest consumer electronics show attended by 
an estimated 140,000 shoppers. 
You would think that with all this prominence and access to powerful people, Monty 
might become as inaccessible as prominent executives so often become, but he has 
not. Despite the fact that Monty, a former Boston-based public relations agency 
operative, has earned a seat at a big-time decision-maker’s table, he has, by all 
accounts, remained transparent, accessible, self-effacing and at times even playful. 
 
When I asked for stories about Monty on Twitter, more than a dozen people chimed 
in, much of it with good-natured kidding. When David Armano, a Chicago-based 
executive for Edelman Digital, the world’s largest independently owned public 
relations firm, sent me this photo of him smooching the Ford executive, I described 
the pic on Twitter. Monty did not ask or demand that it not be used. He just Twitter-
muttered, “I thought you were writing a profile, not a roast.” 
Armano has known Monty since 2006 and considers him a personal friend. ”It’s a 
little known fact that back in the early days, Scott would hang out for hours just 
chatting it up on Twitter. We started a game one week where he, I and a few others 
changed our Twitter photos rotating through the marsupial family. Everything from 
Wombats to Koalas. Yeah, we were nerds. ” 
He has a long-standing record of using social media to support grassroots causes, 
sometimes with a smart business flourish. 
Connie Reece, who co-started the Frozen Pea Fund, the first-ever social networked-
based charitable effort in December 2007, told me how Monty helped raise $30,000 
to fight cancer. But Monty broke other ground. He integrated goodwill fundraising 
with the launch of an online video client at Crayon, the social media strategy firm 
where he worked at the time. The client, ooVoo, received significant attention. The 
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fund received its largest single contribution. “This may sound old hat now, but when 
Scott did this, it was groundbreaking,” Reece told me. 
Both Rick Liebling and Lee Odden, CEO of TopRank Marketing told me stories 
about how Scott helped them get special tours with their children to the Henry Ford 
Museum in Dearborn, Michigan. Odden, is including Monty in his upcoming book, 
Optimize, in which he identifies Monty as a “brandividual.” 
He writes: 
“I’ve always been impressed with Scott’s work as a social media advocate and while 
at Ford, we did our second video interview. During the talk he … gave some great 
advice for companies on empowering communities … neither the visit nor my 
blogging about the experience on one of the most popular marketing blogs on the 
Internet would have happened without social networking.” 
Like other I have covered in this on going thought leadership series, Monty seems to 
be part of certain cult of generosity that pervades the emerging social media 
profession. What he has accomplished so far makes him and his employer strong 
case studies for how to do social media right in the very largest of enterprise 
orgnizations. 
[In Part 2 , Monty talks to me about the challenges he faced in moving from a five-
person virtual PR firm to Ford. He discusses what he considers his greatest success 
so far and offers advice for other social media professionals.] 
 
Appendix 11.3 Ford Source 3: How Ford Became a Leader in 
  Social Media 
 
Source 3: Laskowski, A. (2013). How Ford Became a Leader in Social Media.   Retrieved 1 
January, 2016, from http://www.bu.edu/today/2013/how-ford-became-a-leader-in-social-
media/ 
 
"The best thing that companies can do is play an active part in these online 
communities—they can’t be seen as an advertising platform,” says Scott Monty 
(CAS’92, MED’96, GSM’96), Ford Motor Company’s global digital and multimedia 
communications manager.  
Ford Motor Company knew it had to find a way to reach young consumers after 
redesigning the Fiesta in 2009. The company anticipated the compact would appeal 
to a generation of drivers who were buying their first car and figured a giveaway 
would create buzz. So, Ford launched a contest and chose 100 drivers from 
thousands of entries to drive a Fiesta for a year. They also got free gas, insurance, 
and video cameras to record honest reviews about the car and were asked to tweet 
and post videos along the way. Called the Fiesta Movement, the campaign sparked 
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chatter on social media, and the driver-generated content became the basis for the 
company’s TV spots and print ads. The campaign worked so well that Ford is 
revamping it to introduce the 2014 Fiesta. 
One of the people responsible for much of the campaign’s success is Scott Monty, 
Ford’s global digital and multimedia communications manager. Monty’s team 
developed the social media component of the campaign, which helped Ford gain 
more than 1.8 million fans on Facebook and 206,000 followers on the company’s 
Twitter page. General Motors, in comparison, has 479,000 fans on Facebook and 
91,000 followers on Twitter. 
“The Fiesta campaign was major and really put Ford on the map when it comes to 
social media,” says Monty (CAS’92, MED’96, GSM’96). It also demonstrated, he 
says, that consumers trusted other consumers to give reliable, honest testimonials. 
Monty will speak on campus today about his experiences leading Ford into the world 
of real-time social interaction. The talk, originally scheduled for April 19, was 
rescheduled because of manhunt for Dzhokhar Tsarnaev, who is now awaiting trial 
for his role in the Marathon bombings. 
Monty’s visit is part of the College of Communication’s Doers Makers Innovators 
series, underwritten by the Boston-area advertising firm Mullen and begun by 
Edward Boches, a COM professor of advertising. The series brings to COM industry 
leaders who are helping to reshape the field of communication. Speakers have 
included Ben Malbon, managing director of Google’s Creative Lab, and Gareth Kay, 
chief strategy officer with advertising firm Goodby, Silverstein & Partners. 
As the leader of Ford’s social media efforts, Monty has been ranked by Forbes.com 
as one of the top 10 influencers in social media and has been called “the best 
corporate social media lead on the planet” by the blog Social Media Explorer. He has 
appeared on Bloomberg TV, CNN, and NPR, and has been featured in numerous 
publications, including Harvard Business Review and the Wall Street Journal. 
BU Today spoke with Monty about how he got involved in social media, the role it 
plays at Ford, and the steps he takes when the company introduces a new car. 
BU Today: You’re a triple Terrier, and your résumé is varied—you first earned a degree in 
classical civilization, and then moved on to a dual MS and MBA in medical science and health 
care management. What was your original career plan? 
Monty: The original intent was to go to medical school, and I had my sights set on 
pediatrics. While I was at BU, I got involved with a variety of things. One of the 
reasons I became a classics major was to expand my horizons beyond the sciences. I 
knew I would be immersed in science for the rest of my life if I went into medicine, 
and I wanted to have a broad liberal arts education. Doing so exposed me to a lot of 
different people and a lot of different thinking, and I had an opportunity to be a 
resident assistant, a President’s Host, and president of the Premedical Society, and I 
got the Scarlet Key award. That initial move outside of my comfort zone allowed me 
to expose myself to many more opportunities at BU. 
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When I started the first year of medical school, I realized pretty quickly that I wasn’t 
ready to dedicate my life to the scientific side of medicine. I liked the human side 
more than the scientific side, but obviously you need the two to go hand-in-hand to 
succeed. So I looked around to see what else I could do with that, and one of the 
opportunities was an MBA with a concentration in health care management. This 
was the early- to mid-’90s, and opportunities in the medical field were a bit 
uncertain, with President Clinton attempting to pass health care reform legislation. I 
knew that having a little bit of scientific and medical knowledge as well as business 
knowledge would serve me well. I joined the two degrees up and never looked back. 
 
Photo courtesy of the College of Communication.  
How did you become involved in social media? 
I joined PJA Advertising and Marketing in Cambridge, Mass., and while I was there 
I started learning a little bit about social media, going to conferences and reading 
books. I eventually wanted to get my own thoughts out there, so that’s when I started 
writing about it and made a name for myself that way. 
Was this before social media really took off? 
Absolutely. When I first started writing about social media—I think, it was mid-2006 
or so—it was really just blogs and websites. Even corporate entities were only using 
blogs. There was no Facebook outside of the .edu system. Twitter was not even 
thought of yet in the early part of 2006. It was a vastly different world, but I was able 
to see the potential there, and I could see how companies were going to be using 
social media more to connect directly with consumers. 
What was your mission when you arrived at Ford to run its social media efforts? 
The executives at Ford had decided that they had treated social media as a hobby for 
too long and they needed to get serious about it. They created the position that I’m in 
with the notion that we needed somebody in a leadership position who could put a 
strategy together, unite the teams and educate them on better digital communications, 
and lead a prolonged effort that went beyond a campaign mentality. It was almost 
about building a culture of social within our communications team. 
You’ve said that Ford’s marketing strategy is “about transforming the brand as much as 
increasing sales.” How so? 
When you look at the role that corporate communications plays, our responsibility is 
to improve Ford’s reputation as well as help to build purchase consideration. When 
you think about how social fits into that, for the most part it’s at the higher end of the 
funnel. It’s about awareness, about general consideration. It’s not necessarily about 
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lead generation or bottom line sales. It contributes as a factor, but for a complex sale, 
like a vehicle, it’s much more difficult to tie social to the bottom line. So what we 
look at it is comparisons at how PR works, and media relations, as we look at our 
own channels, and things that we do like blogger relations, which are much more 
akin to the communications side of the house than they are to marketing. 
How big is your staff? 
Not big enough. It’s tough to say, because a lot of people are doing social media as 
part of their jobs. I’ve got regional social leads all over the planet, a lead in Asia, 
Europe, Mexico, South America, and the United States, and I manage them all 
together as a matrix organization. And I have people on the customer service team 
who are doing social, and they tie into our organization, and then the paid media 
team, which concentrates on advertising. Beyond that, we have agency support who 
help us. You get into a couple of hundred people who are involved in social, both 
inside and outside the company, in everything that we do. 
What are the first steps you take when the company gets ready to launch a new model? 
The first thing you think about is your target audience. Who are we trying to reach 
and where are they? I told people who are chasing after Twitter and Facebook, 
‘Don’t have a presence there if the people you are trying to reach aren’t there.’ We 
first try to understand the general habits of our customers, and then we think about 
how the vehicle fits into their lives and the social web. 
For example, in 2010 we were launching the 2011 Ford Explorer, and we were 
thinking about how we would reveal it. Typically, what we do is introduce the car at 
an auto show. At an auto show you are mixed up with about 40 other vehicle 
announcements, and you are really only talking to the business and automotive press. 
We thought that if we reinvented the vehicle, then we should reinvent the way we 
introduce a car to the public. So in July 2010, we revealed the 2011 Explorer on 
Facebook, the first time Facebook had been used as a platform to reveal a new 
vehicle. We also did it in eight cities simultaneously, and the digital marketing, 
social, and PR teams all worked together rather than in parallel, as we normally 
would have. We were able to achieve our objective, which was to dominate the news 
for a day by going directly to the public and in a nontraditional way. We reached 
over 100 million people on the social channels, and had 400 million impressions on 
the web. It was the trending topic on Twitter for the day, and number two on Google 
trends, and that was only because it was a day that Lindsay Lohan was being released 
from rehab. 
During a tragedy, such as the bomb attacks at the Boston Marathon, how do you recommend a 
brand manage its social media accounts? 
The best thing that companies can do is play an active part in these online 
communities—they can’t be seen as an advertising platform. You need to talk, listen, 
and engage. Monitor what’s going on. Just showing up and trying to push things 
down people’s throats won’t work, and they will object. It’s really just acting like a 
real human being, showing that there are real human beings behind a campaign. 
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What’s your advice to students interested in entering the field? 
Always keep a spirit of curiosity going. Ask questions, and learn about things that 
you might not have an interest in. When we look for people to join our team at Ford, 
we’re not just looking for people who understand the platforms. They need to 
understand the broader world around them. Getting a classical education helped me 
realize that the thread of human nature that runs through history is consistent; we still 
want the same things. The Roman orator Cicero has a great phrase: “If you wish to 
persuade me, you must think my thoughts, feel my feelings, and speak my words.” 
Students should keep a broader awareness of sociological trends, think like a regular 
consumer, and take that type of mentality and attach it to business strategy. If they do 
that, we’ll have some dynamite students that are up and coming. 
 
Appendix 12 Fundrise 
Appendix 12.1 Fundrise Source 1: From eBay to Lyft-  
  marketplace business can solve big problems 
 
Source 1: Sidgmore, M. (2014). From eBay to Lyft: marketplace business can solve 
big problems. The Guardian.  Retrieved 16 May, 2014, from 
http://www.theguardian.com/sustainable-business/ebay-lyft-marketplace-
businesses-solve-world-problems 
 
By reducing inefficiencies of time, cost, and connectivity, marketplace business 
models create value and impact  
 
Silicon Valley, where the internet boom has made affordable housing scarce. 
Crowdfunding platform Fundrise aims to rebuild communities.  
 
Today, I can tweet about fistbumping my Lyft driver upon entering his or her "taxi". 
I can invest in local real estate and develop my neighbourhood through Fundrise. 
And I can provide a small business with a loan online directly through Funding 
Circle. 
Fundrise, a real estate crowdfunding platform, is a marketplace whose benefits "go 
beyond just cutting out middlemen and reducing costs," according to Fundrise co-
founder Dan Miller. With real estate investment projects that include the 
rehabilitation of a vacant brick building in the Shaw neighbourhood of Washington, 
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DC, investors are "not only making returns, but improving the neighbourhood, 
supporting new business, and driving meaningful economic growth," says Miller. 
Fundrise has built up a $10m portfolio of projects that are rebuilding communities. 
Given that the US has witnessed a 12.8% reduction in affordable housing inventory 
over the past decade that often comes with a lack of neighbourhood-serving retail to 
drive economic development in lower economic neighbourhoods, the Fundrise 
marketplace enables investors to back projects that can help build their community. 
So next time you opt for car-sharing or provide a loan at the click of a button, know 
that you are making the world a better place. And it's these marketplace businesses 
that enable you to do so. 
 
Appendix 12.2 Fundrise Source 2: Real Estate Crowdfunding: 
  Post-Valuations of $100M For Series A? 
 
Source 2: Drake, D. (2014). Real Estate Crowdfunding: Post-Valuations Of $100M 
For Series A? Forbes.  Retrieved 22 June, 2014, from 
http://www.forbes.com/sites/groupthink/2014/06/10/real-estate-crowdfunding-post-
valuations-of-100m-for-series-a/ 
Fundrise last week announced that they raised $31 million from Renren, a Chinese 
technology firm, Ackman-Ziff (Real Estate Group) and Silverstein Properties 
(owners of the World Trade Center Twin Towers). My discussions with the founder 
Ben Miller, concerning the successes of this platform, have revealed that Fundrise is 
currently on a hiring growth stage. At $31 million raised, assuming that they give up 
40% of the company, this puts them at a $77.5 million pre-money valuation and a 
$108.5 million post money valuation – amazing statistics on valuations for the 
explosion of realty crowdfunding. 
The leader in the $31 million financing was Renren, a large Chinese social 
networking company; other participants included several firms and individuals in the 
real estate business including executives in Silverstein Properties, owner and 
developer of the World Trade Center, and Los Angeles developer Rising Realty 
Partners. The new capital allows Fundrise to undertake a national expansion while 
opening up the platform to major real estate developers. 
We hope for this to be the classical billion dollar IPO in 2015/2016, yet I have been 
following the top 20 realty crowdfunding platforms that frequently speak at events 
we sponsor – see related report atTimes Realty News – because there are other 
players making inroads in this industry. There is an ever increasing pace of activity 
in this space and the VCs are clamoring to get their share of this market. 
The Washington-based company, Fundrise, is an innovator in real estate 
crowdfunding and allows investors, for as little as $100 to as much as $10,000,000, 
to participate in deals involving hotels, apartment blocks, and other commercial 
developments. Until the emergence of crowdfunding, real estate projects, even the 
smaller ones, have been reserved for high net worth investors and private equity 
companies. The company was established by the Miller brothers, Benjamin and 
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Daniel, in August 2012 shortly after crowdfunding was legitimized by the JOBS Act. 
Over the past few months, nearly 300 developers have signed up to use the site. 
Investors and Real Estate Crowdfunding 
Investor interest in crowdfunding has been growing and a number of real estate 
portals have raised financing such as Realty Mogul which took in $9 million from 
the venture capital firm Canaan Partners. In April, The Carlton Group, which 
supports traditional real estate investment banking activities, announced a new 
crowdfunding website which will offer deals valued at a total of $1 billion involving 
transactions all around the world. The concept is now well understood and the Miller 
brothers believe that they can now scale up quite significantly. Most of these new 
sites will cater to accredited investors (namely wealthy investors allowed by 
regulators to make risky investments) and The Carlton Group, for instance, is going 
to aim at individual investments in the range of $1 million and $20 million. 
In contrast, Fundrise will permit any resident of a particular community to invest in 
developments located there even if they have small sums of money to invest, as little 
as $100, but they can also invest  as much as $10,000,000. Typically, the majority of 
commercial real estate development is financed by private equity investors and this, 
the Miller brothers say, can result in a disconnect between what the community 
actually needs and what is being built. Moreover, the involvement of a number of 
intermediaries reduces the profits of the investors. 
How Fundrise Intends to Operate 
Until the rules under the JOBS Act are finalized, Fundrise has to go through the 
expensive and protracted process of registering every deal (even the ones involving 
small investors) with the regulators. All investors in the deal will receive a share of 
the rental income as well as a share of the sale proceeds including appreciation as 
and when property is sold. Investors normally receive average returns of between 
12% and 14% net of all fees and costs. Fundrise has so far financed over 30 deals 
totaling $15 million from 1000 investors on the website but only three of these deals 
have allowed small investors to invest. More deals involving small investors are in 
the pipeline but the company insists that institutional capital will be an integral part 
of the investor mix. 
The company is creating new investment opportunities for retail investors (who have 
hitherto been unable to access this market), institutional investors, as well as other 
real estate companies. Many people are interested in local real estate investment, and 
Fundrise has used technology and the crowdfunding platform to enable them to do 
precisely that. 
How the Fundraising Happened 
Renren, which has invested around $70 million in SoFi, a peer-to-peer site catering 
to the student loan market, gave the largest share of the $31 million funding for 
Fundrise after completing a survey of the real estate crowdfunding market. The other 
investors came on board after strengthening relationships with other like-minded 
investors such as Martin S. Burger, and Tal Kerret, CEO and Chief Investment 
Officer of Silverstein respectively. Burger and Kerret said that they had been 
impressed with the vision and execution of the Miller brothers and Kerret has now 
joined the Board of Directors. 
Current State of Crowdfunding Regulations 
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On April 10, 2014, the Securities and Exchange Commission Investor Advisory 
Committee released six recommendations related to the crowdfunding regulations 
proposed by the SEC. The recommendations will make it necessary for the SEC to 
rewrite some regulations and make it more difficult, as a measure of investor 
protection, for small investors to participate in crowdfunding. FA magazine has 
reported that the rules are not likely to be in place until late 2014 because more 
action is required from the SEC and the Financial Industry Regulatory Authority 
(FINRA). It has relied on the TheCorporateCounsel.net blog which states that 
FINRA still has to create a regulatory system for funding portals while the SEC is 
still developing the rules. As a result, the ability to carry out exempt crowdfunding 
remains restricted. The SEC regulations are expected to set the standards for 
allowing non-accredited investors to invest in crowdfunding offerings subject to a 
limit of $1 million over a rolling period of 12 months, as well as dollar limits on 
positions. 
 
Appendix 12.3 Fundrise Source 3: About Fundrise 
 
Source 3:  Fundrise. 2015. "The Fundrise Story."   Retrieved 1 March, 2016, 
from https://fundrise.com/about 
 
We’re on a mission to make quality real estate investments available to everyone. 
The Fundrise Story 
Historically, real estate has proven to be one of the best-performing investments. As 
real estate investors ourselves, we spent our early careers building and owning 
unique properties in Washington, DC. 
Yet, too often the profits from those projects ended up mostly in the pockets of our 
institutional investment partners, who in reality were acting merely as middlemen 
standing between us and the actual people whose money was being invested. 
So, we started Fundrise with a simple idea: give everyone the opportunity to invest 
directly in high quality real estate, without the middlemen. Our idea definitely had its 
skeptics. Industry professionals told us that it was impossible. Well, they 
were wrong. 
After nearly a year of working with the Securities and Exchange Commission, we 
launched our first online offering, ending up with 175 individual investors. Then we 
did it again and again. Today, there are more than 80,000 members of Fundrise and 
we’ve invested in nearly $3 billion worth of real estate. 
The idea is simple yet powerful. It’s caught on because it’s a good investment 
strategy. Fundrise offers the first low-fee diversified real estate investment available 
directly to anyone online. We make the process of investing in the highest quality 
commercial real estate from around the country simple, efficient, and transparent. 
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Welcome to the future of investing. 
Want to build something great? Join us. 
 
We’re reinventing how people get to invest in real estate. To do that, we’ve 
assembled a team built on hard work, accountability, and transparency. Come 
join us. 
View current job openings  
 
What the press is saying 
TechCrunch  
“Fundrise has a history of making it easier for ordinary investors to put money 
to work.” 
Nov 18, 2015  
Wired  
“…a new real estate investment trust that allows anyone in the US to easily invest in 
a real estate portfolio.” 
Dec 3, 2015  
The New York Times  
“Fundrise is a pioneer in real estate crowdfunding, allowing individuals to directly 
invest in hotels, apartment buildings and other development projects.” 
May 27, 2014  
Forbes  
“What really sets Fundrise apart is that it backs each and every deal itself. The 
quality hasn’t gone unnoticed: one of Fundrise’s last deals sold out in 20 minutes.” 
Dec 9, 2015  
* Past performance is no guarantee of future results and may not reflect potential 
deductions for fees which may reduce actual realized returns. Any historical returns 
may not reflect actual future performance and any investor on Fundrise may 
experience different results from those shown. 
This overview does not constitute an offer to sell or a solicitation of an offer to make 
an investment (the "Investment") herein. No such offer or solicitation will be made 
prior to the delivery of definitive documentation relating to the matters herein. 
Before making an investment decision with respect to the Investment, potential 
investors are advised to carefully read the related subscription and investment 
documents (the "Documents"). Further, potential investors are advised to consult 
with their tax, legal and financial advisors. 
This overview contains a preliminary summary of the purpose and principal business 
terms of the Investment. This summary does not purport to be complete and is 
qualified in its entirety by reference to the more detailed discussion contained in the 
actual text of the Documents. 
Some of the statements contained herein are forward-looking statements. You should 
not rely upon forward-looking statements as predictions of future events. These 
statements involve known and unknown risks, uncertainties, and other factors that 
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may cause the project's actual results, levels of activity, performance, or 
achievements to be materially and adversely different from any future results, levels 
of activity, performance, or achievements expressed or implied by these forward-
looking statements. 
In some cases, you can identify forward-looking statements by terminology such as 
"may," "will," "should," "expects," "plans," "anticipates," "believes," "targeted," 
"projected," "underwritten," "estimates," "predicts," "potential," or "continue" or the 
negative of these terms or other comparable terminology. These forward-looking 
statements include, but are not limited to, statements concerning the company, 
property, risk factors, plans and projections. 
Although the issuer believes that the expectations reflected in the forward-looking 
statements are reasonable, guarantees of future results, levels of activity, 
performance or achievements cannot be made. Moreover, neither the issuer nor any 
other person or entity assumes responsibility for the accuracy and completeness of 
forward-looking statements. No person or entity is under any duty to update any of 
the forward-looking statements to conform them to actual results. 
Except as required by law, neither we nor any other person assumes responsibility 
for the accuracy and completeness of the forward-looking statements. We undertake 
no obligation to update publicly any forward-looking statements for any reason to 
conform these statements to actual results or to changes in our expectations. 
Disclaimer: Neither the SEC nor any state securities commission or regulatory 
authority approved, passed upon or endorsed the merits of any investment on the 
Fundrise platform. 
Fundrise's services do not constitute "crowdfunding" as described in Title III of the 
Jumpstart Our Business Startups Act ("JOBS Act"). 
Fundrise operates in California under CFL license #60BDO 42088. 
© 2016 Fundrise LLC. All Rights Reserved. Proudly designed and coded in 
Washington, DC. 
 
Appendix 12.4 Fundrise Source 4: Well-Funded Fundrise  
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Source 4: Loizos, C. 2016. "Well-Funded Fundrise Fires Cfo, Citing Extortion 
Attempt."   Retrieved 1 April, 2016, from http://techcrunch.com/2016/02/15/well-
funded-fundrise-fires-cfo-citing-extortion-attempt/ 
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It’s strange days for Fundrise, a Washington, D.C.-based crowdfunding platform that 
allows a range of investors to fund commercial real estate projects. 
Earlier today, The Real Deal, an outlet that covers New York real estate news, turned 
up an SEC filing which states that Fundrise has fired its mortgage REIT’s chief 
financial officer and treasurer Michael McCord, citing an attempt by McCord 
to extort more than $1 million from the company. 
“Exhibit one” listed in the filing is a letter to Fundrise’s backers that reads: 
“Strategic Investors & Advisors, I am saddened to have to inform you that an 
employee of our company has engaged in what we believe to be an attempt to extort 
over $1M from the company. As part of this, he claims the company acted 
inappropriately concerning two real estate deals. Though we believe there is no 
merit to his claims, we take any allegation with the utmost seriousness.  
As a result, we have engaged a third-party financial audit firm to conduct a thorough 
investigation concerning his allegations. We are pursuing all appropriate and 
precautionary steps to protect our investors and our organization.  
Furthermore, we are contacting the appropriate law enforcement agency to report 
what we believe to be his criminal behavior.” 
The letter was presumably authored by Fundrise cofounder and CEO Benjamin 
Miller, who, according to the same SEC filing, is taking on the role of interim CFO 
and treasurer in addition to his other responsibilities. 
Miller did not respond to requests for comment today. 
Miller’s brother, Daniel Miller, who cofounded Fundrise and formerly served as its 
president, wrote us on LinkedIn, saying he has “moved on to pursue other 
independent opportunities, which will be announced shortly. Since my departure in 
October 2015, I have not been involved in corporate governance or the day-to-day 
operations that may relate to this matter.” 
Several investors didn’t respond to requests for comment; another called the 
development “concerning,” and said his team would be “tracking it more closely.” 
Asked about the accusation, McCord told us tonight that the “current narrative” is 
“baseless and a pathetic deflection attempt from the real story by Fundrise.” He 
declined to comment further. 
Fundrise has so far raised $41 million from investors, including Renren, the China-
based social networking company, and several real estate firms and individuals. 
Among them are executives from Silverstein Properties; Rising Realty Partners; and 
the Ackman-Ziff Real Estate Group. Other backers include former Under Armour 
executive Scott Plank; former Loopnet CEO Richard Boyle; and the Collaborative 
Fund. 
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McCord joined Fundrise in 2014 after spending just less than three years as a senior 
associate with the auditing firm KPMG. 
The Miller brothers launched Fundrise in August 2012, shortly after the JOBS Act 
legalized crowdfunding, and they proceeded to connect accredited investors with 
commercial real estate projects needing funding. 
They weren’t alone. Numerous other startups that have sprung up around the same 
concept include Realty Mogul, Cadre, and RealCrowd. (They’ve raised $45 million, 
$68 million, and $1.6 million from investors, respectively, according to 
CrunchBase.) 
Late last year, Fundrise also launched a non-listed mortgage real estate investment 
trust. Unlike other non-listed trusts, its so-called eREIT is regulated under Title IV of 
the JOBS Act, better known as Regulation A+. It went into effect last June and 
allows startups like Fundrise to raise capital from non-accredited investors.  
In fact, because the fund requires a minimum investment of only $1,000, 
Fundrise enjoyed lots of publicity around the move, with Wired describing the effort 
as enabling “common folk to invest in posh real estate ventures.” (We’d written 
about it here at TechCrunch, too.) 
The Real Deal was less impressed, poking fun at Funrise’s characterization of its 
new eREIT as “the biggest technological innovation in the history of finance,” and 
saying the claim was one of many exaggerated assertions the company was using 
to drum up investor interest. 
 
Appendix 13 Getaround 
Appendix 13.1 Getaround Source 1: Getaround Raises $24  
  Million To Make Car-Sharing On Demand 
  
Source 1: Huet, E. (2014). Getaround Raises $24 Million To Make Car-Sharing On 
Demand.   Retrieved 1 January, 2017, from 
http://www.forbes.com/sites/ellenhuet/2014/11/20/getaround-raises-24-
million/2/  
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Being part of the sharing economy isn’t enough anymore. Sharing now has to be part 
of the on-demand economy as well. 
To rent a car on Getaround, a car-sharing startup, people used to send a request to the 
car’s owner, who had to approve or decline the request and arrange for a car key 
hand-off. Now, with $24 million in new funding to back it up, Getaround is pushing 
toward making all its cars available to rent on demand. 
To make that happen, all users who rent out their cars on Getaround have to agree to 
let any of its screened users rent the car, and every car has to be equipped with a 
device that lets users unlock the car with their phone. 
That on-demand availability has made Getaround more appealing to renters and more 
lucrative for car owners, said Getaround cofounder and marketing director Jessica 
Scorpio. 
“People used to request a week in advance, but now almost all trips happen within a 
couple of hours,” Scorpio said. “It has really changed the business pretty 
fundamentally.” 
The new funding round, announced Thursday, was led by Cox Enterprises , which 
owns AutoTrader, Kelley Blue Book and Manheim Auctions, and includes past 
investors like Menlo Ventures and SOS Ventures and new ones like Triangle Peak 
Partners. 
Getaround, which has been focusing mostly on its hometown of San Francisco, plans 
to use the funds to expand in Oakland, Portland, Washington D.C. and along the East 
Coast. It already offers some cars for instant renting, but it’s hoping to eventually 
make all of its cars on-demand. 
“By end of year we’ll no longer be offering anything off demand,” Scorpio said. 
“That’s basically the shift.” Car owners who sign up now only have the option of 
offering their car on demand and can make about five times as much renting out their 
car if it’s offered on demand. On average, car owners pull in $6250 a year, and 
overall, Getaround is seeing about 100,000 rental hours a month, Scorpio said. 
Cox Enterprises’ auto industry connections are already proving useful to Getaround, 
Scorpio said. The startup is offering a deal with Fiat that lets customers buy a Fiat at 
a discount if they sign up to rent it on Getaround. 
“They have deep relationships with dealers and car manufacturers,” she said. 
“Partnering with dealers is a great way to partner with new car owners.”  
Follow me on Twitter at @ellenhuet, find more of my stories on Forbes and send me 
tips or feedback at ehuet at forbes.com. 
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Appendix 13.2 Getaround Source 2: About Getaround  
 
Source 2: Getaround. (2017). Renting has never been easier Retrieved 1 January, 
2017, from https://www.getaround.com/ 
Renting has never been easier 
Convenient hourly and daily rentals. Insurance included 
Hassle free 
Signup for free with no monthly or annual fees. No more lines or paperwork.  
Unlimited choice 
Thousands of cars to choose from. Rent hourly or daily.  
Insurance included 
All rentals include insurance and 24/7 roadside assistance.  
Mini Cooper, BMW, or Tesla 
Rent and unlock with your phone. 
Have a car?  
Share on Getaround, Make up to $10,000/year. 
Extra income 
Earn up to $10,000 per year renting your car when you aren't using it.  
$1M Insurance 
Getaround screens all renters and insures every rental up to $1 million.  
Smart technology 
We've designed the best technology to make sharing your car safe and easy. 
 Trust & safety 
We're committed to creating the safest carsharing community. 
 A community built on trust 
When you share, you don't have to worry about a thing.  
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Top Rated Insurance  
All Getaround trips are insured through our primary insurance policy. Coverage includes 
liability, collision, property damage, and uninsured motorist protection.  
Trusted drivers  
We've integrated with every state DMV, allowing us to automatically run a secure driver 
record check in real time. We manually review international licenses.  
Identity Verification  
We cross-check driving record with social identity through Facebook, the credit bureau, and 
16 other points of reference.  
Communication  
We support active communication between owners and renters. Feel free to ask any 
questions you need to be comfortable.  
 
 
Peace of mind, guaranteed 
Getaround rentals are insured through our primary insurance policy. Coverage 
includes liability, collision, property damage, uninsured motorist protection, and 
theft.  
Customer happiness  
Our highly skilled customer service team is always available to help! Whether you have 
questions about the service or need help signing up, Getaround is here for you.  
24/7 roadside assistance  
If you encounter issues during a rental, we can help with 24/7 roadside assistance, provided 
nationwide by The National Automobile Club.  
Getaround Connect™  
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A small and powerful safety and access device that allows your car to be rented using a 
smart phone.  
Getaround Connect™ security  
The Getaround Connect™ features GPS tracking, tamper protection, starter disable and 
encrypted data exchange.  
Take Getaround for a test drive 
Convenient hourly and daily rentals. No membership fees.  
 
Appendix 13.3 Getaround Source 3: Uber and Getaround to 
  offer $5 hourly short-term car rentals for  
  drivers 
 
Source 3:  Etherington, D. (2017). Uber and Getaround to offer $5 hourly short-term 
car rentals for drivers.   Retrieved 1 May, 2017, from 
https://techcrunch.com/2017/04/13/uber-and-getaround-to-offer-5-hourly-short-term-
car-rentals-for-drivers/ 
Posted Apr 13, 2017 by Darrell Etherington (@etherington) 
 
Uber is teaming up with Getaround to provide an easier way for drivers without cars 
to provide rides through the service. Starting in San Francisco, a new pilot will allow 
Uber drivers to use the Getaround app to rent cars on-demand from pick-up spots 
throughout the city, and pay a $5 per hour flat rate for use of the vehicle, including 
insurance, gas and unlimited miles. 
The rental arrangement is similar in some ways to deals that Uber has in place with 
GM, and with Hertz, and there are some services designed specifically to provide 
rental services to Lyft and Uber drivers, including HyreCar. The Getaround deal 
adds that startup’s spontaneous rental model, which works similar to car2go, Zipcar 
and other short-term rental companies with cross-city presence, albeit with individual 
and partner fleet operator-owned vehicles. The cars used for this are not those 
provided to Getaround by individuals, but are supplied by Xchange Leasing, Uber’s 
existing lease program for drivers. 
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The Uber partnership with Getaround also includes a free trial for new users, with 14 
hours of free driving (during one continuous rental) for the first time. To get the trial 
and Getaround access, drivers will still need to be approved through Uber’s program, 
which requires sign-up and its standard screening procedure. Those approved will 
receive a special Getaround app download code that unlocks the trial. 
Uber is positioning this as a way to attract drivers who don’t want to own (or use) 
their own car, and who may be drawn to driving with the company as a means to 
pick up very occasional extra income, like those saving for an upcoming vacation. 
Under increased scrutiny due to reports of unhealthy work culture, CEO missteps, a 
competitor driver tracking program, calls from California regulators for it to be 
tougher on drivers with drunk driving records, and the departure of its senior-most 
communications executive, Uber has been trying to improve the driver-side 
experience as a way to help it continue to attract, and also retain its membership on 
that side of its two-sided marketplace. This is yet another effort to lower the barrier 
on the onboarding side, while changes including more openness to feedback from 
drivers seem intended to keep drivers around once they’ve signed up. 
Appendix 14 GoGet 
Appendix 14.1 GoGet Source 1:  Car-sharing firm Go Get  
  aims to have cars within 250 metres of where 
  people live 
 
Source 1:  Lawson, K. (2015). Car-sharing firm Go Get aims to have cars within 250 
metres of where people live Retrieved 1 January, 2017, from  
http://www.canberratimes.com.au/act-news/carsharing-firm-go-get-aims-to-have-
cars-within-250-metres-of-where-people-live-20151230-glwrtb.html 
 
December 30 2015 Kirsten Lawson 
o Contact via Email  
o Follow on Google Plus  
o Follow on Twitter  
Car-sharing firm Go Get says it aims to have a car within 250 metres of where 
people live, with convenience the key to making the system work. 
Each car in Go Get's 2000-strong fleet is used by an average of 22 people, a 
spokesman said this week, responding to news that the ACT government will call 
tenders for car sharing in Canberra in the first quarter of 2016. 
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Car-sharing firm Go Get has welcomed the ACT's 
decision to call tenders for car sharing. Photo: Louie Douvis  
Territory and Municipal Services Minister Shane Rattenbury has not given details of 
the tender but said the government's only contribution was expected to be parking 
spaces for the car-sharing fleet. 
Go Get, whose head of locations Chris Vanneste welcomed Canberra's interest in car 
sharing this week, is one of the better known car-sharing firms in Australia, having 
started among neighbours in Newton in 2003, and since grown to a fleet of more than 
2000 cars in Melbourne, Sydney, Adelaide and Brisbane. 
A spokesman said density and vehicle saturation were important to car sharing, to 
ensure that cars were available near enough to people's homes. Use dropped off with 
less convenience – having to walk further or less availability of cars. 
Go Get is already in Canberra at Ikea, where it has vans and a car for hire. 
To use shared cars, you need to first sign up to a company such as Go Get, which 
charges a membership fee and an hourly rate ($49 a year and $10.35 an hour, or $30 
a month and $6.35 an hour), plus 40 cents a kilometre. You book a car online or 
through an app and then use a swipe card to activate it when you pick up the car. 
Fines apply for returning the car late. People are also required to return cars clean 
and with more than a quarter of a tank of fuel (and can use the Go Get fuel card to 
fill the tank). 
Canberra group See Change has been urging the government to move on car sharing, 
which was part of the Greens power-sharing arrangement with Labor after the 2012 
election. 
Go Get says it costs about $650 a month to own and run a comparable car, whereas a 
"moderate usage" Go Get member spends less than $200. 
See Change says car use is declining in other cities since about 2007, but is still on 
the rise in Canberra, with car driving rates now at record levels. Experience 
elsewhere showed that each car-sharing vehicle could take between seven and 20 
private cars off the road. Car sharing allowed people to make decisions based on the 
"true costs" of owning and using a car, and dramatically reduced car use, See Change 
said. 
In a proposal in September, the group urged the government to not only allocate 
parking spaces, but also replace part of the government fleet with car sharing. 
In Sydney, Hertz 24/7 and Green Share Car also operate and Melbourne has Flexicar. 
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The NSW government announced a car-sharing trial to replace part of the 
government-owned fleet late in 2014. 
 
 
Appendix 14.2 GoGet Source 2: GoGet Launch Carshare  
  Vehicle For People With Disability 
 
Source 2:  Naughton, J. (2016). GoGet Launch Carshare Vehicle For People With 
Disability. from http://www.huffingtonpost.com.au/2016/04/11/goget-disability-
_n_9666890.html 
12/04/2016 1:37 PM AEST | Updated 15/07/2016 12:51 PM AEST  
Julia Naughton Associate Lifestyle Editor, HuffPost Australia  
 
Accessing appropriate transport is a challenge felt widely in the disability community 
despite it being key to providing people with the freedom to build an independent 
and inclusive life.  
While car share services continue to grow, people living with a disability are limited 
to taxis equipped for wheelchairs, some public transport or specialist vehicles that are 
a huge expense for the average family.  
So where does the disabled community fit into this rapidly growing car share 
industry?  
It’s a question Peter Hojgaard-Olsen and his son, Philip who lives with muscular 
dystrophy have been asking for some time, ultimately driving them to reach out to 
car sharing service GoGet, proposing they expand their fleet of vehicles to include a 
wheelchair-friendly option.  
“By the time Philip was 12 he needed to get a wheelchair. Obviously, being in the 
disability environment we quickly realised that lots of people had compromised their 
ability to make money by caring for their family members -- which makes it very 
difficult to afford transport,” Peter Hojgaard-Olsen told The Huffington Post 
Australia.  
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Fast-forward 18 months and GoGet took its first step in creating a more inclusive 
offering by launching a world first fully accessible car sharing vehicle as part of a 
healthcare network on Tuesday. 
Launched at Sydney’s Royal North Shore Hospital, the eight-seater Kia Carnival has 
a hydraulic floor and is equipped to accommodate a wide range of wheelchairs. 
The pilot vehicle will initially be based at the hospital, enabling family members and 
carers to utilise the vehicle to and from doctor’s appointments, with plans to roll out 
the model nationally should it prove successful, starting with 20 cars in Sydney.  
 
Philip lives with muscular dystrophy and needed a wheelchair from 12-years-old. 
Hojgaard-Olsen said the service will not only provide people with a disability more 
freedom, but it will address a desperate need of improving access to healthcare.  
“With muscular dystrophy, you end up being a regular at the hospital. Getting back 
and forth to appointments without transport becomes a huge task,” Hojgaard-Olsen 
said.  
Tristan Sender, CEO of GoGet carshare said the initiative fits with the company’s 
ultimate mission of providing people and organisations with an alternative to owning 
expensive assets.  
“These vehicles in particular are even more expensive than regular vehicles, by 
sharing them we should be able to help people with disabilities cut their costs and 
increase their freedom,” Sender told HuffPost Australia.  
As far as cost goes, Sender said keeping the service affordable is a priority. 
“We have different levels of costs for cars, right now we’re looking at the second tier 
price from $8.35 per hour,” Sender said.  
GoGet have the support of non-government organisation Spinal Cord Injuries 
Australia who work to ensure people with a disability can lead independent lives. 
 
Philip's father, Peter said the service will enable carers to assist with transport to 
hospital and healthcare appointments. 
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“Difficulty in accessing appropriate transportation can be a real barrier to 
independence and can be very isolating. This vehicle will help to open up people’s 
worlds and allow them to do things others take for granted -- such as a day trip with 
their family,” Peter Perry, CEO of SCIA said in a statement.  
Hojgaard-Olsen said the response has been overwhelming, especially for those with 
spinal cord injuries who have had to respond to an instant and sudden change of 
circumstances.  
But the underlying message at hand, as Hojgaard-Olsen highlights, is the need for 
more awareness around disability.  
“This is the sort of thing [car sharing] that’s required to ensure a more cost-effective 
society. People should be able to get from A to B and by offering people integration 
it actually makes it possible for people with a disability to participate and contribute 
in society,” Hojgaard-Olsen said.  
 
Appendix 14.3 GoGet Source 3: About GoGet 
GoGet CarShare is a car sharing service operating in Sydney, Melbourne, Canberra, 
Brisbane and Adelaide, and the first such program in Australia. GoGet was launched 
as Newtown CarShare on 6 June 2003 with three vehicles and twelve founding 
members. Wikipedia 
Founded: 6 June 2003, Newtown 
Headquarters: Sydney 
Owner: CarShare Australia, Archer Capital 
Motto: Why own a car when you can GoGet! 
Founders: Nic Lowe, Bruce Jeffreys 
Areas served: Sydney, Melbourne, Brisbane, Adelaide 
 
Life's easier when you GoGet 
 
1. Choose a plan and join 
Apply online and get your GoGet smartcard 
 
2. Choose your vehicle and book it in 
Choose the right vehicle for you, and book it in for a few hours or a few days. 
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3. Tap on 
Go to the car you've booked and tap on with your smartcard. The keys are in the car! 
 
4. Drive away 
Go somewhere fun, get to a meeting or move heavy things with your wheels. When 
you're finished, return the car to its home and tap off. 
Australia's Largest Car Share Service in Melbourne, Sydney, Brisbane, 
Canberra & Adelaide 
Join the plan that suits you... 
 
Zip around the city 
Brand new cars for doing the shopping, visiting friends and getting around 
See rates  
 
Shifting big heavy loads 
Spacious vans for moving house, buying furniture and setting up shop 
See rates  
 
Going somewhere fun 
Take a road trip with a comfortable and roomy SUV 
See rates  
 
Treat yourself 
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Make it a bit fancy with an Audi A3 convertible 
See rates  
 
Take the whole team 
Easy to drive 8 seaters with plenty of room for everyone 
See rates  
GoGet news 
June 2017: 14 Years of GoGet 
This month’s newsletter is one for the fans. We’re celebrating 14 years of GoGet, 
inviting you to include GoGet in your company’s perks package, teaching you how 
to do advanced car searches, and telling you about the hottest hangout for GoGet 
members in Melbourne. We’ve also got two exciting engineering jobs we’d love you 
to apply for, and […] 
May 2017:Winter weekends 
This month we’re fighting off the winter chill, and to do that we’ve got some great 
ideas to get you out and about. We’re offering 30% off weekend bookings (including 
Queen’s Birthday!), you can get free driving credit for referring your friends, and 
CarsGuide have kindly made us videos that we think will ignite your curiosity for 
[…] 
April 2017: Read up, plug it & go 
Happy Easter! This month we’re introducing a new feature for staying connected 
while you drive, have some weekend and long weekend ideas, and inviting you to 
take a free day and another 4 day weekend for ANZAC Day. Don’t forget to 
check out our specials page for pods on special near you, and all our current offers. 
Do it again You […] 
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Appendix 15 IBM 
Appendix 15.1 IBM Source 1: Ginni Rometty Says Hello to  
  IBM (Without E-Mail) 
 
Source 1: Mcmillan, R. (2012). IBM's Ginny Rometty Posts a Video on Connection.   
Retrieved 1 January, 2016, from http://www.wired.com/2012/01/ginni-
rometty-says-hello/ 
 
When it came time for Ginni Rometty to reach out to IBM's 400,000 employees, she 
passed on the group e-mail option.  
Virginia Rometty took over this week as the first female CEO in IBM’s storied 
history. She’s new, but is she a new kind of leader? 
By all accounts Rometty — who got her start as an IBM sales engineer 30 years ago 
— was groomed by outgoing CEO Sam Palimsano and isn’t expected to radically 
change direction at the 100-year-old company. IBM’s services business has evolved 
into its most important division under Palmisano, and that’s where he encountered 
Rometty, who was eventually made head of Global Business Services.  
But on her first week at the job, there was one difference. When it came time to reach 
out to company employees, Rometty decided to skip that staple of Sam Palimsano 
communications: the company-wide e-mail. 
Instead, she made a video, outlining her priorities as leader, and posted it to 
Connections, the company’s Facebook-like internal social network. 
The video quickly went “viral” on Connections, according to a Twitter message by 
Jennifer Okimoto, an associate partner with the company’s Global Business Services 
group. 
Another IBM employee, who spoke on condition of anonymity because he was not 
authorized to speak with the press, said the video was an informal talk on Rometty’s 
priorities for 2012. The message quickly received hundreds of comments from IBM 
employees — though our source said he didn’t pay much attention to it. 
Palmisano would use e-mail to announce major corporate news, such as the 
company’s quarterly earnings. When IBM’s Watson computer crushed its humanoid 
competitors on Jeopardy early last year, Palmisano sent another company-wide blast, 
waxing on “the meaning of Watson’s victory.” 
But these days, there’s a bit of a war against e-mail going on in some corporate 
backrooms. Late last year, Atos CEO Thierry Breton made waves when he said that 
he wanted to ban e-mail at the technology services company that he runs by 2014. 
A few weeks later, Volkswagen said that it was turning BlackBerry mail off for 
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German employees after the workday, so they wouldn’t be on call for e-mail 
messages all night long. 
Rometty’s in-house social networking sets her aside from Palmisano, but only so far. 
Like her predecessor she still doesn’t use Twitter, or any other public social network. 
Incidentally, Rometty has already shuffled the deck in IBM’s executive suite. On 
Tuesday, she named a new head of sales, Bruno Di Leo, and promoted IBM’s North 
American sales chief, Bridget Van Kralingen, to the post of senior vice president of 
consulting, according to a report in Bloomberg.  
 
Appendix 15.2 IBM Source 2: How IBM uses social media to 
  sell, sell, sell 
 
Source 2: Ohnesorge, L. K. (2013). How IBM uses social media to sell, sell, sell.   
Retrieved 1 January, 2016, from 
http://www.bizjournals.com/triangle/blog/socialmadness/2013/04/how-ibm-
uses-social-media-to-sell.html 
Social media isn’t just about self-expression. It’s about selling - both your company’s 
message and its products. 
That’s according to Howard Pyle, IBM’s (NYSE: IBM) vice president of digital 
strategy and IBM’s Design Lab. 
  
IBM's (NYSE: IBM) Research Triangle Park campus  
He’s full of Big Blue advice gathered from decades in social media. 
“You could say that IBM’s social media activity dates back to the 1970s when our 
mainframe programmers started online discussion forums on the System 370 
consoles,” Pyle says. 
While social media use is different today, IBM still considers itself “one of the most 
prolific users of social networking and digital collaboration in the industry.” 
The company encourages its employees to build their own individual professional 
reputations over both internal and external social networks, he says, calling it “good 
for IBM’s reputation as an organization of experts.” 
Pyle, the latest professional in our Social Madness-inspired Q&A series, says social 
media is “a part of (IBM) culture from the ground up.” 
TBJ: What’s unique about IBM’s social media approach? 
PYLE: IBM takes social networking seriously to develop products and services, to 
enable sellers to find and stay connected with clients, to train the next generation of 
leaders, and to build awareness of how we can build a smarter planet among clients, 
influencers and other communities. 
 427 
 
Aside from how we’re using social, we’re also helping other organizations recognize 
and take advantage of the power and reach social can offer. ... As we continue to 
build on our expertise in (enterprise social networking), we’re focused on being a 
trusted adviser to our clients as they make their transformation into a social business. 
The shift to embracing social is no longer about just blogs, wikis and tweets. Now, 
social concepts are fundamental to business transformation and to collaborating with 
employees, partners and clients more effectively. 
TBJ: How can social media be used for collaboration? 
PYLE: We’ve worked with companies around the world to foster collaboration 
among employees, drive innovation, create exceptional client experience and 
ultimately drive value for their organizations. 
An interesting example is CEMEX, the third-largest building materials company in 
the world. With employees in 50 countries, they recognized that they had to bring its 
global community closer together to meet business challenges. So it created a social 
network initiative, called Shift, built on IBM Connections for open collaboration 
across its entire workforce. Within a year, over 20,000 employees were engaged, 
over 500 communities had formed, nine global innovation initiatives were underway, 
and ideas started flowing around the world among specialists in all areas and levels 
of the company. ... If the same level of collaboration now enabled by Shift were 
conducted today through traditional meetings by phone and travel, CEMEX would 
be spending an additional half million to $1 million per year. 
TBJ: How can social media be used to increase sales? 
PYLE: Your customers and prospective customers are using social, so developing a 
social strategy for how to engage with these audiences is vital. Make sure that 
regardless of what social channel that’s being used, your company understands how 
your customers want to interact with your brand. It’s also important to have a process 
in place for identifying sales leads and uncovering up-sell opportunities. Social is all 
about being nimble and agile, so preparation is key. 
TBJ: Where will social media be in five years? Ten? 
PYLE: Social Media is evolving from just collaboration and connections to the 
insight organizations can gain from these activities and the power and potential that 
affords. Companies who capture and analyze the vast amount of data generated 
within their front office operations will be able to accelerate innovation, out-market 
competitors and remove boundaries internally and externally. So instead of us just 
talking about social networking or social media, in five to 10 years we’ll be talking 
about the power of analytics and how the insights gleaned from digital activity 
fundamentally impacts how we service customers, how our employees work, and 
how our organizations drive business value. 
As vice president of digital strategy and IBM’s Design Lab, Howard is responsible 
for the strategy and programs driving digital experience design and development, 
enterprise social business and content services across IBM’s global marketing and 
communications function. The IBM Design Lab employs agile work methods to 
develop high-profile innovation projects that exemplify IBM’s digital marketing and 
communications strategy. 
The company’s internal social media profile includes 17,000 individual blogs, 1 
million daily page views of internal wikis and information-storing websites and 
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more than 400,000 employee profiles on IBM’s initial social networking 
initiative, IBM Connections. 
IBM is thought to be Research Triangle Park’s largest employer. 
 
Appendix 15.3 IBM Source 3: How IBM Uses Social Media to 
  Spur Employee Innovation 
 
Source 3: Hibbard, C. (2010). How IBM Uses Social Media to Spur Employee 
Innovation.   Retrieved 1 January, 2016, from 
http://www.socialmediaexaminer.com/how-ibm-uses-social-media-to-spur-
employee-innovation/ 
 “Be yourself.”  It’s one of the rules of social media. If you’re blogging, tweeting or 
Facebooking for business, be real—or you won’t be followed. 
Yet, how do you pull off “authentic” while maintaining the company brand message? 
It’s tough enough for a small business. What if you’re #2 on Business Week‘s best 
global brands list, with nearly 400,000 employees across 170 countries? 
At IBM, it’s about losing control.  
“We don’t have a corporate blog or a corporate Twitter ID because we want the 
‘IBMers’ in aggregate to be the corporate blog and the corporate Twitter ID,”  
says Adam Christensen, social media communications at IBM Corporation. 
“We represent our brand online the way it always has been, which is employees first. 
Our brand is largely shaped by the interactions that they have with customers.” 
Thousands of IBMers are the voice of the company. Such an approach might be 
surprising for #14 on the Fortune 500. 
Organization:   IBM 
Social Media Stats: 
 No IBM corporate blog or Twitter account 
 17,000 internal blogs 
 100,000 employees using internal blogs 
 53,000 members on SocialBlue (like Facebook for employees) 
 A few thousand “IBMers” on Twitter 
 Thousands of external bloggers, 
 Almost 200,000 on LinkedIn 
 As many as 500,000 participants in company crowd-sourcing “jams” 
 50,000 in alum networks on Facebook and LinkedIn 
Results: 
 Crowd-sourcing identified 10 best incubator businesses, which IBM funded 
with $100 million 
 $100 billion in total revenue with a 44.1% gross profit margin in 2008 
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Edgy at 114 
At 114 years old, IBM seems to be the Madonna of the corporate world, staying 
relevant from decade to decade. The first company to build a mainframe computer 
and help NASA land a man on the moon still holds more patents than any other U.S.-
based technology company. 
As it turns out, its decentralized social media approach is another milestone in the 
company’s history—driving unprecedented collaboration and innovation. 
IBM lets employees talk—to each other and the public—without intervention. With a 
culture as diverse and distributed as IBM’s, getting employees to collaborate and 
share makes good business sense. 
“We’re very much a knowledge-based company. It’s really the expertise of the 
employee that we’re hitting on,” Christensen says. 
No Policing 
IBM does have social media guidelines. The employee-created guidelines basically 
state that IBMers are individually responsible for what they create and prohibit 
releasing proprietary information. 
But the document lacks any mention of brand messages or values. 
Nor does IBM corporate regulate employee social media activity. Only three people 
hold social media roles at the corporate level, and oversight isn’t part of their jobs. 
“We don’t police. The community’s largely self-regulating, and so there hasn’t 
really been a need to have someone go about and circuit these boards and blogs,” 
Christensen said. “Employees sort of do that themselves… And that’s worked 
wonderfully well.” 
17,000 Inside Blogs 
IBMers use tools such as Twitter and LinkedIn for external activity, but take 
advantage of mostly IBM tools inside the company. Internally, 100,000 employees 
have registered on the blogging platform to rate and comment on posts across 17,000 
blogs. 
What Works: IBM’s Culture for Social Media Innovation 
1. Stand back 
Have guidelines, but don’t police from above. Employees tend to self-
regulate. 
2. Involve employees in SM planning 
Let employees write the guidelines and they’ll feel empowered. 
3. Give them the tools—and a green light 
Not every company can create their own tools. Look for powerful social 
media tools and encourage employees to use them to do their jobs better. 
4. Use crowd-sourcing 
Bring together employees, clients, partners and friends for powerful idea-
sharing. 
In this vibrant forum, employees exchange ideas, advance conversations and do a 
little self-promotion of their projects. 
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An internal wiki serves as a hub of information, drawing well over a million page 
views every day. Additionally, downloads in the company’s user-generated media 
library now total 11 million. 
An IBM tool called Dogear functions like Delicious, a social bookmarking site. Blue 
Twit mimics Twitter. A tool called SocialBlue acts like Facebook, helping 
employees stay connected with former colleagues and get to know new ones. 
 
Like Facebook, the 53,000 or so SocialBlue members share photos and status 
updates. In IBM’s widely dispersed environment, family photos mimic cubicle-decor 
and dialogue mimics water-cooler interaction. 
Thousands of Voices 
Run an online search for “IBM blog” and you’ll find countless IBMers posting 
publicly on everything from service-oriented architecture to sales to parenthood. If 
you want to blog at IBM, you simply start. 
 
IBM lists all of its blogs in a simple directory sorted by the name of the blogger. 
They share thoughts, ideas, presentations, photos, videos, you name it. In 2006, the 
IBM mainframe blog hit the big time for posting a series of videos on YouTube that 
linked back to the blog. The Art of the Sale mockumentaries, in The Office style, 
lightheartedly poke fun at IBM and corporate sales in general. 
 
Part I of The Art of the Sale racked up 250,000 views on YouTube. 
Additionally, an estimated 200,000 employees are on LinkedIn, with another 50,000 
former employees in alum networks on LinkedIn and Facebook. 
The Wisdom of Crowds 
Christensen ties IBM’s social media explosion to company “jams.” In 2003, IBM 
conducted its first jam, not unlike a band jam, bringing employees together in an 
online forum for three straight days. 
“It was a big, online collaborative experiment,” Christensen said. “The first 8 to 
10 hours, it was very negative. Over the next 12 hours, the conversation completely 
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changed to being very constructive. By the way, there was no intervention by 
corporate to say, ‘Hey guys, let’s be more constructive.’ It was completely 
employee-led.” 
“We realized we could trust employees to engage. Employees realized, ‘if we’re 
within reason, we’re going to be trusted’.” 
A couple of months later, IBM opened blogging platforms inside the company. 
IBM now includes much bigger and more diverse crowds—as many as 500,000 
people in some cases. An innovation jam in 2006 brought together employees—and 
friends, family and clients—to discuss more than 50 research projects within the 
company. 
From there, they voted on the 10 best, which became incubator businesses that 
IBM funded with $100 million, all based on “crowd” discussion. 
Smarter Planet 
A few incubator businesses—intelligent utility systems, smarter transportation 
systems and electronic health records—were the start of what is now a major IBM 
movement, Smarter Planet. The initiative puts IBM computing power and problem-
solving toward issues like rush-hour traffic or natural disaster response. 
It really began as a grassroots movement among employees. 
“There are communities that, long before IBM started talking about it, had already 
congregated online and were talking about these areas. We are very focused on 
understanding where those communities are and how we can appropriately play with 
them.” 
Christensen himself is one of several authors on the public “Building a Smarter 
Planet” blog, which highlights ideas and initiatives on the topic, not just within IBM. 
 
Here is a screen shot of the Building a Smarter Planet Blog. 
But all the public IBM Smarter Planet discourse is not just about amassing IBMers. 
Sometimes Smarter Planet projects—which can impact millions—need public 
support. 
“There are communities that are passionate about this, and maybe we can help to 
amplify some of their voices and really make some of this just happen,” Christensen 
says. “So social media plays a big role in it.” 
The Payoff 
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IBM invests in creating its own social media tools. But it’s earning that back by 
monetizing some of those as part of the IBM product portfolio. The other part of the 
investment equation—employees’ time—doesn’t seem to be a concern, according to 
Christensen. 
That’s because collaboration and knowledge make IBM what it is. And that’s a 
company with $12.3 billion in earnings on more than $100 billion in revenue with a 
44.1% gross profit margin in 2008. 
Christensen says to date there’s not an effort to tag a return on investment to its 
social media efforts. 
“I think if you’d ask any senior executive at IBM, ‘How important is it for our 
employees to be smarter?‘, inherently they understand that these tools can play in 
helping with that,” Christensen said. “I don’t see myself rarely or ever having that 
hard conversation on the value of engaging employees in these spaces.” 
What do you think about IBM’s social media program? What level of control 
have you found most effective for your company’s social media efforts? What are 
your favorite crowd-sourcing tools?  Leave a comment below. 
 
Appendix 16 KLM Airlines 
Appendix 16.1 KLM Source 1: The Impact Of Social Media 
  In The Travel Marketing Industry 
Source1 : Olenski, S. (2014). The Impact Of Social Media In The Travel Marketing 
Industry. The Forbes.  Retrieved 18 September, 2014, from https://archive.fo/wCKYr  
Way back in 2012 I wrote a piece KLM: A Company That ‘Gets’ Social Media, which shed some 
light on a new KLM program called “Meet & Seat” which allows passengers to link their social media 
profiles (Facebook and LinkedIn) to their check-in information and choose a seating partner according 
to their profile. 
For that particular piece I had the chance to speak with Martijn van der Zee, senior VP E-Commerce 
for Air France-KLM. 
Fast forward to today and I reached back out to Martijn to see what new programs KLM has cooking 
when it comes to social media. Not surprisingly after speaking with him again, I am even more 
firmly convinced that KLM absolutely “gets it” when it comes to social media. 
Three of the latest programs he told me about were:  
 Payment via Facebook and Twitter. Their most recent announcement, this 
service or feature allows passengers to book or rebook a flight, make a seat 
reservation, or to arrange extra baggage all through either Facebook or 
Twitter via one of the 130 KLM social media agents. 
 @KLM_LocalEyes. This is a new twitter account to inspire travellers with 
insider tips from local KLM employees. Says van der Zee “Through 
@KLM_LocalEyes, they can now access first-hand and up to date knowledge 
of local KLM employees around the world.” 
 KLM Wannagives. Launched in December, 2013, this allows someone to 
send a gift to a passenger, hand-delivered by the crew, while they are in-
 433 
 
flight. Gifts range from a glass of champagne, an extra comfortable seat, a 
bottle of perfume or bonbons and more. 
For more information on these programs visit klm.com. 
Last but certainly not least 
There are two “things” I want to share with everyone from my conversation with 
Martijn van der Zee  for the simple reason every brand, company, C-level, VP and on 
and on can learn from it. 
The first is an anecdote he told me re: when KLM first dove into the social media 
waters. 
"It was 2010," he started off. "We had only a simple Twitter and Facebook 
account. There was this moment where one of my employees entered my room and 
said: 'we can either pretend the questions aren’t there or we can start answering them. 
But be aware: if we start answering, we can never go back.' And so we did and we 
never stopped." 
Lesson #1: Once you enter the world of social media you cannot exit. Short of your 
company going out of business, you must stay active and respond and engage and not 
just when things are going well, either. You cannot just answer the easy questions 
and ignore the hard ones. There is no pile of sand big enough on this planet or any 
other for you to bury your head in. 
The second "thing" I want to share from my chat with van der Zee is this line "We 
believe we are a guest at somebody else’s party." 
The line came from part of a larger discussion in which he also said "Social is not a 
marketing tool as others. Social talks back. We believe we are a guest at somebody 
else’s party. Adjust yourself, don’t start spamming others with your own 
messages. The nice thing about social media is that it is very honest. You know when 
you do well and you sure know when you don’t (do well.) The customer is our judge 
everyday and that’s what makes it exciting and challenging at the same time." 
Lesson #2: You, Mr. and Mrs. Brand, are not in control. You are, as van der Zee so 
eloquently puts it, a guest at somebody else's party. The consumer is throwing this 
party. Yes you may be invited but you are surely not exempt from being shown the 
door at any moment. 
Sources: boston.com, virginamerica.com, klm.com 
 
 
Appendix 16.2 KLM Source 2: Social Seating Can Lead to  
  Business Opportunities on Dutch Airline 
 
Source2: Goldin, M. (2014). Social Seating Can Lead to Business Opportunities on Dutch 
Airline. Mashable.  Retrieved 1 September, 2014, from 
http://mashable.com/2014/04/18/meet-seat-klm/ 
 
KLM's social seating service lets passengers pick who they're going to sit next to 
before they even get to the airport. 
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The Boeing could be the new board room. 
Business travellers have found a new way to make valuable connections thanks to 
KLM Royal Dutch Airline's social seating service Meet & Seat, which was launched 
in 2012 to introduce passengers with similar interests via social media. Over the past 
two years the company has found that approximately half of those customers are 
using it for professional networking, according to a KLM spokesperson. 
See also: Watch These Women Take Their First Flight Together 
Travelers can opt to pick who they sit next to based on details from their Facebook, 
LinkedIn or Google+ profiles after they purchase a ticket. You might choose a seat 
mate simply because of a shared interest, but a similar job title could put you near a 
potential business contact. If you get cold feed (or just want to snag that row of 
empty seats) you can change your mind up to an hour before your flight. 
"Meet & Seat has been welcomed as a fantastic, innovative new service," Martijn 
van der Zee, Air France-KLM's senior vice president of e-commerce, told Mashable. 
"People respond with curiosity and enthusiasm and are positive across the board." 
More than 50,000 people have chosen to use Meet & Seat since the service was 
introduced, according to a KLM spokesperson. This isn't too large a number in the 
scheme of things, however, since more than 52 million passengers flew with the 
airline in the past two years, according to KLM's 2013 annual report. Meet & Seat is 
most popular on routes to and from Brazil, perhaps attributed to the fact that of 
KLM's approximately 5 million Facebook users, about 1 million of them are from 
Brazil and 62% of the service's users connect with Facebook, according to the 
spokesperson. 
When the service first launched in February 2012 it was only available on flights out 
of Amsterdam going to San Francisco, New York and São Paulo, according to a 
press release. A month later it was offered to passengers going to 10 more 
destinations, based on the fact that a majority were using it to network, KLM said in 
a second release. It has since been rolled out on all of the airline's flights going to and 
coming from Amsterdam Airport Schiphol. 
Not everyone is embracing social seating. Ben Hammersley, a frequent traveler 
based in London who often flies KLM, believes the Meet & Seat service could be 
useful for bringing people with similar interests together — forming a knitting group, 
for example — but is turned off by the idea of doing business at 35,000 feet. 
"You'd have to drown yourself in gin before the end of the flight," he told 
Mashable. "In my job you just spend the entire time being pitched at or dealing with 
people who are constantly on. Planes are a refuge from that." 
Hammersley also expressed concern that the service could create an awkward social 
dynamic if someone rejects a potential seat mate or if it leads to an unwanted match. 
Delta began a more specialized project called Innovation Class last month. 
Passengers can apply via LinkedIn to be seated next to industry leaders to connect 
with someone they most likely would not have access to otherwise. The inaugural 
flight on Mar. 14 paired Eric Migicovsky, creator of the Pebble Smartwatch, with 
James Patten, a designer and artist who runs an interactive design studio in Brooklyn, 
on the way to the 2014 TED Conference in Vancouver. 
 435 
 
"It's very rare to get a chance to sit down with someone in that sort of position and 
talk about whatever you want," Patten said in a Delta video. "Had we met in another 
context we probably would have had at most a five-minute conversation. 
SeatID uses a concept called "social proofing," based on the idea that if people 
associate familiar faces with something they're thinking about purchasing, they'll be 
more likely to take the leap. The company partners with businesses, allowing 
organizations such as airlines, hotels and theaters to provide users with the ability to 
see if anyone in their social circle has, for example, taken the same flight they are 
thinking of booking. SeatID currently works with 150 companies, including three 
airlines. 
Satisfly places airline passengers next to each other based on information gleaned 
from social media, and asking if they prefer a quiet or social flight. Malaysia airlines 
tried its own version of a social seating service called MHBuddy which launched in 
2011. The Facebook app let passengers share upcoming trips with friends and choose 
seats next to them if they're on the same flight. 
"We're adding another dimension to the decision making process and that is social," 
SeatID co-founder Eran Savir told Mashable. "I think an airplane has a unique 
atmosphere around it. It's a unique opportunity to network with someone." 
 
 
Appendix 16.3 KLM Source 3: KLM’s Social Efforts   
  Generated €25 Million in 2014 — A Look  
  Inside The Strategy 
 
Source3: Lafferty, J. (2015). KLM’s Social Efforts Generated €25 Million in 2014 — A 
Look Inside The Strategy.   Retrieved 1 February, 2016, from 
http://www.adweek.com/socialtimes/klms-social-efforts-generated-e25-million-in-2014-a-
look-inside-the-strategy/620691 
 
One of the biggest demerits against social marketing has been that it’s tough to prove 
direct return on investment. 
Don’t tell that to Gert Wim ter Haar, the social media hub manager at Dutch airline 
KLM. His company’s social team turns irate passengers into happy brand 
ambassadors — generating an extra 25 million Euro last year for the company. 
Wim ter Haar doesn’t see an angry customer as something to be placated or ignored, 
shipped to a 1-800 customer service number or a boilerplate FAQ page. He sees 
opportunity for great change, he told SocialTimes at the Socialbakers Engage 
conference in Prague: 
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For some companies, it’s more of a challenge to engage with the more negative ones. 
We really see them as an opportunity to shine. Really, (we try) to bring a customer 
from a negative sentiment or even a neutral or positive sentiment. We see a huge 
number of customers being repeat customers. Even people who started out a few 
years ago as negative customers or a very critical customer are now being very 
positive and you could almost say ambassador for our brand. Teach your teams to see 
negative or critical questions as a chance to shine and show what service is about. 
Wim ter Haar stresses using social to truly connect with customers, inviting them to 
utilize Facebook, Twitter and/or LinkedIn to connect their accounts. Here’s a look at 
one instance when KLM was able to bypass the troubleshooting process and help a 
frustrated consumer, just be knowing their profile. 
 
KLM embraces the feedback — good and bad, Wim ter Haar said. Especially 
working in a vertical — airline travel — where most consumers take to social media 
to vent about lost baggage or delayed flights, Wim ter Haar said that going the extra 
mile and not being afraid can help change that sentiment. 
Something else KLM also excels at is having an active presence where their 
consumers are, and not some where the company thinks they should be. In addition 
to Facebook, Twitter (where you can even book a flight), Pinterest, Google+ and 
LinkedIn, KLM is active on WeChat, Sina Weibo and VK. 
Even if you can’t afford 24/7 customer service (and to be fair, KLM has a team of 
150 people on customer service) on multiple platforms worldwide, there’s an 
important lesson to be learned — go where your customers are instead of worrying 
about which sites you should be on. Wim ter Haar discussed this with SocialTimes: 
So, (we did) a lot of market research, a lot of contact with local establishments. Want 
to be where your customers are. If your customers in a certain country say, “No, I’m 
going to be on that specific platform,” you have to follow them there. … You can 
say, “Guys, we are present on Facebook,” but if your customers aren’t there, and 
they’re on another platform, it doesn’t make sense that you’re present on Facebook. 
You have to go where the customers are. It’s more pull marketing instead of push 
marketing. 
The biggest takeaways: 
Don’t be afraid to engage critical or angry customers. Talking with them and not 
just shuffling them to your website can leave a lasting impression that the customer 
will remember. 
Study where your customers are and how they’re engaging already. Don’t invest 
in one platform or another just to look good, but go where your customers are 
already talking. 
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Appendix 17 LinkedIn 
Appendix 17.1 LinkedIn Source 1: 2015 In Review - LinkedIn, 
  Facebook And Twitter 
 
Source 1: Trefis-Team. 2015. "2015 in Review: Linkedin, Facebook and Twitter."   
Retrieved 1 January, 2016, from 
http://www.forbes.com/sites/greatspeculations/2015/12/29/2015-in-review-
linkedin-facebook-and-twitter/#2715e4857a0b4ad4f8e9670b 
 
Among social networking companies (LinkedIn, Facebook and Twitter), Facebook’s 
stock delivered the best performance during 2015, on the back of meaningful growth 
in user base across all key platforms and a significant increase in revenue. On the 
other hand, Twitter gave a disappointing performance, as its outlook was weakened 
by slowing user growth and problems in monetizing direct response ad products. 
Moreover, Twitter saw a number of management changes during the year. LinkedIn 
delivered a mixed performance although its stock tumbled following the Q1 earnings 
release, it recovered during the second half of the year. 
See our complete analysis for LinkedIn 
 
LinkedIn: 
Although LinkedIn recorded significant growth in its user base and other 
financial metrics during the nine months ended September 2015, its stock 
price showed no change year to date (comparing September-end prices to 
those at the beginning of the year). This is as the company’s stock plummeted 
substantially post the first quarter earnings release, on negatives such as 
reduced outlook, challenges in Europe and currency headwinds. However, its 
stock reacted positively to the third quarter earnings results, where the 
company both outperformed expectations on both top-line and bottom-line 
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and delivered a meaningful increase in engagement metrics. Going 
forward, we expect LinkedIn’s outlook to be strong, supported by strategies of 
building a publishing network, expanding into international 
geographies, improving the mobile experience, and adding job 
postings. Moreover, the launch of new products including LinkedIn@ 
Work, LinkedIn LookUp and LinkedIn Elevate could further enhance 
revenues in coming years.  
We estimate revenues of around $3.0 billion for LinkedIn in 2015 and non-GAAP 
diluted EPS of $2.76. We maintain a $214 price estimate for LinkedIn’s shares, 
which is nearly at par with the market price. 
 
 
Appendix 17.2 LinkedIn Source 2: LinkedIn: Does it make  
  you more successful? 
 
Source 2: Adonis, J. (2016). LinkedIn: Does it make you more successful? . from 
http://www.smh.com.au/small-business/managing/work-in-progress/linkedin-
does-it-make-you-more-successful-20161201-gt2dz1.html 
December 2 2016  James Adonis 
  
We've all read into the LinkedIn 'people who have viewed your profile' closely. But 
why? 
"It's not stalking … It's expanding my network." 
"Yeah, if you could endorse me for something other than 'Microsoft Word' on 
LinkedIn, that would be great." 
LinkedIn is handy for "networking". Photo: supplied  
"Your recent LinkedIn activity indicates you're trying to escape your demeaning, 
soul-sucking job." 
They're just a few of the LinkedIn memes I discovered this week when I learnt for 
the first time that poking fun at the social media giant is apparently quite a popular 
thing. Although I wasn't surprised. I deleted my profile years ago after having grown 
tired of the unsolicited requests for coffee catch-ups, the endless invitations to join 
obscure networking groups, the implicit expectation of reciprocating an endorsement, 
and the cruel tension of wanting to check out someone's profile but holding back lest 
they see I've visited their page. 
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LinkedIn CEO Jeff Weiner speaks during a product 
announcement. Photo: Eric Risberg  
But despite all those inconveniences and hassles, is it true that being active on 
LinkedIn is a major way through which we can become "more productive and 
successful", as the website promises? 
That's what European researchers have attempted to find out via a new study due to 
be published this month in the respected New Media & Society journal. Almost 2000 
people were surveyed on their preferred social media platform, their frequency of 
use, how they utilised their online networks, and the benefits they derived. The 
findings are intriguing if not somewhat mixed. 
Advertisement  
Of the three biggest platforms – LinkedIn, Twitter and Facebook – unsurprisingly it's 
LinkedIn that resulted in the greatest number of professional advantages. Facebook 
was the worst. But if you dig a little deeper, the reality is more complex. Most 
noteworthy is that there's greater competition on LinkedIn whereas there are fewer 
people using the others for professional purposes, thereby making it easier to stand 
out, albeit to a less interested audience. 
My Small Business Newsletter 
Get the latest news and updates emailed straight to your inbox. 
By submitting your email you are agreeing to Fairfax Media's terms and conditions 
and privacy policy .  
Also, your level of activity on LinkedIn makes no difference to whether you're 
successful at cultivating career-enhancing benefits. 
Conversely – and I write this with hesitation and a big gulp – there is a correlation 
between the frequency of your interactions on Twitter and Facebook and the business 
advantages you subsequently attain. In other words, status updates work. 
Unless you don't simply interact but actually contribute via the posting of 
meaningful articles. Because that's when LinkedIn emerges as the overall victor 
since some of the greatest value comes from building a reputation as an individual 
with something of substance to share.   
And that happens even when your relationship with those to whom you're connected 
is weak. In contrast, benefits derived on Facebook only materialise when your 
relationships with others are already strong. 
So what about reading? Does the more you read on social networks consequently 
improve your professional capital? Yes. But only on LinkedIn. 
That's because the content is more likely to be intellectually stimulating, thereby 
enriching you with information that could come in handy at a later date. The impact 
of reading stuff on Twitter and Facebook was found to be negligible career-wise.   
One final thing. An endeavour known as 'strategic networking'. The scholars 
identified it as highly effective on all three platforms. Which means there's truth in 
memes like this one, which captures Jack Nicholson's terrifying scene in The 
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Shining. With an axe in hand, he smashes a hole through the bathroom door only for 
his deranged head to emerge through the gap: "Here's Johnny!" 
The meme freezes that image as the backdrop of this well-known notification: "I'd 
like to add you to my professional network on LinkedIn." 
What we now know, empirically at least, is that there's clearly some merit in being 
the one who strategically initiates that invitation. Even if, for some of us, it may feel 
as though we're being hunted down. 
 
Appendix 17.3 LinkedIn Source 3: About LinkedIn  
 
Source 3:  LinkedIn. (2017). About LinkedIn Retrieved 1 May, 2017, from  
https://press.linkedin.com/about-linkedin?trk=uno-reg-guest-home-
about 
Want to know about our early days, members, metrics, and more? 
Here’s a quick view of who we are.  
Company Information 
 LinkedIn's founders are Reid Hoffman, Allen Blue, Konstantin 
Guericke, Eric Ly and Jean-Luc Vaillant. LinkedIn started out in the living 
room of co-founder Reid Hoffman in 2002. 
 The site officially launched on May 5, 2003. At the end of the first month in 
operation, LinkedIn had a total of 4,500 members in the network. 
 The company has a diversified business model with revenues coming from 
talent solutions, marketing solutions and premium subscription products. 
 LinkedIn's global headquarters are in Sunnyvale, California, with EMEA 
headquarters in Dublin and APAC headquarters in Singapore. LinkedIn U.S. 
offices are in Chicago, Los Angeles, New York, Omaha, San Francisco, 
Sunnyvale and Washington D.C. International LinkedIn offices are located in 
Amsterdam, Bangalore, Beijing, Dubai, Dublin, Graz, Hong Kong, London, 
Madrid, Melbourne, Milan, Mumbai, Munich, New Delhi, Paris, Perth, São 
Paulo, Shanghai, Singapore, Stockholm, Sydney, Tokyo and Toronto. 
 LinkedIn is currently available in 24 languages: Arabic, English, Simplified 
Chinese, Traditional Chinese, Czech, Danish, Dutch, French, German, 
Indonesian, Italian, Japanese, Korean, Malay, Norwegian, Polish, Portuguese, 
Romanian, Russian, Spanish, Swedish, Tagalog, Thai and Turkish. 
 LinkedIn has more than 10,000 full-time employees with offices in 30 cities 
around the world. LinkedIn started off 2012 with about 2,100 full-time 
employees worldwide, up from around 1,000 at the beginning of 2011 and 
about 500 at the beginning of 2010. 
Worldwide Membership 
 LinkedIn operates the world’s largest professional network on the Internet 
with more than 500 million members in over 200 countries and territories. 
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 Professionals are signing up to join LinkedIn at a rate of more than two new 
members per second. 
 There are more than 40 million students and recent college graduates on 
LinkedIn. They are LinkedIn's fastest-growing demographic. 
 
Regional membership 
158+M EMEA 
138+M USA 
118+M Asia and the Pacific 
70+M LATAM 
22+M MENA 
22+M Southeast Asia 
  
  
For more information about our company, please visit our Company Page and check 
out our LinkedIn Blog. 
For more information about our Products & Services, visit our Products & 
Services page. 
For more information, please visit our Press Center. Members of the media may 
direct inquiries to press@linkedin.com 
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Appendix 18 Lyft  
Appendix 18.1 Lyft Source 1: From eBay to Lyft -   
  marketplace business can solve big problems  
 
Source 1: Sidgmore, M. (2014). From eBay to Lyft: marketplace business can solve 
big problems Retrieved 1 January, 2017, from 
http://www.theguardian.com/sustainable-business/ebay-lyft-marketplace-businesses-
solve-world-problems 
You're viewing the Guardian's new website. We’d love to hear what you think. 
Michael Sidgmore  
By reducing inefficiencies of time, cost, and connectivity, marketplace business 
models create value and impact  
 
Silicon Valley, where the internet boom has made affordable housing scarce. 
Crowdfunding platform Fundrise aims to rebuild communities. Photograph: Bob 
Sacha/Corbis  
Thursday 1 May 2014 03.33 AEST  
 Share on Facebook  
 Share on Twitter  
 Share via Email  
 Share on LinkedIn  
 Share on Google+  
Shares 89 Comments 0 
 
Today, I can tweet about fistbumping my Lyft driver upon entering his or her "taxi". 
I can invest in local real estate and develop my neighbourhood through Fundrise. 
And I can provide a small business with a loan online directly through Funding 
Circle. 
From Amazon and eBay to Lyft and Lending Club, online marketplace businesses 
have leveraged what venture capitalist Bill Gurley calls the "connective tissue of the 
internet" to create new consumer experiences and connect people and capital at the 
click of a button. Online marketplaces directly connect buyers and sellers, using 
technology to process transactions for multiple third parties who provide the product 
and inventory information. 
The success of Amazon and eBay from 1999 to 2006 has since ushered in the 
emergence of 20 new consumer services marketplace companies that represent over 
$15bn of market capitalisation, according to Kleiner Perkins entrepreneur in 
residence Stephanie Tilenius. Some of today's marketplace businesses are now multi-
billion dollar enterprises toppling the traditional incumbents in their respective 
industries. 
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While much has been discussed about why and how marketplace businesses are great 
business models, what is less often discussed is how marketplace business models 
can help solve some of the world's biggest problems. Thanks to their inherent ability 
to reduce inefficiencies of time, cost, and connectivity, marketplace business models 
not only create tremendous value, but they can also create tremendous impact. 
Marketplaces decrease transaction cost, time, and fragmentation by providing the 
infrastructure, trust, and governance that the market requires. These features 
undoubtedly make markets more efficient. They can also be highly impactful. 
Take Lyft, the peer-to-peer car-sharing service, for example. In part thanks to its 
operational process and customer experience that includes a customary pink 
moustache on the dashboard and friendly fistbump greeting upon arrival, Lyft has 
grown from offering its services in two to 60 US cities in the past year. 
Advertisement 
Car-sharing can help combat climate change. It's estimated that 80% of seats are left 
empty if transportation occupancy is measured in seats, according to Lyft co-founder 
and president John Zimmer. Car-sharing can provide a solution: up to 27% of 
America's CO2 emissions can potentially be reduced by using existing capacity of 
cars currently on the road. 
Peer-to-peer lending marketplaces provide a similarly efficient and trustworthy 
service for consumers looking to borrow and save money. Lending marketplaces 
such as Funding Circle in the UK and Prosper in the US have gained the trust of 
consumers by offering transparency and providing lower rates than banks to 
borrowers. 
In a time where bank lending to small businesses in the UK has decreased every year 
since 2009 and consumer credit card lending has dropped yearly from 2010 to 2012, 
these marketplaces have helped fill the void left by traditional bank lenders. One 
metric measured by impact investors is the number of loans disbursed. In 2013 alone, 
Lending Club issued over $2bn in loan originations and Zopa issued over $300m. It 
is the dynamics of a marketplace business model that enables borrowers to access 
lower rates for their credit than they would find at a traditional commercial bank. 
Fundrise, a real estate crowdfunding platform, is a marketplace whose benefits "go 
beyond just cutting out middlemen and reducing costs," according to Fundrise co-
founder Dan Miller. With real estate investment projects that include the 
rehabilitation of a vacant brick building in the Shaw neighbourhood of Washington, 
DC, investors are "not only making returns, but improving the neighbourhood, 
supporting new business, and driving meaningful economic growth," says Miller. 
Fundrise has built up a $10m portfolio of projects that are rebuilding communities. 
Given that the US has witnessed a 12.8% reduction in affordable housing inventory 
over the past decade that often comes with a lack of neighbourhood-serving retail to 
drive economic development in lower economic neighbourhoods, the Fundrise 
marketplace enables investors to back projects that can help build their community. 
So next time you opt for car-sharing or provide a loan at the click of a button, know 
that you are making the world a better place. And it's these marketplace businesses 
that enable you to do so. 
Michael Sidgmore is vice president of Investor Network at iCapital Network, an 
online marketplace that connects investors to private fund managers. Michael is an 
investor in Lyft, Lending Club and Zopa through Uprising, a venture firm that invests 
 444 
 
in mission-driven entrepreneurs. Michael is writing in a personal capacity and these 
are his opinions not those of iCapital Network. 
The finance hub is funded by EY. All content is editorially independent except for 
pieces labelled advertisement feature. Find out more here. 
Join the community of sustainability professionals and experts. Become a GSB 
member to get more stories like this direct to your inbox 
© 2014 Guardian News and Media Limited or its affiliated companies. 
All rights reserved. 
 
Appendix 18.2 Lyft Source 2: About Lyft 
 
Source 2: Lyft. (2017). Turn Miles Into Money: Sign up to drive with Lyft.   
Retrieved 1 January, 2017, from https://www.lyft.com/ 
Turn Miles Into Money 
Sign up to drive with Lyft. 
Phone Number 
Already applied? Check the status of your application here. 
Earn money for inviting friends to drive. Learn more 
A Ride in Minutes 
Request a ride and you’ll be on your way in minutes. Request. Ride. Repeat. 
Serious About Safety 
From knowing the color of your driver’s car to our 24/7 Trust & Safety Team, we got 
you. 
Happy Drivers. 
Happy Riders. 
Ride with us and you’ll see why 9 out of 10 rides end with five stars. 
Watch 
Amplify Your Ride 
Lyft’s new emblem, Amp, is the secret to smooth pickups. Lighting up dashboards 
nationwide, the device makes it easy for passengers and drivers to find each other. 
 
June 
In an animated short film by Academy Award-winner John Kahrs, a lonely widow in 
historic South Chicago is empowered to start sharing the ride — and sharing her life, 
too. 
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Round Up & Donate 
Opt in and we’ll round up each fare to the nearest dollar, then donate the difference 
to a charitable cause of your choice. 
Product 
Now Live: Scheduled Rides 
Now you can schedule Lyft rides up to seven days in advance and relax knowing 
your ride will be there when you need it. Whether you’re catching a flight or a show 
across town, you’ll have one less thing to worry about. 
News 
Sit for Something With Round Up & Donate 
Starting Monday, May 1, we’re excited to harness the Lyft community’s potential 
with our newest program, Round Up & Donate. Opt in and we’ll round up each fare 
to the nearest dollar, then donate the difference to a charitable cause. 
 
Appendix 18.3 Lyft Source 3: Lyft Bookings and Ridership  
  Soar, While Losses Shrink 
 
Source 3: Wang, S., & Newcomer, E. (2017). Lyft Bookings and Ridership Soar, 
While Losses Shrink.   Retrieved 1 May, 2017, from 
https://www.bloomberg.com/news/articles/2017-04-27/lyft-bookings-and-ridership-
soar-while-losses-shrink 
The No. 2 U.S. ride-hailing provider has seized on Uber's recent troubles  
by Selina Wang and Eric Newcomer  
27 April 2017, 8:00 pm AEST  
Tech Earnings Roundup: GoPro, Baidu and Lyft 
Lyft Inc.'s bookings and ridership surged in the first quarter, suggesting the company 
benefited from user defections and management turmoil at larger rival Uber 
Technologies Inc. 
Lyft also told investors in fundraising documents obtained by Bloomberg that it was 
beating internal growth targets, an encouraging sign for the No. 2 U.S. ride-hailing 
company. 
Even so, the startup has a long way to go to meet its goal of profitability by 2018, 
with first-quarter losses easily topping $100 million.  
In April, Lyft said it closed a $600 million round of financing, valuing the company 
at $7.5 billion. Though it's been quiet about the timing of an initial public offering, 
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new Lyft investors, like private equity firm KKR & Co. and asset manager Baillie 
Gifford, generally expect the private companies they back to go public within a few 
years. 
 
"Lyft had an incredible first quarter as we continued to focus on providing a better 
and better experience for our drivers and passengers," a spokesman wrote in an 
email.  "We gained market share and set ridership records across the entire U.S." He 
declined to comment further. 
The company told prospective investors last month it expected $800 million in first-
quarter gross bookings, more than double the same period a year ago, according to 
the fundraising documents.  
Lyft, which only operates in the U.S., has used Uber's many public missteps this year 
as an opportunity to try to catch up. After the hashtag #DeleteUber trended on 
Twitter in January and hundreds of thousands of people uninstalled Uber's app, Lyft 
reached 22.8 million monthly rides in February, up 137 percent from the same month 
a year ago, according to the fundraising documents.  
 
As Uber Chief Executive Officer Travis Kalanick faced criticism for joining 
President Donald Trump's business advisory board, Lyft said it would donate $1 
million to the American Civil Liberties Union.  
Uber and Lyft are in a fierce fight for market share in the U.S. The two privately held 
companies have spent hundreds of millions on discounts for passengers and bonuses 
for drivers. Both companies have told investors this year they want to cut costs. Last 
year, Uber, lost $2.8 billion, while Lyft lost $600 million, people familiar with the 
matter told Bloomberg. 
Lyft said it would lose $130 million in the first quarter of 2017, according to the 
documents, which were prepared before the period ended. That compares with a loss 
of more than $150 million in the final quarter of 2016, as reported by tech news site 
The Information.  
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Lyft is still far behind Uber, based on gross bookings, or the total value of fares 
drivers collect, excluding tips and tolls. At $800 million in the first quarter, Lyft has 
an annual run rate of $3.2 billion. Uber booked more than six times that amount 
in about 75 countries last year.  
The documents obtained by Bloomberg didn't show Lyft's percentage cut of its gross 
bookings, or the net revenue resulting from that. As a closely held company, 
Lyft isn’t required to report its financials publicly.  
 
Appendix 19 Madpaws 
Appendix 19.1 Madpaws Source 1: Airbnb-style website Mad 
  Paws promises to help pet owners find the  
  ultimate sitter 
 
Source 1:  Rapana, J. (2014). Airbnb-style website Mad Paws promises to help pet 
owners find the ultimate Retrieved 1 January, 2017, from 
http://www.dailytelegraph.com.au/newslocal/airbnbstyle-website-mad-paws-
promises-to-help-pet-owners-find-the-ultimate-sitter/news-
story/268386240d71246b31823729dbab60eb 
 
Jessica Rapana, Mosman Daily, December 3, 2014 10:48am 
 
DESCRIBED as an Airbnb-style service for pets, a new website is aiming to help pet 
owners find accommodation for their companion animals no matter how last minute. 
Mad Paws is a Sydney-based start up that was created to fill the growing need in the 
pet boarding market for affordable and local pet accomodation. 
The website links owners with trusted local pet sitters — and there’s no cages or 
kennels in sight. 
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Mad Paws creator Alexis Soulopoulos with his pet Honey the labrador. Picture: Toby 
Zerna 
Both owners and sitters post profiles on the site, and can search for a match based on 
the pet’s medical issues, exercise and food preferences as well as the sitter’s 
interests, other pets, availability, nightly boarding rate and even pictures of their 
backyard. 
PARAPLEGIC DOG JUST WANTS TO SPEND CHRISTMAS AT HOME 
ARE DOG WALKERS UNDER POO SURVEILLANCE? 
Mosman pet lover Bethany Anderson was one of the first to sign up as a pet sitter 
after it launched last month. 
The second-year vet student could not commit to owning an animal full time due to 
her studies, but loved having animals around her and had some spare time during the 
week. 
Charging $25 per night, Mad Paws allows her to pet-sit local dogs and cats while 
making some money. 
“I think it is a really good idea because they are much more comfortable in their 
home environment,” Ms Anderson said. 
Bethany Anderson is offering her pet sitting services through the 
website. She is an experienced pet sitter, offering her services to clients at the vet 
clinic she works at. More than 200 pet sitters and pet owners have registered with the 
site. 
 
Appendix 19.2 Madpaws Source 2: About Madpaws 
 
Source 2:  Madpaws. (2017). Connect with one of our 8,644 pet sitters to love your 
pet when you're not around.   Retrieved 1 September, 2017, from 
https://www.madpaws.com.au/ 
Become a Sitter 
Help 
Login 
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Sign-up 
Connect with one of our 8,644 pet sitters to love your pet when you're not around. 
How It Works 
I'm Looking For 
 
Choose a service Near 
For these days (date_range) 
My pet(s) 
Choose pet(s) 
  
Mad Paws sitters care for your pet as if it were their own. 
Hannah 
Trusted Pet Sitter 
 
"Max had a greet staycation, a home away from home and was very well looked after 
by Hannah. Will be using again and would definitely recommend to other pampered 
pooch owners. Hassle free and takes the worry out of going away and finding 
somewhere for the dogs." 
 
Fraser 
Brisbane QLD 
Paulette 
Trusted Pet Sitter 
 
"Paulette was a fantastic pet minder! We know Archie and Bailey are going to miss 
being with her!! We can't thank her enough for talking great care of them! The kids 
ware loving all the photos and videos that Paulette sent us. We couldn't ask for 
someone better and we know." 
 
Wendy 
Bondi NSW 
Greg 
Trusted Pet Sitter 
 
"Greg and co looked after our dog Morgan better than I could have imagined. We 
lost our house in a fire and they have given us piece of mind through genuine love 
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and care. I not only recommended but insist you use their services. Greg is a great 
and reliable communicator." 
 
Alex 
St Kilda VIC 
 
How does Madpaws work?In three easy steps 
 
 
Find Sitter 
Find trusted and caring pet sitters in your neighborhood 
 
Book Sitters 
Meet & Greet your pet sitter and book a stay in their house or yours 
 
Peace of Mind 
You'll receive text and photo updates, free insurance and customer support 
Peace of Mind with Local, Trusted and Insured Pet Minders 
 
Trusted Community 
Verified sitters profiles, customer reviews and ratings. 
 
Free Mad Paws Insurance 
Every stay booked through Mad Paws is covered by liability insurance. 
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Booking Guarantee 
If your sitter is no longer available, Mad Paws makes sure your pet is cared for by 
another. 
Lisa's Lounge 
We're SUPER EXCITED to announce that Dr. Lisa Chimes from Bondi Vet has 
become an ambassador for Mad Paws! She loved the concept and was ecstatic about 
coming aboard. So we've decided to create a page about her for YOU! It's a page 
dedicated to Lisa's story as well as common pet sitter and pet care questions both her 
and the Mad Paws team always get asked. Thanks Lisa and to all you Pawsome Pet 
Sitting people out there YOU'RE AMAZING! 
Question, need a Helping Hand? 
Whether you're feeling a little lost, can't find what you need or just want to speak to 
someone. Our Local Australian Team can help you and your furry friend out with 
last minute reservations, special requests and any questions you might have. 
Related Searches 
 cat boarding adelaide 
 dog training sunshine coast 
 rabbit boarding melbourne 
 pet boarding sydney 
 dog day care sydney 
 dog grooming campbelltown 
 sutherland shire dog training 
 cat boarding newcastle 
 eastern suburbs dog training 
 bird minding melbourne 
 
 
 
Appendix 19.3 Madpaws Source 3: 'AirBnB for pets', Mad  
  Paws raises $1.1 Million 
 
Source 2:  Nicholas, J. (2015). 'AirBnB for pets', Mad Paws raises $1.1 Million.   
Retrieved 1 January, 2017, from https://www.businessinsider.com.au/airbnb-for-
pets-mad-paws-raises-1-1-million-2015-10 
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Josh Nicholas, Oct 8, 2015, 10:19 AM  
 
Australian pet services marketplace Mad Paws has raised $1.1 million in it’s first 
ever funding round.  
Asked whether the money would be spent on expansion, Mad Paws co-founder and 
CEO Alexis Soulopoulos said that the site was concentrating on Australia first.  
“We are going to grow the team with a focus on community managers and customers 
support, and we’re also going to increase our marketing spend,” Soulopoulos told 
Business Insider. 
Launched less than a year ago, Mad Paws has 3,500 pet sitters Australia-wide and is 
growing at a rate of 50% a month. But Soulopoulos says there seems to be a lot of 
room to grow. 
“So the market is very very large. The pet minding market, of people dropping pets 
in kennels, is about $750 million.” 
“What is really important to understand here, is that most of our customers are not 
those who used to use kennels, but are actually customers who used to use friends 
and family. So the actual market is much larger than this. Several billion dollars in 
fact.” 
Appendix 20 Moocs 
Appendix 20.1 Moocs Source 1: The Future Of MOOCs In  
  The Classroom 
 
Source 1:  Morrison, N. (2014). The Future Of MOOCs In The Classroom.   
Retrieved 1 January, 2017, from  
https://www.forbes.com/sites/nickmorrison/2014/06/25/the-future-of-moocs-
in-the-11-18-classroom/2/#7c3a8860150f 
 
Jun 25, 2014 @ 09:30 AM 12 Stocks to Buy Now  
Nick Morrison , Contributor  
Opinions expressed by Forbes Contributors are their own.  
They have been labelled as the future of education and dismissed as a fad, but so far 
much of the attention on MOOCs has been on their value in the college sphere. Now, 
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however, educators are increasingly looking at whether MOOCs have a role in 
schools. 
The rise of MOOCs has been heralded as one of the most significant developments in 
education in recent years. These massive open online courses are free to users and 
cheaper to deliver for providers, offer opportunities for flexible learning, and open up 
education to a potentially vast audience. It is no wonder they have been lauded as 
potential game-changers. 
But so far their record in higher education has been patchy. Drop-out rates are high, 
they can be unsuitable for some students, there are difficulties over assessments and 
issues around the potential for cheating, and getting the economics right is tricky for 
a course that free at the point of use. 
In contrast to the enthusiasm with which they have been embraced by some in higher 
education, MOOCs have been slow to take off in schools for students aged 11-18. 
Forays in the field in both the U.S. and the U.K. have been tentative. 
EdX, a joint venture between Harvard and Massachusetts Institute of Technology, 
announced earlier this year that it is working on offering online calculus, physics and 
economics lessons, while in Florida, where Governor Rick Scott last year signed a 
law allowing high schools to offer MOOCs, pilots are underway in computer science, 
biology and maths, among other subjects. 
In the U.K., where Cambridge University has been among the pioneers, a handful of 
school MOOCs are available, in mathematics, computing, physics and engineering, 
with a small number of additional courses expected to be introduced later this year. 
Now the U.K.’s Department for Education has published a report looking at the 
potential for MOOCs in 11-18 schools. And while MOOCs may have their uses, the 
study suggests that their future in the medium term is as a supplement to, rather than 
a replacement for, classroom teachers. 
 
Photo credit: Matthew Plourde 
The report finds a number of hurdles to introducing MOOCs in high schools, 
including questions over whether younger students are as able to undertake 
independent learning as those in higher education, and the higher consequences of 
failure than at college level. “A 90% drop-out rate will always be unacceptable,” it 
argues. 
Furthermore, the fact that most MOOC learners in the U.S. and U.K. are educated, 
white and middle-class means that extensive use could actually end up increasing the 
gap between high and low achievers. 
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“The idea that MOOCs can replace any significant number of classroom teachers in 
the short or medium term is fanciful,” the report concludes. 
But while this may dismay those who dream of a teacher-free school, MOOCs may 
still play an important role in schools. 
The report identifies a number of areas where MOOCs have been used to benefit 
students at both ends of the ability spectrum, in delivering advanced courses beyond 
the level of those taken by most students and remedial courses for students who have 
fallen behind. 
MOOCs have also delivered courses that could not fit into the school timetable, 
courses where take-up would not be enough to justify a teacher-led class, 
supplementary courses, preparation for higher education courses, courses in 
independent learning skills or simply as a way of broadening the curriculum. 
A survey commissioned for the report also found a considerable appetite among 
school leaders for using MOOCs, particularly when a classroom teacher is able to 
monitor participation and progress. 
The next step, the report says, is to ensure that teachers are familiar with MOOCs, by 
including them as part of initial and ongoing teacher training and by publicising 
examples of where they have worked. 
Continued from page 1 
What is clear from the evidence so far is that MOOCs are not about revolutionizing 
teaching and a wholesale shift to online learning for 11-18 students. But what is 
equally clear is that MOOCs do have the potential to make a difference in a number 
of carefully delineated areas, and that they could be a useful implement in a teacher’s 
toolkit. 
MOOCs may already be in the post-backlash phase of their short life so far, but as 
the initial hype dies down it provides an opportunity for calm reflection. And the 
signs are that, at least as far as the school classroom is concerned, while they may not 
be the Next Big Thing, neither are they a damp squib. 
 
Appendix 20.2 Moocs Source 2: Who’s Benefiting from  
  MOOCs, and Why 
 
Source 2:  Zhenghao, C., Alcorn, B., Christensen, G., Eriksson, N., Koller, D., & 
Emanuel, E. J. (2015). Who’s Benefiting from MOOCs, and Why.   Retrieved 
1 May, 2017, from https://hbr.org/2015/09/whos-benefiting-from-moocs-and-
why 
 Chen Zhenghao 
 Brandon Alcorn 
 Gayle Christensen 
 Nicholas Eriksson 
 Daphne Koller 
 Ezekiel J. Emanuel 
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September 22, 2015  
 
HBR STAFF  
In the last three years, over 25 million people from around the world have enrolled in 
Massive Open Online Courses (MOOCs) offered by Coursera, EdX, and other 
platforms. Initially heralded as a revolution in higher education access, expectations 
have been tempered as research revealed that only a small percentage of these 
millions were completing the courses, approximately 80% already had at least a 
bachelor’s degree, nearly 60% were employed full-time, and 60% came from 
developed countries (defined as members of the OECD). MOOCs seemed to be 
serving the most advantaged, the headlines blared, and most people weren’t even 
completing them. 
Related Video  
Are MOOCs Worth the Effort?  
Although most people who sign up for Massive Open Online Courses don't complete 
them, research shows that there are plenty of benefits for those who do.  
 Save 
 Share 
See More Videos >  
Are MOOCs merely an intellectual diversion for the well educated and well-off? Do 
they provide any tangible benefits? We are not neutral parties. Three of us work at 
Coursera, and the rest of us are from the University of Pennsylvania and the 
University of Washington, institutions that have offered MOOCs on the Coursera 
platform. Two of us have taught Coursera courses, and we have analyzed Coursera’s 
data for our research. Nonetheless, we believe we have some evidence that the 
MOOC skeptics are overly pessimistic. Our latest research demonstrates that among 
learners who complete courses, MOOCs do have a real impact: 72% of survey 
respondents reported career benefits and 61% reported educational benefits. 
Furthermore, our findings suggest that people from developing countries more 
frequently report benefits from taking MOOCs and, also in developing countries, 
people with lower socioeconomic status and with less education are more likely to 
report benefits. It appears that MOOCs are tangibly helping people who take the time 
and effort to complete courses. 
Who Takes MOOCs? 
In December 2014 we sent a survey to 780,000 people, from 212 countries and 
territories, all of whom had completed a Coursera MOOC prior to September 1, 
2014. (For more on the data, see the sidebar.) 
The Survey Data 
Of the nearly 52,000 respondents, 58% were male, 58% were employed full-time, 
22% were full-time or part-time students in a traditional academic setting, and 83% 
had at least a bachelor’s degree. Thirty-four percent were from the U.S., 39% from 
other OECD countries, and 26% were from non-OECD countries. The median age of 
respondents was 41, with a range of 31 to 55 years of age for the 25th and 75th 
percentiles, respectively. This cohort is similar to previous studies of Coursera users 
except they are somewhat more educated, less frequently male, and significantly 
older. They also are somewhat more educated and less male than a recent study of 
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EdX users. (Some people were more likely to respond to the survey than others; for 
instance, those from OECD countries and those who had completed more than one 
MOOC filled out our survey in greater numbers. We addressed this potential bias in 
our survey sample, using iterative proportional fitting to obtain reweighted estimates 
of reported career and education benefits.) All differences based on survey results 
included in this paper are statistically significant at p<.01. 
Read more 
The critics are right that most people who start a MOOC don’t finish: just 4% of 
Coursera users who watch at least one course lecture go on to complete the course 
and receive a credential. However, given the large number of users involved, the 
absolute reach of MOOCs is still significant. For instance, more than one million 
people have completed a Coursera course since its inception in 2012, with over 2.1 
million course completions as of April 2015. 
Career Builders 
We asked Coursera course completers about two types of outcomes: career benefits 
and educational benefits. Career benefits are the more common reason for taking a 
MOOC. Fifty-two percent of the people surveyed report a primary goal of improving 
their current job or finding a new job — they are “career builders.” 
 
Of these career builders, 87% report a career benefit of some kind. We asked about 
tangible career benefits – getting a raise, finding a new job, or starting a new 
business – as well as intangible ones such as enhancing skills for a current job or 
improving their ability to get a new job. Tangible career benefits are more difficult to 
achieve than more abstract outcomes such as being better equipped to do your 
current work. Thirty-three percent of career builders report a tangible benefit as a 
result of completing a MOOC, with the majority of those respondents finding a new 
job or starting their own business. These data indicate that the vast majority of those 
who complete MOOCs specifically for career benefits find those benefits, with 
approximately one-third of course completers reporting a more direct, tangible 
benefit such as getting a new job. 
But which users are receiving these benefits? 
Since previous research has shown that MOOC enrollees predominantly are well-
educated residents of developed countries, it would not be surprising if advantaged 
populations from developed countries were deriving the most benefits from 
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completing MOOCs. However, whereas our research confirms the demographics of 
users taking these courses, the analysis on who is benefiting suggests a very different 
conclusion. Among all career builders, we find that general career benefits (both 
tangible and intangible) are more likely to be reported by people with higher 
socioeconomic status and higher levels of education. The story is different, however, 
when you look at tangible career benefits specifically. In developed countries, career 
builders with low socioeconomic status and lower levels of education report tangible 
career benefits at about the same rate as those with high status and lots of education. 
And in developing countries, those with lower levels of socioeconomic status and 
education are significantly more likely to report tangible career benefits. 
 
Find this and other HBR graphics in our Visual Library  
The differences between general career benefits and tangible career benefits may be 
attributable to different needs among different populations. People who already have 
a high-skill job are likely to benefit most from up-skilling to improve at their current 
job (general career benefits), whereas people who do not have such a job are more 
likely to benefit from re-skilling to transition to a new job (tangible career benefits). 
Education Seekers 
Twenty-eight percent of all people who completed a MOOC enroll primarily to 
achieve an academic goal — they are “education seekers.” Of education seekers, 
88% report an educational benefit of some kind. Eighty-seven percent report an 
intangible educational benefit (such as gaining knowledge in their field), and 18% 
report a tangible educational benefit — either gaining credit toward an academic 
degree or completing prerequisites for an academic program. People from developing 
countries are more likely to be education seekers, as are people with lower 
socioeconomic status. 
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The chart above shows the breakdown of tangible and intangible education benefits 
from MOOCs. Our research revealed even more insights, including that 
approximately half (47%) of education seekers are students in a traditional academic 
setting. Among these traditional students, 94% report some educational benefits from 
taking a MOOC. Twenty-four percent specifically report a tangible educational 
benefit. The most common educational benefits are gaining knowledge essential to 
their field of study (76.6%) and deciding on a field of study (40.3%). Among these 
traditional students, the findings are consistent across region, education, and 
socioeconomic status. 
Among the education seekers who are not in a traditional academic setting, 
disadvantaged populations are more likely to report educational benefits. Education 
seekers from developing countries were more likely to report educational benefits; 
those with low socioeconomic status were more likely to report benefits than those 
with higher status; and those without a postgraduate degree were more likely to 
report benefits than those with one. 
In addition, older non-students are using MOOCs to prepare for an eventual return to 
school. For instance, people aged 25 to 40 who are full-time homemakers or 
caregivers are more likely to report using MOOCs to refresh key concepts prior to 
returning to school. 
The Results 
Overall 
Seventy-two percent of the Coursera participants we surveyed reported career 
benefits and 61% reported educational benefits. 
Career Builders 
Fifty-two percent of the people surveyed reported a primary goal of improving their 
current job or finding a new job—they are “career builders”. Of these career builders, 
87% reported a career benefit of some kind. 33% of career-builders reported a 
tangible career benefit, like finding a new job or starting a business. 
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Among career builders, general career benefits are more likely to be reported by 
people with higher socioeconomic status (90% for the top 30% by SES vs. 81% for 
the bottom 30%) and higher levels of education (88% for learners with a college 
degree or higher vs. 86% for learners with no post-secondary degree). 
But for tangible career benefits things look different. Career builders from non-
OECD countries are more likely to report tangible career benefits (36% vs. 32%). 
Of career builders from OECD countries, we see no statistically significant 
difference in tangible career benefit between the top and bottom 30% by 
socioeconomic status (34% vs 32%). Strikingly, among career builders from non-
OECD countries, learners with low socioeconomic status are actually more likely to 
report tangible career benefit (39% vs 35%). 
Furthermore, career builders with lower levels of education were also more likely to 
report tangible career benefits (33% for learners with a college degree or higher vs 
38% for learners with no post-secondary degree). In particular, among career 
builders from non-OECD countries, career builders with lower levels of educational 
attainment are more likely to report career benefits (35% for learners with a college 
degree or higher vs 42% for learners with no post-secondary degree). 
Education Seekers 
Twenty-eight percent of all people who completed a MOOC enrolled primarily to 
achieve an academic goal—they are “education seekers”. People from non-OECD 
countries are more likely to be education seekers (36% vs. 24% from OECD 
countries), as are people from the bottom 30% by socioeconomic status (37% vs. 
22% from the top 30%). 
Of education seekers, 88% report any educational benefit and 18% report a tangible 
educational benefit, like gaining knowledge essential to their field of study. 
Approximately half (47%) of education seekers are students in a traditional academic 
setting. Ninety-four percent of these traditional students report some educational 
benefits. Twenty-four percent of these students in a traditional academic setting 
report a tangible educational benefit. 
Less-advantaged groups are more likely to report educational benefits. Eighty-seven 
percent of non-student education seekers from non-OECD countries report 
educational benefits compared to 80% from OECD countries; 91% with low 
socioeconomic status report educational benefits, compared to 86% with high 
socioeconomic status; and 92% without a post-secondary degree report educational 
benefits, compared to 86% with a post-secondary degree. 
Education seekers who were older or full-time homemakers or caregivers were also 
more likely to report using MOOCs to refresh key concepts prior to returning to 
school. Thirty-eight percent of education seekers between 25 and 40 report using 
MOOCs to refresh concepts, compared to 35% for education seekers younger than 
25; 53% of full-time homemakers or caretakers reported using MOOCs to refresh 
key concepts, compared to 36% for other education seekers. 
Read more 
Overall findings 
In our survey, the overwhelming majority of people who complete MOOCs report 
career or educational benefits, and a substantial proportion report tangible benefits 
such as getting a new job, starting a business, or completing prerequisites for an 
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academic program. Both career and educational benefits are more likely reported by 
people from developing countries. Economically and academically disadvantaged 
populations are taking particular advantage of MOOCs. Within developing countries, 
tangible career benefits are most likely to be reported by people with lower levels of 
education and lower socioeconomic status. Among non-student MOOC completers, 
people with lower socioeconomic status, people with lower levels of education, and 
people from developing countries are all more likely to report educational benefits. 
These findings support some of the early hopes that MOOCs would provide a life-
changing opportunity for those who are less advantaged and have limited access to 
education. Of course, MOOCs are still available only to people who have access to 
the internet, and completion rates remain low. However, there are now over 1 million 
people who have completed courses from Coursera alone, more than 100,000 people 
have certified completion from HarvardX and MITx courses, and our findings 
suggest that many of them derived career or educational benefits from the 
opportunity. 
Continued innovation and research needs to focus on two main issues: First, how 
should people be supported to complete MOOCs so as to secure desired career and 
educational benefits? Second, are people who engage with some MOOC content 
without completing the course also realizing career and educational benefits? 
This type of research illustrates the possibilities MOOCs offer to change the 
educational landscape. The courses are reaching large numbers of people, and 
disadvantaged learners are more likely to report tangible benefits. Of course they 
aren’t a cure-all for the myriad problems of global education. But they’re a step in 
the right direction, providing open access to a learning experience that many find 
beneficial for furthering their education and careers. 
 
 
 Faried De Bruyns 10 months ago  
Moocs could help students who are at Universities, especially in lower 
income communities where they cannot afford extra tutorials. But, because of 
the different approaches in education , especially in developing countries, 
there is not encouragement to take or promote Moocs, or other online 
assistance. Now that Smart Phones are in the hands of more people, in these 
countries, and Moocs are also available on Smart Phones, it should become 
more popular. And, what should help in developing countries is especially 
course ti create employment. Moocs can help here, because the forum is 
wide. But, then the feedback especially via Facebook, should help the 
comments to be country sensitive, because what works in one country 
does not always work in another, but with many people in the group, 
they can make things work, or help to make things work. I have 
completed more than 19 Moocs on both the major platforms, and the content 
is good and such that it can here where I am , even though I did not see many 
enrollments from my side. The reason for poor enrollments from Africa, and 
even South Africa is the lack of cheaper internet connections, and a few other 
things that I can't mention now; that is better mentioned in a Course Forum. 
Perhaps we should run a Mooc on how the internet benefits developing 
countries, or how Smart Phones now makes online and even distant learning 
possible , and why these are possible, why is still not attracting more learners. 
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Appendix 20.3 Moocs Source 3: The Future Of Massively  
  Open Online Courses (MOOCs) 
 
Source 3:  Mehta, D. (2017). The Future Of Massively Open Online Courses 
(MOOCs).   Retrieved 1 May, 2017, from 
https://www.forbes.com/sites/quora/2017/03/23/the-future-of-massively-
open-online-courses-moocs/#2aeb67d46b83 
Mar 23, 2017 @ 11:33 AM 5,444 2 FREE Issues of Forbes  
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What according to you is the future of MOOCs? originally appeared on Quora: the 
place to gain and share knowledge, empowering people to learn from others and 
better understand the world. 
Answer by Deepak Mehta, long time student, on Quora: 
I think MOOCs are the future. There are many inherent advantages an open online 
course has over the standard educational pedagogy that has been the norm for years 
now. 
 Scalability: In the conventional set-up, if you want to increase the number of 
students in a class, you need to move to a bigger classroom. Or in all 
 462 
 
likelihood, revamp the infrastructure. With an online classroom, scaling up 
the course batch size is a few clicks away. 
 Optimal resource utilization: Imagine a Nobel laureate administering a 
course at UCLA. At the max, he/she can only teach a class of 100–300. In 
their lifetime, they might be able to directly tutor a few thousands young 
minds. Is that truly the best use of such rare resources? 
 Self-paced: Many a studies have found that people have different learning 
styles, and pick up new concepts at varying paces. Self-paced courses allow 
one to study and learn at their own leisurely rate. 
 Removal of other constraints: Not everybody in the world is privileged 
enough or sufficiently financially endowed to go to the States or Europe for 
higher studies. People currently in the work-force have very few options for 
pursuing their academic interests that fit into their work-schedule. Online 
courses can help mitigate and remove all such systemic barriers, thus truly 
making education a universally available resource. 
And finally, MOOCs are in line with the current job market where any skill becomes 
obsolete in a decade or so. Gone are the years when what you learned in college 
stuck with you throughout your working life. With the rapid pace of technological 
changes, constant learning is the most pressing need of the day. And MOOCs are 
adequately equipped to address and serve it. 
Current challenges towards greater adoption. 
Three of the most pressing critiques of an open learning system are (a) lack of an 
effective system to measure and validate the progress of the learners, (b) how to 
integrate the course credits into the present system so that it counts towards a degree 
from a college, and (c) how do you ensure personalized guidance and mentorship. 
The first part is currently being tackled by various MOOC providers. The idea is to 
have periodic assessments that actually test whether the students have understood the 
concepts. The key challenge would be to come up with a system wherein the answers 
are easy to check (multiple choice questions or variants thereof) and also not easily 
“Google-able”. 
Coming to the second part, a few Universities have started launching their full-
fledged courses online or allowing certain validated MOOCs to contribute credits to 
their physical courses. 
 Harvard has recently (Feb 2017) started an Economics course on edX titled 
From Poverty to Prosperity: Understanding Economic Development. 
 Leeds and Open University are now allowing certain MOOCs to contribute 
credits towards the final degree. 
 FutureLearn already awards degrees from various colleges, including, but not 
limited to, University of Leeds, University of Birmingham, Queensland 
University of Technology, RMIT University, etc. 
The final issue is the one where a viable solution needs to be found. And quickly. A 
big plus of a physical learning system is that the teacher gets to know their students - 
their interests, their strengths, and their aspirations, enabling them to provide 
nuanced feedback and engage with them more fruitfully. The same model cannot be 
scaled up for an online course being taken concurrently by thousands of students. 
May be having a 3-tier pyramid structure with the course professor on top, the 
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students on the bottom, and a middle layer of teaching/research assistants, or doctoral 
students can help bridge the gap for the time being. But alas, a robust recourse is 
direly needed. 
The Future. "Will MOOCs ever truly replace physical colleges and universities?" 
MOOCs have been one of the most hotly-debated topics in the education circles over 
the past few years. Opinions have been extremely polarizing, with some people 
heralding it as the greatest leap for education since the invention of the printing 
press, and some dismissing it as another fad. 
A 2014 report by the UK Department for Education highlighted some of the key 
trends impacting the MOOC ecosystem. (Full report) 
Through the literature review and from our interviews, we have observed a number 
of changes underway in the capabilities and model for MOOCs: 
 Content is becoming cheaper to make, at the margin. This stems from cheaper 
and better hardware, easier-to-use editing software, and platforms that can 
present content more effectively. 
 Expectations of content quality are fragmenting – some believe that it is 
becoming more acceptable to offer very simple videos, while others believe 
that the “talking head” video style is increasingly unacceptable, and that 
appropriate animation or visualisation is required. 
 Platforms are advancing; better social tools (for example peer grading is 
increasingly automated) and some progress in building functionality to allow 
personalisation. 
 Course designers are becoming more experienced – not only is there a 
growing body of experienced MOOC administrators, but those who are 
coming to their first MOOC are better prepared (more learning material 
available, including e-learning courses). 
 Assessment getting more powerful; multiple choice is becoming a minority 
grading tool, alongside automated free text grading, peer grading, and – in 
future – automated long answer grading. 
 The proliferation of MOOC provision and availability is fragmenting student 
volumes, making it harder to reach massive scale. 
Another analysis by an Exec Director at the University of Texas listed down the 10 
biggest challenges that need to be overcome in order to facilitate greater acceptance 
of online learning. 
Challenge 1: Discussion Forums 
Why is it that comments on newspaper websites are rich and widely read, while the 
discussion forums in MOOCs or class LMS sites are not? Too often, discussion 
forums in courses consist of disconnected comments and mindless chatter. The 
explanation is straightforward: Newspaper forums have a facilitator who deletes 
unproductive or offensive postings. A rating system that makes use of “likes” 
prioritizes strong and compelling contributions. 
Challenge 2: Cohorting 
Small online discussion groups or collaborative teams too often work poorly—in 
stark contrast to the kinds of connections that dating sites or listservs produce. Why 
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is this? Dating sites and listservs understand that groups emerge organically when 
individuals share common interests, profiles, and motivations. 
Challenge 3: Interactives 
Across the country, campuses are reinventing the wheel: creating animations, 
simulations, virtual laboratories, and other teaching resources of varying quality and 
utility at great expense. Redundancy is widespread. Quality is highly variable. Why? 
Because of the lack of a carefully curated repository and a recommendation and 
comment system. 
Challenge 4: Student Engagement and Persistence 
Although some MOOCs have experimented with term length, rates of learner 
engagement and persistence remain low. Lurkers and dabblers abound. How might 
we change this? One possible answer: Challenge or crowdsourcing MOOCs – which 
take a pressing problem and strive to solve it. Imagine a timely MOOC offered by 
Médecins Sans Frontières on best practices in caring for Ebola patients. Another 
possible model was pioneered by Cathy Davidson’s History and Future of Higher 
Education MOOC, which combined an online component with face-to-face courses 
in multiple countries. 
Challenge 5: Progressive Personal Profile 
Google rests on a personal profile. So, too, does Linked In. A personal profile allows 
a website to tailor recommendations to a user’s interests. A progressive personal 
profile would allow educators to follow students’ learning trajectory, including areas 
of confusion or misunderstanding, facilitating the development of personalized 
learning pathways. 
Challenge 6: Personalization 
Customization is a watchword of contemporary marketing. Personalized adaptive 
learning, with embedded remediation and enrichment, ought to be one of MOOCs 
holy grails. Given their large “n,” MOOCs hold out the prospect of developing 
multiple learning pathways to better meet students’ learning needs. 
Challenge 7: Data Analytics and Learning Dashboards 
Big data and predictive algorithms, which underlie today’s search engines, can be 
equally useful in education. These tools can identify learning pinch points, toxic 
course combinations, students at risk, and the efficacy of student support programs. 
Challenge 8: The User Experience 
Commercial websites differ profoundly from learning management systems. Unlike 
LMSs, with their file or tab structure, commercial websites are more elegant and 
easily navigated. Design elements are transparent. Support is a click away. And, 
most strikingly, commercial websites are mobile first and are supplemented with 
individualized notifications. 
Challenge 9: Credentialing 
It remains striking: Almost no campuses that have created MOOC offer them for 
credit to their own students. Nor is it clear that the various badges, certificates, or 
specializations have a clear value in the labor market. A great challenge for MOOC 
providers is to ensure that the credentials they offer are genuinely meaningful—
industry aligned or validated by professional associations or another respected 
organization. 
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Challenge 10: A Sustainable Business Model 
Gated Executive MOOCs. Verified certificates. Licensed content. The MOOC 
provider as LMS. MOOC as loss leader for for-fee programs. The quest for a 
sustainable business model remains one of MOOCs’ biggest challenges. One 
potential model is MOOC as next generation multimedia textbook, which might be 
especially attractive for students who are unwilling to undertake sustained reading 
and who are seeking a lower cost alternative to printed textbooks. 
In essence, there seems to be some amount of convergence towards a common 
standard in the near-future. 
 
Appendix 21 Pinterest 
Appendix 21.1 Pinterest Source 1: What Is Pinterest? A  
  Database of Intentions 
 
Source 1:  Madrigal, A. C. (2014). What Is Pinterest? A Database of Intentions.   
Retrieved 1 January, 2017, from 
http://www.theatlantic.com/technology/archive/2014/07/what-is-pinterest-a-
database-of-intentions/375365/ 
Evan Sharp, one of the co-founders of Pinterest, delves into what the wildly popular 
image-collecting site is really about, and what it's likely to do in the future. 
 
Pinterest co-founder Evan Sharp's "Nuclear Beauty" image collection. Pinterest  
Alexis C. Madrigal Jul 31, 2014  
In 2012, Pinterest broke out to become a wildly popular site and app for collecting 
media across the Internet. People pin photos into collections called boards, which 
serve as big catalogs of objects. Pinterest, in effect, decomposes web pages into the 
objects that are embedded in them.  
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For users, it's a way to think about and plan the future, or to show off one's taste for 
free. And that's where most people stop thinking about Pinterest. It seems like a 
shopping site minus the exchange of money part.  
But it's on the backend where things really get interesting. Think about what 
Pinterest is collecting: it's a database of intentions, as I put it for an essay on Fresh 
Air this week.*  
"It’s the world’s largest set of objects that people care about." 
As part of my reporting, I spoke with Pinterest co-founder Evan Sharp about how he 
thinks about the site. My contention is that Pinterest is one of the four ways that 
people find things on the Internet. The default, of course, is Googling (or—fine, 
Microsoft—Binging). For real-time searches, there is Twitter. For people or entities, 
there's Facebook. But if what you want to find are things, objects, then Pinterest is 
the way to go.  
And they are just getting started. They've got 30 billion pins now, half of them in the 
last six months. They've got 750 million boards. A full 75 percent of their traffic 
comes from mobile devices, and according to researchers, they're the top traffic 
source to retailers' websites and an important secondary source after Facebook 
for some media sites, like Buzzfeed.  
  
In this wide-ranging interview, Evan Sharp talks here about what Pinterest is now, 
what it could become, the potential the company has to make money, and how 
Pinterest competes (or doesn't) with Google and his old company Facebook. 
Evan Sharp (Pinterest) 
How do you think about what Pinterest is? How do you define it now? 
Today, I define it as a place where people can go to get ideas for any project or 
interest in their life. And as you encounter great ideas and discover new things that 
you didn’t even know were out there, you can pin them and make them part of your 
life through our system of boards. 
Best of all, as you’re creating a board on Pinterest, other people can get inspiration 
from your ideas, so there’s this cycle where what you’re creating for yourself also 
helps other people make their lives. 
I think of it as a kind of utility. People use it to save and organize things for later. 
And then it turns out that integral to saving things is discovering new things. 
When I was planning my wedding a few years ago, we wanted to track the 
things we wanted to put in the wedding. And at the time—it’s kind of like 
thinking back to Plurk and Twitter—there were all these other services that 
claimed to let you do what Pinterest does. But you were the only service that 
actually worked to let us save images from across the web. Think back to that 
time, just getting the utility working. What did you think Pinterest was then?  
I didn’t have grand plans. I don’t think Ben did either in the beginning. It was just the 
tool I used in my job. I was in school for architecture and when you’re in school for a 
creative discipline, so much of what you produce comes out of inspiration from other 
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people. The more you’re exposed to architecturally, the better you can develop 
your own language out of that history of architectural thought. So I had 
thousands of images that I had saved in folders on my computer. But they were all 
named like databasestrings.jpg and I had no idea what any of them were. So Pinterest 
was a way for me to create a link: let’s bookmark an image so that when I go look at 
it later, I go to where it came from. This is this architect’s building. This is what it is. 
And collections are a natural way of organizing that sort of inspiration. 
So for me, it was very much a professional tool in my industry. For Ben, it was 
slightly different. Ben used it in ways that you see the broader cross-section of 
people using it. He used it for recipe ideas, products he was in love with, planning 
travel. He had a kid. He got married. He did all those things on Pinterest. 
Every startup person I know, it’s like their startup was revealed to them long 
after they started working on it. So when did you know that you had something 
bigger than a bookmarking site? 
You build something and it’s like, what can I build on top of that and what can I 
build on top of that and what can I build on top of that. Great companies, I think, are 
the ones that see what they’ve built and can build on top of it and iterate their 
product. 
I don’t remember exactly when we were like “Holy crap! Pins aren’t just images. 
They are representations of things and we can make them rich and we can make them 
canonical and link back to the best source and we can attribute this properly to the 
creator.” (Which is a huge problem that I’m personally interested in.) 
"So we think of Pinterest some days as this crazy human indexing machine." 
I would say we saw that pretty early on, but we’re still pretty early on in executing 
against that the vision of making Pinterest the largest inventory of the world’s 
objects. 
What’s cool is that because every object was put there by a person. It’s not the 
largest inventory in the way that maybe a nerd like me would get excited about. But 
everything that’s on there, at least one human found interesting, so there is a very 
good chance that at least one other human is going to find that interesting. So, it’s a 
good set of objects. It’s the world’s largest set of objects that people care about. 
One thing I’ve always loved about the Pinterest interface is that when you hit 
the button to pin something, it breaks the page down into its parts. How much 
do you think the design of the interface has defined what Pinterest does?  
My background industry is design—I code a lot, too—but there’s been this narrative 
of design in technology becoming more prominent. What the UI enables on Pinterest 
is this human activity that ends up creating a great database. And it’s that knitting of 
front-end and back-end abilities that will power our products. We’re not going to be 
exclusively the best engineering company—though we have some the best 
engineers—and we’re not going to be the world’s prettiest, best designed company. 
What’s interesting is how those things interact, over and over, and back and forth. 
That’s where the magic comes out. That’s where the best new products are coming 
out on the Internet. 
I wanna talk more about the UI. Certain UIs give you a new vocabulary for 
what you’re looking at. I had never thought about a webpage as a suite of 
objects hanging on a text skeleton. And the decomposition that your UI does 
gave me that new vocabulary. Even the way that I’d talk about or gesture to the 
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screen: “Oh, put that thing on the board.” You wouldn’t talk about a link like 
that. 
You know why that is? It’s the way the Internet was architected. HTML is the 
architecture of the web and it is about the presentation of text. It’s Hyper Text 
Markup Langauge. And if you’re Google and you’re trying to index that world of 
information, you’re really great at text because that’s what the code on the Internet 
does. It marks up text. But if you want to get at objects or the things on web pages, 
we think you need humans to go in and do that for you. So we think of Pinterest 
some days as this crazy human indexing machine. Where millions and millions of 
people are hand indexing billions of objects—30 billion objects—in a way that’s 
personally meaningful to them. 
And even if you had some weird alternate universe markup language, you still 
wouldn’t get that human valence into the objects. You wouldn’t know what was 
interesting to humans  
"When you’re discovering something, we’re helping you figure out the language." 
Discovery, which is different from search, is a very human process. We’re not 
building a machine that answers questions, although that’s great. We’re helping you 
discover the things you like. And part of that is you literally going through the 
process of discovering them. Yes this, not this, yes this, not this. This idea that you 
can build a machine that gives you the perfect possibility every time? It makes no 
sense because you wouldn’t know it was perfect until you saw the other possibilities. 
Talk to me about Guided Search, which you all launched for mobile device a 
few months back. 
Guided Search just says, when you search, what are the other things that people add 
to this search to help you understand the other possibilities. I only point this out, not 
to market it, but to highlight that the way we think of search is fundamentally 
different. It’s not just here is my query; it’s a process, a journey. You’re having a kid. 
You’re getting married. I don’t know what to do, I’ve never had a kid. Type in 
parenting, and you start to learn, what’s the language of this? On search engines, in 
general, the relationship to language is very different. You start with the words and 
you say I want to find these words. When you’re discovering something, we’re 
helping you figure out the language. If you are interested in discovering something 
new, you might not know what to type in. Here, the language is the end state. 
It feels like you guys have been relying on human-to-human discovery, but 
you’re starting to roll out more heavy-lifting technical stuff. But people don’t 
seem to think of Pinterest as deploying a ton of compute power on various 
problems . 
I like that they don’t think of it that way. But this is a technology company. It just is. 
We have a fucking great engineering team. We’ve solved all sorts of discovery 
problems that people hadn’t even thought about, all kinds of information database 
problems that have never been thought about. 
And you are working with an impossible to replicate dataset that no one else 
has, these 30 billion pins. The machine learning aspects of this strike me as 
fascinating.  
Definitely. If you pin something to a board, the name of that board is a string and that 
string by definition describes it. Someone else pins the same thing to another board. 
And on and on. One board says shirts, one says ikat, one says gifts for my wife, one 
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says red things. And most pins are on thousands and thousands of boards. So there 
are thousands of human-generated strings that describe each of these objects. These 
are descriptions that are very meaningful to the people who created them. It’s not 
someone trying to make a machine smarter. And we think it will make a machine 
smarter because it will solve a human problem . 
So the question is how do you take thousands of strings and make sense of 
them? 
The question is what problem are you using them to solve. And it’s not just the 
words. There are also all the images and media that are associated on that board with 
that pin. Pinterest is very much part of this transition to a visual world. People think 
of databases as language based, which they are, but database entries aren’t just text 
entries. They can be anything. 
"The things people do on Pinterest are so precious: this is what I want, this is what I 
think I want. It’s a very weird emotional state."  
I was reading this book about photography. And it was talking about how over the 
last 100 years, photos and video became the medium through which we encounter 
alternate lifestyle possibilities. Magazines, TV. Pinterest is just an acceleration of 
that effect. 
My only point here is that when people think of search they think of words, but there 
is all sorts of cool computer science you can build with just media, just the images, 
or just the user graph. And the combination of all that is going to be very interesting. 
The words are just one signal. They’re super important and we’ve got better words 
than anybody, but there is all kinds of stuff people don’t even think about because 
their tools are constrained by language. 
This gets to an interesting point: You guys are at an oblique angle to every 
competitor. There is no one taking on Pinterest head on. 
People tried for years to clone us. Straight up stole my code. Stole the brand. They 
didn’t succeed yet. I think they won’t succeed, but there are services that touch us on 
the edges. Discovery is not something that we do exclusively. I don’t think it’s a 
problem any other company is focused on as much as we are. It is our company. 
It seems to me that the most competitive overlap in the near future is Google. 
You think about the tools we have to find stuff. You might use Twitter for real-
time search, search on Facebook for a person or institution, search on Google. 
And maybe search on Pinterest. That’s kind of it. And they are really different 
kinds of information. 
Search for most people is web navigation. It stitches together the human information 
on web pages. It’s also a tool for answering questions. We weave them together, but 
you could decompose those in an interesting way if you were interested in solving 
search as a problem. 
It feels like you’re just moving into these spaces. You’ve got all these images, 
what kind computer vision stuff can you do? 
You’ll see. We acquired a company recently that specializes in that. It’s a very small 
company but there are all sorts of ways of pulling information out of images and 
using text to understand what you have. There are all sorts of ways of using that 
information. For us, it’s all in service of discovery. 
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We’d never beat Google at being Google. That company, their brand is scaling 
computer science. And I love Google for that reason. 
An interesting thing about Google’s approach to search is that the way it wants 
to provide answers now doesn’t help me think better. At least not since they 
launched Google Instant which was pretty good for that.  
That was our head of discovery. 
I feel like it was the last great Google search product because it didn’t just 
execute the search, it taught me how to search better . 
The process is part of the experience. 
But it seems like Google is obsessed with getting rid of the process of search.  
You should go watch the keynote of the head of Google search at the last [Google 
conference] I/O. His talk was about the vision for Google Search, which is exactly 
that: they are building that computer from Star Trek where you ask it a question and 
it answers. Which is amazing. It’s an amazing goal. But you’re right, there’s a whole 
world of searching and discovering that’s about the process itself. And that’s an 
interface driven experience. 
Let’s talk about another way Pinterest is different: the female, non-coastal 
nature of the user base, or at least the initial heavy user base.  
There is a seed of wisdom in that. The demographics it grew within. The geographies 
it grew within. The fact that it is ending on the coasts and didn’t start on the coasts. I 
can’t think of any other services that have grown this way. 
How contingent do you think that was? One test for how contingent it was 
would be to say, is this what happened in the UK? What happened in Spain? 
Did you find in Spain, it was Barcelona-first, then the hinterlands?  
I don’t think we can talk about that yet. 
Pinterest had such obvious business possibilities from the get go, I’ve always 
wondered how much it influenced the culture of the company that the 
commercial potential was so obvious? 
We’re lucky. We can make money without creating that second head that makes you 
say, “What is that doing there?” For me, personally, Ben and I want to build a big 
company and make a lot of money, so we can do cool stuff. But we’re not 
intrinsically motivated by money. We would have sold this thing if that’s what we 
were after personally. And for me, what’s been really important, there’s so much 
potential, and I don’t want to sound megalomaniacal or stupid, but it could be really 
good for the world in a way. 
I know that sounds preposterous, but I’ve always worried that that people and 
marketers would be so eager to get their hands on it that it could be bad for the core. 
The things people do on Pinterest are so precious: this is what I want, this is what I 
think I want. They’re not ever sure, they’re feeling their way through. It’s a very 
weird emotional state. It’s this very beautiful thing to me. And if you start loading it 
with commercial pressure, it could really ruin the core of the experience. It doesn’t 
mean there isn’t a place for ads and a way for us to make money to sustain the 
business and the site, but that’s something that’s always been in my head. It’s one of 
the reasons why we invest in research and having a more active brand team. We 
have a community team that’s super active. All those things are just ways of 
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understanding what the core experience feels like to people and making sure 
that we’re not messing it up. 
What I mean is that some businesses that start from a premise of data-gathering 
have to make an argument that that data will be worth a ton once they can 
figure out how to monetize it, even if it’s kind of crazy. You run into people who 
are like, “We’re gonna fly drones across the entire country … to make 
marketing more effective.” And I’m like, “Wait, I don’t even understand what’s 
going on anymore?” 
Dude, that’s the thing. I didn’t set out to build a business brand. I set out to build a 
product. We’re very lucky. And the good thing for us is that anyone who builds this 
stuff—monetization tech—they want to work here. Because the potential is so 
obvious to them. So we get to choose the people who are the best culture fits and the 
most brilliant. That’s a luxury we have that we do appreciate. 
How would you compare yourself to Facebook?  
I used to work at Facebook. And fundamentally, Pinterest is about inspiration. And 
inspiration is a word that doesn’t resonate with people until they use Pinterest and get 
what that means, but that’s fundamentally about connecting to other people. Other 
people end up being people’s source of inspiration, which also happens on Facebook. 
So, we’re like Google in the data model way, but we’re like Facebook in the more 
experiential way. The way you discover is a combination of the two. 
So, how do you see yourself opening up the social potential of Pinterest? 
Zuck describes Facebook in the press, I might butcher his words, but he’s like people 
have a psychological need to spend time and know about and learn about the people 
they care about. It’s built into our brains and its Facebook’s job to remove as much 
effort as possible from that, so you can fulfill it any time you want to. Pinterest is not 
about your friends, it’s about yourself. It’s about the things you want in your life, the 
possibilities. What can my kid’s first birthday party look like? It’s very future-
looking in a way that Twitter and Facebook are very right now or backwards looking. 
Pinterest is about connecting you with people who manifest one thing you want your 
life to be like. So, if you are getting into photography, what do you do? You read 
photography blogs because these guys or girls are really into photography. They love 
their photos. They’re talking about how to do it. People develop taste through other 
people, whether that’s celebrities or people they know. And we have the data to 
understand—in a very non-creepy way, honestly—who are the people on Pinterest 
that manifest and express the things you look like you’re interested in. 
That’s why Pinterest doesn’t just show an image. It’s an image with a person. That 
was a very deliberate decision. Everything on Pinterest was put there by a human 
being and—in aggregate—we can figure out who are the human beings who are the 
enthusiasts in the thing that really interests you. And those are the people who can 
guide your journey in that interest or project you’re planning. 
People are fundamental not just for our data model, but because eventually, we’ll be 
able to connect you the people who really share your taste and express who you want 
to be. And that’s something that’s happened for decades in magazines and on blogs 
and on TV. 
Huh. One of the things that I tend to like about Pinterest is that it feels less 
social. There are so many things where it’s like, jesus, all you want me to do is 
connect in some abstract sense. 
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If you look at the startups that are getting really big right now, they are either all 
friend messaging apps. What’s App, Line, Facebook, Instagram, Snapchat all of 
them do that. Which is great, there’s a playbook, you get the address book and you 
go from there. Or they are marketplaces, Uber and Airbnb. 
Exactly. Touch my phone and something happens in the world.  
Which is great. We’re this weird different thing. We’re not gonna grow the way the 
messaging apps are gonna grow. We’re not building a marketplace of sellers or 
creating an inventory of services. So we’re a very weird company right now. 
In a lot of corners, it seems like interest in the iPad is declining, but it seems like 
y’all are big on the iPad.  
iPad is my favorite experience by far. It’s one of the perfect iPad apps because it’s a 
grid. If I can soapbox for 60 seconds again, the grid is like the thing that got us big. 
The grid, the grid, the grid. Pinterest is about browsing through objects and picking 
out the ones that are meaningful to you. And what the grid does is facilitate your 
ability to go through objects in an efficient way. Our job is to put the right objects in 
front of you to start with. But the iPad is the perfect place for us because that screen 
is tailor made for sitting there are browsing through things. 
Are you the reason there is so much retailer traffic coming through the iPad? 
I don’t know. But the second half of my thought—and this comes from my 
architecture background—if you think about discovery as this experience people 
have. Discovery is this thing that people do all the time right now in stores, in 
museums, in physical spaces. So many of our public physical spaces are organized 
around a collection and they are organized to help you access and browse through 
that collection to find the things you find meaningful. We’re just a digital version of 
that experience with a much larger inventory that cuts across different types of 
things. 
But the reason I mention that is that the reason retail feels like an obvious fit for 
us is that you’re doing on Pinterest what you do in a store, browsing through 
things and picking out the things you like, saving them for later, and maybe 
eventually buying them. 
But all that goes back to the UI, goes back to the design of the service, goes back to 
the screen you’re on, goes back to data that we use to power what you’re looking 
for. That was my soapbox. 
 
 
Appendix 21.2 Pinterest Source 2: Pinterest's new 'article  
  pins' allow users to create virtual reading  
  rooms  
 
Source 2:  Sedghi, A. (2013). Pinterest's new 'article pins' allow users to create 
virtual reading rooms Retrieved 1 January, 2017, from 
https://www.theguardian.com/media/media-blog/2013/oct/09/pinterest-social-
networking-article-pin 
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In a move to make online news curation easier, Pinterest is aiming to create a home 
for sharing and saving content  
 
Pinterest has collaborated with the Guardian and the New York Times to add a ‘pin 
it’ button to their websites. Photograph: Julian Stratenschulte/EPA  
Shares 50 Comments 0 
Ami Sedghi 
Wednesday 9 October 2013 21.50 AEDT First published on Wednesday 9 October 
2013 21.50 AEDT  
It's not exactly 'new' news that the way we find, consume and collate our daily intake 
of the latest events around the world is changing, but in a move to make online news 
curation easier than ever, Pinterest has aimed to create a unique home for sharing and 
saving content via the introduction of 'article pins'. 
"For many people, saving and reading articles is a passion," says Sarah Bush, the 
newly appointed UK country manager – Pinterest's first UK-focused hiring as the 
site's plans for growth outside the US develop. "There's something for everyone on 
Pinterest, whatever they may be interested in - from science and travel to parenting, 
health, fashion, cooking, and more." 
 
Sign up to the Media Briefing: news for the news-makers  
Article pins, allowing members to create their own virtual reading room, provide 
additional information such as the headline, author, story description and link to the 
visual pin.  
The new function has already been embraced by a number of high-profile 'pinners' 
including Huffington Post co-founder, Arianna Huffington and Queen Latifah's 
(whose reading list we are informed includes "articles about philanthropy, business 
and entertainment".) 
Bush is keen to stress that Pinterest is more than just a tool to collect and share pretty 
pictures; "Pins are more than just images – they're a gateway to more consumable 
information," she explains. "We're seeing now that more and more people are using 
Pinterest to discover and collect great articles – currently, more than 5m articles are 
pinned every day and this number is continuing to grow." 
The latest feature has seen the company collaborate with a range of notable news 
organisations, including the New York Times, Wall Street Journal, Le Monde, the 
Guardian and the Telegraph, to add a 'pin it' button on their sites so readers can 
instantly add content to their reading boards. 
Members are also able to pin articles from a range of other popular publications, such 
as Mashable, BuzzFeed, Wired, Esquire, GQ, Rolling Stone and Vogue Paris, which 
Bush insists feeds to the vast range of interests their users have. 
"Currently, with other online services, news shared is valuable but legacy content 
goes nowhere," explains Bush. The 'Pin now, read later' concept is seen as a way for 
"great content to stay alive, and older content to be continually rediscovered". 
"Additionally, from a media site's perspective, Pinterest is a great way for writers and 
publications to reach new and existing audiences," says Bush, speaking ahead of an 
event on Wednesday to officially introduce herself as the new country manager for 
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the UK. Pinterest's hope is that the rolling out of article pins will give stories a 
longevity and "visual component" not yet seen on other social platforms. 
 
Appendix 21.3 Pinterest Source 3: Five Ways Pinterest Is  
  Beating Facebook 
 
Source 3:  Ireland, T. (2015). Five Ways Pinterest Is Beating Facebook.   Retrieved 1 
January, 2017, from 
https://www.forbes.com/sites/onmarketing/2015/02/04/five-ways-pinterest-is-
beating-facebook/#63b549171781 
 
Feb 4, 2015 @ 02:12 PM 14,079 2 FREE Issues of Forbes  
 
Opinions expressed by Forbes Contributors are their own. 
This article is by Troy Ireland, managing partner at Digital Current, a conversion-
based digital-marketing agency specializing in content marketing and SEO. 
Pinterest has always seemed like Facebook’s cozy little sister. Instead of sharing 
news articles and memes, Pinterest users (mostly women) curate pages of living 
room furniture and Halloween party recipes. 
But underestimating Pinterest would be a huge mistake. “As social networks go, 
Pinterest doesn’t get a whole lot of respect,” wrote Kevin Roose in a New York 
magazine article. “Which will make it even more surprising when Pinterest eats its 
competitors alive.” 
That May 2014 prediction appears to be coming true. Just after the holidays, IBM 
Digital Analytics released a report showing that overall holiday online sales were up 
13.9% for the 2014 season. They looked specifically at Facebook and Pinterest sales 
and reported on a very interesting statistic: “Facebook referrals drove an average of 
$101.38 per order, while Pinterest referrals averaged $105.75 per order.” 
Since its launch in 2010, the scrapbooking, image-pinning site has been steadily 
growing and picking up pace. It is estimated to have approximately 70 million active 
users and is worth about $5 billion. That’s a drop in the bucket compared to 
Facebook’s 1.2 billion daily users and $210 billion market cap. But Pinterest is 
growing quickly and, unlike Facebook, the whole setup of Pinterest is designed to 
move products. 
“Pinterest’s power is the volume of referral traffic it 
generates,” explains Jason Miles, author of the book “Pinterest Power.” “When 
it comes to that metric, it is already in very rarefied air. The top four sources of 
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referral traffic are organic search, direct typing of a URL, Facebook and then 
Pinterest.” And if Pinterest can get to 280 million users, it could easily surpass 
Facebook in terms of driving Internet traffic (and purchases), according to Miles. 
To help marketers take advantage of all of this user-generated enthusiasm, Pinterest 
has started selling Promoted Pins, which are ads that look like Pinterest images and 
content shared between users. “[They are] sounding the call that Pinterest is open for 
business and that it wants to compete for ad dollars with the likes of Google, Twitter 
and Facebook,” according to CNBC. 
In many ways, Pinterest is actually already ahead of Facebook. “Pinterest Expert” 
Anna Cadiz Bennett talked to one of my colleagues about why you might be better 
off funneling your social media marketing funds to Pinterest: 
1. Visual content marketing: The visuals on Pinterest are clear, clean and 
engaging. There are lots of reasons why visual content is important for a 
marketing campaign, but probably the most important is that it grabs instant 
attention and is quickly processed by the human brain. 
2. Shelf life: Pins last and are easily available forever. On Facebook, they are 
around for only a few hours (if you’re lucky). “On Pinterest, everything you 
create and pin lives forever,” Bennett says. “I have blogs from two years ago 
that are still being shared. No other socials are doing that. In terms of ROI, 
that’s phenomenal.” 
3. Intent to buy: If you’re lurking around on Pinterest, you are probably 
looking to purchase something. According to Shopify, “The average order 
coming from Pinterest is $80, higher than any other site including Google, 
Amazon and Facebook, which has an average of $40.” On Facebook (or 
Twitter) you tend to be there for a conversation. 
4. Promoted Pins: Maybe the best tool out there for marketers. They hardly 
look like ads, they are heavily shared and they are now open to all 
advertisers.According to Pinterest, “Brand advertisers achieved about a 30% 
bump in earned media (free impressions!) from their campaigns.” Pinterest 
now even has an analytics panel as part of its Pinterest for Business tools. 
5. Large female audience on Pinterest: Approximately 85% of Pinterest users 
are women — and women have $7 trillion in buying power. “Women on 
Pinterest are 30% more likely to shop or buy online than the average woman, 
and Pinterest users spend nearly two times the norm,” according to Comscore 
2014. 
This year, especially as Promoted Pins open up to everyone, will be telling as to how 
our companies and brands are affected by this relatively new stream of marketing. As 
marketers adjust their brand plans and start figuring out how to be successful on this 
powerful social media site, there may be a few growing pains. I would love to hear 
about any concerns or major problems you have had marketing on Pinterest for a 
potential future article. If you have your own conclusions about Pinterest’s marketing 
evolution please share them in the comments below. 
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Appendix 22 Skillshare 
Appendix 22.1 Skillshare Source 1: Skillshare: Non-  
  Traditional Education 2.0 
 
Source1 :   Thomas, J. (2012). Skillshare: Non-Traditional Education 2.0. Forbes.  
Retrieved 15 September, 2014, from 
http://www.forbes.com/sites/jessethomas/2012/01/24/those-who-can-
skillshare/ 
 
The concept behind Skillshare is simple: empower everyone to teach anything, 
anywhere. And sometimes it’s the simplest ideas that have the greatest long-term 
impact. 
The Skillshare philosophy is that everyone has something valuable to teach. 
Skillshare.com provides countless opportunities to enrich yourself intellectually or 
just pick up a new hobby, all while interacting with other members who share similar 
passions. In fact, it was CEO and co-founder Michael Karnjanaprakorn’s own poker 
skills that set the idea in motion. Following his success at the World Series of Poker, 
Michael thought, “Hey, I can teach others how to do this.” And that’s what he’s 
doing. 
While poker classes are still available through Skillshare, it’s not the only way the 
site can help make you a winner. Some Skillshare courses provide valuable tools and 
information to help career development or expand technical skills, like their classes 
on Startup Design: UI and UX Design Team Structure and Process, Design for 3D 
Printing, and Sketchnotes, Infographics and Graphic Facilitation, which caught my 
eye. 
There is something here for everyone, be it Mastery of Community Management or 
learning how to make dumplings. Regardless of the class, one thing stands out: the 
educators here really want to share the their knowledge and skills, and their evident 
enthusiasm has created real vibrancy in this young community. 
I recently had the opportunity to speak with Danya Cheskis-Gold, Skillshare’s 
Community Manager. She explained the varied uses for Skillshare, one example 
being students who are using Skillshare as a self-driven educational platform after 
leaving college early, and filled me in on their recent efforts toward supporting 
teachers and providing even better productive learning experiences for members. 
Jesse Thomas: It seems like the only way to sign up for a Skillshare account is to 
link it to one’s Facebook account. While the majority of people online do have a 
Facebook profile, there are a lot of people who either don’t or choose to not have a 
Facebook account. Is there a way to sign up without a Facebook account? 
 
 
Danya Cheskis-Gold: You can log into Skillshare using just your email, if you’d 
like! When you head to the Skillshare sign-up page, there’s a big Facebook button 
that we encourage people to click to sign up with their Facebook account – this 
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activates all of the social connecting on Skillshare! There is an option on that page to 
log in with your email, though. 
Jesse: Since there is already a “classes” section on Craigslist and many 
communities have RECenters that offer classes, why did you two feel the need to 
create Skillshare? What sets Skillshare apart? Why should people use it? 
Danya: Skillshare is solving a serious problem in the world right now: an education 
system that isn’t speaking to its students or taking advantage of the passion and skill 
that our fellow community members possess. Skillshare’s vision is to democratize 
education by empowering anyone to be a teacher. We’re also unique because of our 
community, which is made up of highly creative, innovative folks who can offer 
skills that aren’t available in traditional settings and who provide great support and 
encouragement to each other. 
Jesse: What inspired you to create Skillshare? 
Danya: We came by the idea after being inspired by shows like The Wire, which 
really bring the inequalities and access issues of our education system to light. 
Michael also volunteered at a charter school in New Orleans after Hurricane Katrina 
and had some of his own conflicting experiences with school – some not so great and 
others incredibly inspiring and productive. It all came together for him after a 
successful run through the World Series of Poker, after which a ton of friends hit him 
up for lessons… and he realized he could hold a class for them. That was it! 
Everyone has something valuable to teach, and that’s what we’re trying to show with 
Skillshare. 
Jesse: There doesn’t seem to be many classes in the Washington D.C. area, how do 
you plan to encourage more people to teach classes in smaller cities? Are you 
planning to offer any incentives? 
Danya: Skillshare is actually open everywhere, so people in any city can teach, 
which we’re starting to see happen – we’ve got lots of classes going up in San 
Francisco, and Philly has been really popular. As NYC grows and we learn from 
what makes the community tick over here, we can extend what we’re doing here to 
other cities to help them get kicked off, too. 
Jesse: In a New York Times article a few weeks ago, Michael Karnjanaprakorn 
stated that some teachers on Skillshare could make more than $1,000 per class that 
they teach. While this is a great way for people to make a living, do you think it 
undermines professors and teachers for accredited educational institutions? 
Danya: Lots of the topics that Skillshare teachers focus on actually aren’t even 
available in college/university settings, like Mastery of Community Management, for 
instance. We deeply believe that anyone who’s passionate about something and has 
even thought about it for a year more than someone else has incredible value to share 
with others. 
Jesse: What is the most interesting class that you’ve come across on Skillshare? 
Danya: We’ve been super excited about some of our own heroes and role models, 
like Eric Ries of the Lean Startup, teaching classes, but we’ve also been happily 
surprised by many of the food-related classes, like how to make dumplings! 
Jesse: Are there certain topics for classes that are more popular to teach/attend than 
others, or does the user base Skillshare offer an even variety of interests? 
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Danya: We aim to have a very diverse range of classes, from creative arts to 
programming to cooking classes, but we specifically focus on featuring those that 
aren’t typically accessible, either due to cost or the fact that they’re new subjects. 
Jesse: What type of classes do you think are best to teach/learn on Skillshare and 
which classes do you think is best to learn from an educational institution? Or do 
you two believe that everything you can learn at a university can be learnt through 
Skillshare? 
Danya: We actually already have a few students using Skillshare to supplement their 
self-driven education after dropping out of college. I have a Master’s degree, so I 
love college and school, but it’s incredible to see that people are driving their own 
learning experiences in ways that work best for them… and those ways might not be 
the most traditional or standard. Ultimately, you should be able to come to Skillshare 
to learn whatever skill it is that you need to achieve your goals, and our current 
education system doesn’t provide that opportunity for all. 
Jesse: There are a lot of talented people out there who might want to teach, but I 
think there’s a difference between being good at something and being good at 
teaching it. Does Skillshare provide any tools/classes for these talented professionals 
to become a better teacher? 
Danya: Yup, absolutely. In fact, we’ve hired a number of people for our 
Community team who will be focusing even deeper on curriculae and creating 
incredibly high quality and productive learning experiences for our community 
members. We’ve got an entire page of resources and testimonials on our website and 
will continue to build out the resources we provide for teachers on the front end so 
they can go from being awesome at something to actually teaching that skill well. 
Jesse: Since Skillshare is unable to process refunds on behalf of teachers, what 
happens if a teacher sells tickets for a class but then becomes a no-show? How does 
Skillshare plan to protect their users? 
Danya: Right now, we deal with every refund situation one-off, so if we need to 
connect a teacher to a student or vice versa, we’ll do everything in our power – up to 
the point of reimbursing people out of our own pocket – to make sure everyone’s 
gotten what they earned and/or is paid back for a less-than-desirable experience. 
Follow Skillshare on Twitter, or like them on Facebook. 
 
 
Appendix 22.2 Skillshare Source 2: Skillshare: Redesigning  
  Education for the Masses 
 
Source 2 : Tracy, A. (2014). Skillshare: Redesigning Education for the Masses. Inc.  
Retrieved 15 September, 2014, from http://www.inc.com/abigail-tracy/35-
under-35-skillshare-online-education-platform.html 
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This startup built an alternative education system that's poised to have a major 
impact on the learning landscape. 
 
After growing up in a household that placed a premium on education, Michael 
Karnjanaprakorn is still taking that idea to heart--just not in the way you'd think.  
COMPANY PROFILE 
Company: Skillshare 
Headquarters: New York 
Founder: Michael Karnjanaprakorn, 31 
Year Founded: 2011 
Full Year Revenue: Undisclosed 
Employees: 30 
Raised: $10.8 million 
Twitter: @Skillshare 
Facebook: facebook.com/skillshare 
Website: www.skillshare.com 
If Skillshare's mission is to turn the global education system on its head, it might 
seem strange that the company's CEO and co-founder, Michael Karnjanaprakorn, has 
both an undergraduate and graduate degree. But that's not the way he sees it.  
Karnjanaprakorn, 31, received an undergraduate degree from the University of 
Virginia in economics and a master's degree from VCU Brandcenter, Virginia 
Commonwealth University’s branding and advertising-focused graduate program. 
Though he ultimately found both degrees helpful, he also noted the flaws. 
Spanning his time at the two schools, Karnjanaprakorn saw a variety of teaching 
styles and experienced the difference--as he puts it--between education and learning. 
He favored the collaborative, project-based, and creative environment at VCU to his 
undergraduate classes at UVA. 
That realization stuck with him, and, in 2011, it inspired Karnjanaprakorn to launch 
Skillshare with co-founder Malcolm Ong. (He has since left the company.) Their 
idea? Create an envirnoment in which anyone can teach and anyone can 
learn. Education should be both affordable and accessible to everyone, and it should 
be based on the premise that doers make great teachers, says Karnjanaprakorn.   
"It is about unlocking human potential so that anyone can find their next path in life, 
their passion, their next career," Karnjanaprakorn says. 
Today, with just shy of $11 million in funding, Skillshare offers hundreds of classes 
from heavy-hitting experts--including social-media savant Gary Vaynerchuk and 
marketing guru Seth Godin--in a variety of fields, from website design to pie baking. 
In March, the 30-person Skillshare team launched a subscription-based model--
similar to that of Spotify and Netflix--that allows students to take any classes on the 
platform for $9.95 per month. Formerly, Skillshare class prices ranged from $19 to 
$35, and the amount of money pocketed by teachers varied depending on class 
content and caliber.   
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Much like the courses Karnjanaprakorn took at VCU, Skillshare classes are based on 
real-world experiences and collaboration. Additionally, the online platform allows 
flexibility for both teachers and students--a selling point Skillshare teacher Meg 
Lewis drives home. 
"I think that it is really important that someone [who] is teaching you on a subject is 
actually working in that field and really utilizing their skills in that subject," says 
Lewis, a Brooklyn-based professional graphic designer, who teaches design and 
Photoshop classes through Skillshare. "I went through a traditional schooling system 
like most people, and I didn't really get that much out of it that is applicable to today. 
The Skillshare curriculum will always be changing, so frequently that students will 
have the most up-to-date information." 
So far, more than 180,000 students have taken online classes at Skillshare in 188 
countries. The most popular Skillshare classes have more than 10,000 students 
each. The site's revenue has grown more than 150 percent year over year and is 
expected to double this year.  
With its goals continuing to focus on innovation, the platform hopes to reach 
hundreds of thousands of new students and add more high-profile teachers to its 
repertoire.  
As far as Karnjanaprakorn is concerned, Skillshare's trajectory is solid. "The way we 
approach everything is: If you had to redesign education from the ground up--what 
would that look like?" he says. "Our greatest challenge will be a challenge that we 
had Day One and will have in Year 100--constant innovation." 
 
Appendix 22.3 Skillshare Source 3: A Year From Launch,  
  Skillshare Lands $6M From USV, Spark To  
  Double Down On Its Project-Based, Online  
  Classes 
 
Source 3:   Empson, R. 2014. "How to Get Your Class Featured on Skillshare."   
Retrieved 1 March, 2016, from http://techcrunch.com/2014/02/28/a-year-from-
launch-skillshare-lands-6m-from-usv-spark-to-double-down-on-project-based-
online-classes/ 
Skillshare launched in 2011 to give those interested in continuing to learn outside the 
classroom a place to get real-world skills from both online and offline classes. Over 
the past year, the New York-based startup has moved towards the massive, open 
online course approach, connecting subject experts across industries with anyone 
looking to “get their learn on” through interactive, video-based lessons.  
Skillshare’s growth has accelerated since, with over 100K paid enrollments in over 
500 classes, while the platform’s most successful teacher made over $100K on 
Skillshare in 2013 — a number which Seth Godin has since broken thanks to his 
lessons and advice for budding entrepreneurs. With monetization starting to pick up 
and its course catalog continuing to expand, Skillshare is looking to double down on 
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its online lesson platform in 2014 by adding more courses (particularly in business, 
design and tech), extending student support and by finally taking its platform mobile. 
To do that, the startup is adding some more coin to its coffers, with $6 million in new 
funding in a round co-led by Union Square Ventures and Spark Capital. The new 
investment brings Skillshare’s total capital to $10 million. 
With its project-based and skills-focused approach to online learning, Skillshare is 
now part of a growing set of companies leveraging the advances in video and 
communications technology to make continuing education accessible to and 
affordable for the masses. However, unlike video-based education platforms like 
Lynda.com, CreativeLive, Khan Academy and Curious, for example, Skillshare 
claims it’s on a short list of companies offering lessons that are both live and 
interactive, as well as courses that are more project-based and allow students to learn 
at their own pace.  
The idea, says co-founder and CEO Michael Karnjanaprakorn, is to create a learning 
experience in which students are able to get face-to-face time with teachers via 
online office hours and focus on learning through completing projects and receiving 
peer feedback — not by digitizing the lecture hall or learning for the sake of earning 
a badge. Skillshare wants to capitalize on the growing demand for skills-based 
learning content, thanks to the ever-changing and increasingly competitive (and 
technical) job market. 
To lower the barriers to entry and attract those looking to add new skills to their CVs, 
Skillshare operates as an open platform — meaning that anyone can submit an 
application to bring their classes (or subject expertise) online. The platform allows 
teachers and subject experts to design classes and projects for their students to 
complete live or at their leisure, along with the ability to add supplemental content, 
from syllabi to relevant lectures, while allowing students to participate in 
discussions, submit projects and receive feedback on their work.  
With new capital under its belt, Skillshare is also looking to boost student 
engagement by making its platform, and the learning experience itself, more social. 
To avoid making students feel as if they’re learning in a vacuum, the startup recently 
launched an activity feed to give students the ability to track teachers, other students, 
as well as skills and projects from across the platform to see what people are up to 
and keep tabs on how others are using the platform.  
The goal, over the long term, is to build a more active social community, where 
students are given more opportunities to get to know each other and build 
relationships with actual people, rather than just breeze through a week-long course 
and move on. With greater community interaction and engagement, the stickier the 
Skillshare experience becomes, or at least that’s what the team is hoping. 
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Appendix 23 Starbucks 
Appendix 23.1 Starbucks Source 1: Starbucks - Social Media 
  Revenue Based on Relationships 
 
Source 1: Parco, N. (2015). Starbucks’ pumpkin spice latte is a social media master.   Retrieved 1 
February, 2016, from http://www.nydailynews.com/life-style/starbucks-pumpkin-spice-latte-
social-media-master-article-1.2357491 
 
The Challenge: How can brands turn their social media fans into revenue? For 
Starbucks, success through social media begins with a commitment to relationship-
building, not sales.  
Many companies concentrate social media efforts on getting as many fans as 
possible, but focusing just on the number of fans misses their true value -- they are 
loyal customers who have raised their hands to say they want a relationship. 
The real win is achieved by engaging with customers. An Ad Age study found that 
only 1 percent of the Facebook fans of major brands engaged with the brand pages in 
a given month. One-time promotions to increase the number of fans rarely produce 
long-term benefits. IBM's Yunchun Lee writes, "That isn't to say that CMOs 
shouldn't strive to build a fan base. The issue is how to do this in a productive way. 
There are no short cuts. Winning a loyal customer begins with matching a great 
product or service with a flawless and repeatable customer experience." Social media 
marketing requires a long-term commitment to enriching the customer experience. 
Starbucks is a great example of a company taking the right approach. In an interview 
with Adweek, Starbuck's Alexandra Wheeler said that the firm's social media 
strategy "isn't a marketing initiative. It isn't a PR initiative. It's cultivating and 
creating great consumer value and great consumer relationships." Starbucks treats its 
fans to a steady stream of special deals and a richer experience than they'd get solely 
by going to a store, including interesting background stories on coffees and great 
photography of merchandise. Starbucks also encourages fans to share all of this with 
their friends, which spreads the good will and increases the likelihood that posts will 
appear more widely in newsfeeds.  
The results? 
1. Starbucks continues to add 300K+ fans every week to its already huge 33 million 
strong base on Facebook. It also has over 3 million followers on Twitter.  
2. According to a joint study by comScore and Facebook, Starbucks organically 
reaches more non-fans than fans with its posts on its Facebook brand page. This 
means that fans engaging with or forwarding content more than doubles the reach of 
the fanbase - a process Facebook calls amplification. 
3. The same study also shows that exposure to a Starbucks post leads to 38 percent 
increase in in-store purchases.  
Key Takeaways for Marketers 
1. Don't just add fans, build a genuine connection with them. 
Although a large fan-base is valuable, it should be based on a genuine connection 
with the brand. Make it a long-term strategy to identify why consumers love your 
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brand and use social media to build on this. 
2. Make engagement worthwhile. 
Deliver content that fans want and will forward to others. Great photography, stories 
about coffee, exclusive deals -- even taking a stand on controversial issues -- are 
ways Starbucks does this. 
3. Use the brand page as a listening tool. 
Fans give invaluable information with their likes, comments and user-generated 
content. Respond to any complaints, or proactively offer solutions as customer needs 
arise.  
 
Appendix 23.2 Starbucks Source 2: Starbucks presses social 
  media onward  
 
Source 2: Allison, M. (2013). Starbucks presses social media onward Retrieved 1 
January, 2016, from http://www.seattletimes.com/business/starbucks-presses-social-
media-onward/ 
 
 
1 of 2 Alexandra Wheeler, who heads Starbucks’ global digital marketing, says 
social media has an impact on business.  
Share story 
Back in the social-media stone age, about 2005, customers who yearned to interact 
with Starbucks could talk to a barista or read quotes on its coffee cups. 
“Love wins,” read quote No. 257, from television and radio host Tavis Smiley. 
“Evolution is beautiful,” said No. 35, creating a bit of a stink in anti-evolution 
circles. 
Now fans interact with the world’s largest coffee-shop chain without even visiting a 
cafe. They just log on to their favorite social-media site and there’s Starbucks or 
Frappuccino or Starbucks Indonesia chatting away. 
One of the most successful brands using social media, Starbucks wins more than a 
popularity contest with its vast numbers of online fans. The sites have become an 
important way to advertise daily and, occasionally, drive huge numbers of customers 
into stores. 
The fifth-largest brand on Facebook, with 34 million fans, Starbucks trails only 
Coca-Cola, Disney, Red Bull and Converse, according to SocialBakers.com. 
Starbucks executives figure that through Facebook fans and their friends alone, they 
have access to nearly 1 billion people — a seventh of the world’s population. 
On Twitter, its 3.6 million followers rank it fourth, behind Samsung Mobile, iTunes 
Music and NASA. 
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And that’s just for the main Starbucks name. The chain has dozens more pages and 
handles for Frappuccino, Seattle’s Best Coffee, Tazo Tea, other brands and foreign 
markets. 
There are even “Starbucks Partners” pages for the chain’s employees, more than half 
of whom in the United States are 25 years old or younger. A recent Starbucks 
Partners photo on Instagram and Facebook touted a California store where three 
workers made 40 drinks in 10 minutes — for a nearby zombie movie shoot, 
naturally. 
Fans into dollars 
Although having followers is important, the real test is interaction and sales, and 
Starbucks has been winning there as well. 
“Starbucks was holding Facebook promotions before most restaurants even figured 
out this was a space they needed to be in,” said Alicia Kelso, senior editor at 
Networld Media Group in Louisville, Ky., parent company of FastCasual.com and 
other online trade publications that track the restaurant business.  
Starbucks’ first big social-media promotion came in 2009, about a year after it 
launched on Facebook and Twitter. It offered a free pastry with drink purchase 
before 10:30 a.m. 
A million people showed up, proving “the channels are not just about engaging and 
telling a story and connecting, but they can have a material impact on the business,” 
said Alexandra Wheeler, who’s in charge of Starbucks’ global digital marketing.  
It is difficult to quantify a brand’s interaction quotient, but the site Klout.com tries by 
using more than 400 pieces of information from various social-media networks. 
Klout gives Starbucks a score of 83, better than Peet’s Coffee at 77 but below 
Dunkin’ Donuts at 86 and McDonald’s at 92. 
Not all interaction is welcome, however.  
A McDonald’s campaign backfired last year when it tried to use Twitter to highlight 
the farmers from whom it buys produce.  
Although McDonald’s used the “#McDStories” Twitter hashtag just twice, the 
Twitterverse quickly adopted it to post items denouncing and ridiculing it. 
“My brother finding a fake finger nail in his fries. #McDStories,” tweeted someone 
with the handle PrettyTallerr. 
Staffing social media 
Posting on social-media sites used to be a one-person job at Starbucks.  
Now five people are on the job, veterans of social media from Microsoft, the Seattle 
Art Museum and the Phoenix Suns. 
Their charge is to “be authentic” and “be the best barista online.” 
That means writing pithy posts like the recently popular, “Sometimes a good 
cappuccino and a good book are all you need.” 
It also means being on top of popular culture. 
Sometimes, there may be a reference that resonates with an older crowd, like a 
photograph on Dr. Seuss’ birthday of his cat’s striped hat drawn on a Starbucks 
coffee cup. 
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Often it’s something for younger people, responding, for example, to singer and 
actress Demi Lovato’s lament that Starbucks baristas do not know her name with a 
photograph of a specially decorated cup just for her. 
Well-planned posts 
The posts are not always so spontaneous. 
Starbucks’ schedule for social-media topics looks like the departing-flights board at 
the airport. 
Some weeks it focuses on Evolution Fresh juices, other weeks on its global month of 
(volunteer) service. 
The whole social-media team takes photos for posts. Paige Dell’Armi, who has 
posted for Starbucks for about a year, even keeps backdrops tucked under her desk. 
One recent weekday, she and others on the team shot photos and video of another 
headquarters employee, Major Cohen, making coffee in a French press. The post 
highlighted how to brew the perfect cup at home.  
Whatever the focus, posts on each platform are relatively spare — maybe one a day, 
sometimes fewer. 
“They’re not cluttering up your news feed,” said Kelso, of Networld Media Group. 
“That’s so important, because people do not want to have brands in their news 
feeds.” 
Starbucks also does not push products or causes too hard, she said. 
Its posts are just as likely to be a smiley face, an accidental tweet that in 2011 
generated more than 1,500 retweets. 
Often they call to mind the quotes on cups from way back in the mid-2000s, some of 
which are preserved on a Starbucks photo board at Pinterest. 
There are new, noncup quotes there as well, like, “Keep calm and make coffee.” 
 
Appendix 23.3 Starbucks Source 3: Starbucks’ pumpkin spice 
  latte is a social media master  
 
Source 3: Roman, E. (2013). Starbucks: Social Media Revenue Based on Relationships.   Retrieved 
1 January, 2016, from http://www.huffingtonpost.com/ernan-roman/starbucks-social-media-
re_b_2426209.html 
  
It is pumpkin spice season at Starbucks. 
Starbucks' pumpkin spice lattes are apparently just as popular on the Internet as they 
are in real life. 
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The massive coffee chain certainly needs no help selling its beverages, in particular 
its signature autumn drink, but a social media campaign for the item is in full swing. 
"The Real PSL" has its own Twitter, Instagram and Tumblr accounts — and all are 
full of posts that feature a Starbucks hot beverage cup doing what you'd expect to see 
on the social media pages of people who consume Starbucks' most popular seasonal 
beverage of all-time. 
The Real PSL sports wayfarer and aviator sunglasses, reads while relaxing against 
trees, hangs out in pumpkin patches, yearns for #sweaterweather and even has a cat 
named Ginger.. 
"The Starbucks social team established traits to support PSL's spirited persona and 
decided to treat it as a celebrity after noticing people who follow PSL on social 
media also follow more celebrities than the average user." a Starbucks spokesperson 
said. 
The Twitter and Tumblr pages premiered last fall, and at the beginning of last month 
The Real PSL's Instagram page was born. 
In the span of just five weeks it has nearly 18,000 followers. Combine that with 
almost 107,000 Twitter followers and the usual 1,000-plus notes on its Tumblr posts, 
and The Real PSL has quite the digital footprint for a personified drink. 
It's not all just a popularity contest though. Starbucks is using the massive following 
to their advantage when it comes to business as well. The company recently took to 
the social media accounts to let fans start pumpkin spice season a little bit earlier 
than usual. 
The Real PSL gave followers the chance to get their hands on the drink four days 
before the general population by posting a link and password to a page that text 
messaged followers a pass. The pass could then be shown to a Starbucks barista, and 
in return you'd be able to get a PSL. 
Besides and increased social media presence, this year's pumpkin spice lattes taste 
different too. They are finally being made with real pumpkin. 
Appendix 24 TaskRabbit 
Appendix 24.1 TaskRabbit Source 1: In the Future We’ll All 
  Be TaskRabbits 
 
Source 1:   Brustein, J. (2013). In the Future We’ll All Be TaskRabbits.   
Retrieved 1 January, 2017, from 
http://www.bloomberg.com/bw/articles/2013-05-24/in-the-future-well-all-be-
taskrabbits 
 
By Joshua Brustein May 24, 2013  
 
The temporary workforce in the U.S. is looking increasingly permanent. In April, 
2.66 million people took on temp work, making up almost 2 percent of the country’s 
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overall workforce, according to the Bureau of Labor Statistics. Those numbers 
are approaching the all-time highs hit in 2000. 
Enter TaskRabbit, the online marketplace for odd jobs. The company started as a 
way for people to hire neighbors to do their errands; the idea was sparked when its 
founder couldn’t find the time to pick up food for her dog. But businesses looking for 
inexpensive, commitment-free labor now make up the fastest-growing part of 
TaskRabbit’s platform. Earlier this year the company launched a service for 
businesses, and it says 16,000 of them have signed up since February, with the vast 
majority actually finding workers through the site. TaskRabbit announced on 
Thursday a significant expansion of its program. It’s now offering to help customers 
file tax forms, handle time sheets, and take care of other administrative tasks. 
By moving from errands to real work, TaskRabbit is betting on a future where 
employment will seem much more like a series of small-scale agreements between 
businesses and labor than jobs in the traditional sense. Ten percent of the people who 
take jobs through the service do so full-time, earning as much as $60,000 a year 
before taxes. Last month the company said a woman in San Francisco set a new 
TaskRabbit monthly record by earning $10,000 through a tireless procession of odd 
jobs ranging from office work to copywriting to furniture assembly. (On the other 
hand, there are some people who just aren’t very good at cleaning houses and are 
probably not cut out for this kind of life.) 
Story: My Life as a TaskRabbit  
If that model of employment sounds exhausting, it’s pretty appealing for companies.  
Employers’ desire for labor that comes without all the strings of employees is 
nothing new, of course. The first temp agencies, the Russell Kelly Office Service and 
Manpower (MAN), were founded in the Midwest shortly after World War II. To 
avoid the ire of unions, the agencies presented themselves as marketplaces for errand 
runners, simply an outlet for homemakers looking to pick up some pin money. But 
that pitch slowly evolved, and within 20 years companies such as Manpower and 
Kelly Services (KELYA) described themselves as pioneers in a whole new form of 
employment, says Erin Hatton, author of The Temp Economy: From Kelly Girls to 
Permatemps in Postwar America. In an article for the New York Times earlier this 
year, Hatton quoted a 1971 advertisement for Kelly Services to show the unique 
appeal of the temp worker: 
“Never takes a vacation or holiday. Never asks for a raise. Never costs you a dime 
for slack time. (When the workload drops, you drop her.) Never has a cold, slipped 
disc or loose tooth. (Not on your time anyway!) Never costs you for unemployment 
taxes and Social Security payments. (None of the paperwork, either!) Never costs 
you for fringe benefits. (They add up to 30% of every payroll dollar.) Never fails to 
please. (If your Kelly Girl employee doesn’t work out, you don’t pay.)” 
Video: What Would You Pay for Some TaskRabbit Help?  
In its cheery, Californian way, TaskRabbit is making the same pitch. The company’s 
business clients are largely the type of small, entrepreneurial companies that the 
Silicon Valley set sees as the future of the U.S. economy. Businesses have tasks that 
need doing, but they’re not necessarily in a place to hire someone full-time, 
according to Anne Raimondi, Taskrabbit’s chief revenue officer. “We have founders 
who don’t have budget or need for a full-time admin, but they have need of someone 
who can come in, respond to e-mail, and schedule their meetings,” she says. 
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TaskRabbit plans to compete largely on price. Neither Kelly nor Manpower 
responded to requests to discuss their pricing, but TaskRabbit and Hatton estimated 
that businesses pay the agencies 40 percent to 100 percent of a worker’s wage in 
fees. TaskRabbit charges only 20 percent for workers that businesses classify as 
independent contractors and 26 percent for those classified as full-time employees. 
So if someone takes a job that pays $100, the business that hired them would pay 
either $120 or $126, depending on their tax status. 
The company also brings a level of analytics to the game, because each time a temp 
carries out a task, they get a new rating to add to their profile. You can imagine 
scenarios where someone would find this kind of work attractive. For those out of a 
job, or unable to take on a full-time gig, a few miniature bouts of employment may 
be great. And there might be benefits for someone looking to make an impression on 
a number of potential future employers. Johnny Brackett, a TaskRabbit spokesman, 
argues that the opportunity to constantly improve on a professional reputation is a 
draw for workers who use the service. “Imagine if after everything you did at work 
every day you were evaluated about it, and it was posted online,” he says. “These 
TaskRabbits aren’t just willing to do that, they’re excited to.” 
Video: TaskRabbit Can Save You From Long Waits on Errands  
Either way, this may be a more common way of working as time goes on. So get 
excited. 
 
Appendix 24.2 TaskRabbit Source 2: About TaskRabbit 
 
Source 2:  TaskRabbit. (2017). The convenient & fast way to get things done around 
the house.   Retrieved 1 May, 2017, from https://www.taskrabbit.com/ 
Log in  
The convenient & fast way to get things done around the house 
Choose from over 50,000 carefully vetted and feedback rated Taskers to get quick 
help 
Get Inspired 
Tackle those home projects & repairs you've been putting off 
 
Mount a TV or mirror 
 
Put together furniture 
 
Lift & shift heavy items 
 
Get a sparkling home 
 
Maintain outside spaces 
 
Make home improvements 
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How It Works 
 
1 Describe the task 
Choose from a variety of home services and select the day and time you'd like a 
qualified Tasker to show up. Give us the details and we'll find you the help. 
 
2 Get matched 
Select from a list of qualified and fully vetted Taskers for the job. Choose Taskers by 
their hourly rate and start chatting with them right in the app. 
 
3 Get it done 
Just like that, your Tasker arrives and gets the job done. When your task is complete, 
payment will happen seamlessly and securely through the app. 
 
The TaskRabbit Happiness Pledge 
Trust and safety are our top priority. All Taskers must undergo extensive background 
and identity checks, and each task covers up to $1 million in property damage. 
Always have peace of mind. 
Real People, Real Tasks 
 
Using TaskRabbit to have a new bookcase built was a great choice! Rick did 
wonderful work with a job that was much bigger than we anticipated.  
Nadine S. 
San Francisco, CA 
Task: Furniture Assembly 
 
I finally have expertly installed shelves and additional storage in my tiny apartment, 
all thanks to my Tasker. 
Kevin S. 
Los Angeles, CA 
Task: Handyman Help 
 
I'd been agonizing over how to get my new flat screen mounted to my wall. In comes 
Nick on the same day. He arrived with all the tools for the job and was just a super 
nice guy. 
Gabrielle K.  
Chicago, IL 
Task: Mounting & Installation 
 
TaskRabbit makes moving into your new apartment a 1 hr job instead of 1 day job! 
Moving my belongings from Manhattan to Queens was seamless. 
Obinna O. 
NYC, NY 
Task: Moving Help 
 
Easily book and manage tasks in our app. Get Help Today. 
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Appendix 24.3 TaskRabbit Source 3: What It's Like To Be A 
  Female handywoman On TaskRabbit 
 
Source 3:  Gross, E. L. (2017). What It's Like To Be A Female handywoman On 
TaskRabbit.   Retrieved 1 May, 2017, from 
https://www.forbes.com/sites/elanagross/2017/04/03/what-its-like-to-be-a-
female-handywoman-on-taskrabbit/6/#2d29f23b1b00 
 
Apr 3, 2017 @ 10:00 AM 2,050  
Elana Lyn Gross , Contributor  
Opinions expressed by Forbes Contributors are their own.  
Anyone who has assembled furniture, moved homes or perched precariously on a 
ladder to clean out the gutter knows that these types of chores can be downright 
difficult. But Taskers at the same-day service platform, TaskRabbit, make a career 
out of completing people's chores from running errands and waiting in long lines to 
packing moving boxes and mounting televisions. Maty Drame, Maggie Harding and 
Heather Butler are handywomen responsible for some of TaskRabbit's toughest 
tasks—from moving 500-pound pieces of antique furniture to assembling an entire 
school’s worth of desks, chairs and shelves. The women are often underestimated—
then exceed expectations—and choose to be part of the gig economy to have ample 
time to focus on their tasks and passion projects. 
Elana Lyn Gross: Why did you decide to become a Tasker at TaskRabbit? 
Maty Drame: I’m originally from Senegal and moved to the United States when I 
was 19. I lived in Chicago and Los Angeles where I worked in sales and aspired to 
be in show business. About six years ago, I came to New York City to visit my sister 
and fell in love with the city. After I moved here, I started working with TaskRabbit. 
Because TaskRabbit allows me to support myself and make my own schedule, I was 
able to return to school full-time in 2015 without taking on any loans! TaskRabbit 
also allows me to have time to write scripts and work on personal projects, which 
means that I don't have to be a starving artist. 
Gross: What is a workday as Maty like? Please walk me through a day! 
Drame: The first thing I do in the morning is check whether I received any 
invitations and if there are any available tasks on the app. If I don't see anything, I 
wait and either catch up on some screenwriting or process some of my photography 
work. When a task pops up I commit to it, but not before introducing myself to the 
client by chat and ensuring that I'm qualified for the job. Most of my hires are for 
furniture assembly so I carry my tool bag (in a makeup bag) with me all day. I'm 
always excited to find out who I'm about to meet when I get to the address. After 
they welcome me, I sometimes get, "Have you done this before?" And I'm always 
tempted to say, "Have you looked at my profile?” But I just say, "Yes, I have." Then 
they show me where the pieces to be assembled are and leave me to it. Clients rarely 
want to help, and I prefer it that way because I work faster alone. Sometimes they 
will ask me about my experiences as a Tasker or about myself and the other things I 
do. I've become friends with some of my clients and met other screenwriters that 
way. 
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After I finish the job, I ask them to take a look in case they have any questions. They 
always express their satisfaction and most of them will say that they expected it to 
take longer which lands me positive reviews and tips. Usually, by the time I finish 
my first task of the day another one comes up, so I head straight over afterward. 
Otherwise, I find a coffee shop or a public library where I can go and do some 
writing while I wait for the next task. At times tasks can pile up so much that I don't 
even get a chance to get lunch, but I don't mind it. I try to take advantage of days like 
that just so I can afford to take time off on a rainy day to write or just because I feel 
like it. 
Gross: What is your favorite thing about working at TaskRabbit? 
Elana Lyn Gross is a content manager at mllnnl, journalist, and founder of Elana 
Lyn, a personal and professional development site that provides actionable career, 
job search, and wellness advice. 
Continued from page 1 
Drame: In addition to having a very flexible schedule, I love that TaskRabbit allows 
me to spend time all over New York City. If you have a regular job, it’s so easy to 
fall into a pattern of just going home and to work. With TaskRabbit, I’ve been able to 
go to every corner of the city and meet all sorts of interesting people. 
Gross: What's the biggest lesson you learned at work and how did you learn it? 
Drame: I’ve learned not to let other people doubt me. I’m small and I wear a 
headscarf so clients sometimes doubt that I can handle big jobs. If someone doubts 
me when I show up to do a job, I just say “Watch me work!” I love to see people’s 
reactions when I do a perfect job and they didn’t expect it based on what I look like.  
Gross: What is the best advice you've ever received? 
Drame: My mom told me, "Be assertive in what you want. People don't have to 
understand it, but they will come to respect it. " 
Gross: What is your career advice for other young professional women? 
Drame: Don't let anyone's perception of you define or limit your ambitions and 
aspirations. Your opinion of yourself is the most important. 
Elana Lyn Gross is a content manager at mllnnl, journalist, and founder of Elana 
Lyn, a personal and professional development site that provides actionable career, 
job search, and wellness advice. 
Continued from page 2 
Gross: Why did you decide to become a Tasker at TaskRabbit? 
Maggie Harding: I started tasking about a year and a half ago when I was in 
between seasonal jobs. It’s so much fun and gives me so much flexibility. I am able 
to take time to visit family and friends and can do the work I care most about — my 
work with the Girl Scouts. I’m the leadership director at a Girl Scout camp in the 
summer, and Tasking also allows me to spend weekends leading Girl Scout camping 
and adventure trips. 
Gross: How has being involved with the Girl Scouts helped you develop 
confidence and independence? 
Harding: I grew up as a Girl Scout, which goes hand-in-hand with why TaskRabbit 
is such a great fit for me. The Girl Scouts instilled a strong sense of confidence and 
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independence, which translates perfectly to setting my own schedule and impressing 
clients at TaskRabbit. I'm very resourceful, which I mastered at Girl Scout camp. For 
example, I took a job cleaning gutters, but it was below freezing outside and the 
leaves were caked to the inside of the gutters. I got creative and found a gardening 
tool and a stick to do my best. The client's ladder was also not tall enough to reach 
them all, so I offered to ask the neighbors for a bigger ladder. 
Gross: What is a workday as Maggie like? Please walk me through a day! 
Harding: I like to wake up casually, so I don’t usually schedule clients before 9 or 
10 am unless they request it. Then I throw on a t-shirt and a long sleeve tie-dye shirt 
that I wear to almost every cleaning task plus my favorite pair of leggings. I grab 
some breakfast and head out the door, making sure I have all supplies I’ll need 
throughout the day. Once I arrive, if I have the opportunity to interact with the client, 
I spend a few minutes building rapport and walking through the task. I love when 
they offer up their speakers to play my music – I jam out to country music whenever 
possible! If there’s time between tasks, I’ll enjoy a slice (or two) of pizza at my 
favorite place or read a book. I’m usually pretty tired at the end of a long day, but it’s 
so satisfying to make people happy. 
Gross: What is your favorite thing about working at TaskRabbit? 
Harding: I love meeting new people! With TaskRabbit, you never know who you 
might meet on any day. I have repeat clients, but I also get to work with new faces 
every week. 
Elana Lyn Gross is a content manager at mllnnl, journalist, and founder of Elana 
Lyn, a personal and professional development site that provides actionable career, 
job search, and wellness advice. 
Continued from page 3 
Gross: What's the biggest lesson you learned at work and how did you learn it? 
Harding: I’ve learned to value my own work! When I first started doing handyman 
work, I actually had a client tell me that I should raise my rate to match my skills. 
That made me feel great and more confident in my work. 
Gross: What is the best advice you've ever received? 
Harding: “Choose happy.” In whatever situation you find yourself in, you can 
always choose your attitude. I choose to approach undesirable situations with a 
positive mindset, and it makes all the difference. If I think something is unfair or 
cruel, I look at another perspective and do my best to learn something from it. 
Gross: What is your career advice for other young professional women? 
Harding: My parents raised me to have an extremely positive attitude about 
everything so I would say just try it! What’s the worst that can happen? Even if I 
come into a project I’m not entirely comfortable with, I look at it as a fun challenge. 
Remember that every challenge is an opportunity to learn. Also, we all know this, but 
communication is essential in any relationship, whether it's professional, friendship, 
romantic, or family. Communicate with the client every step of the way and make 
them feel special as well. 
Heather: 
Gross: Why did you decide to become a Tasker at TaskRabbit? 
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Elana Lyn Gross is a content manager at mllnnl, journalist, and founder of Elana 
Lyn, a personal and professional development site that provides actionable career, 
job search, and wellness advice. 
Continued from page 4 
Heather Butler: I’ve always loved to be physically active and never liked sitting at a 
desk. I started working with TaskRabbit 10 years after moving to New York from 
Canada after not being happy with other careers. I found that it was a great way to 
put together all of the skills I’ve developed through my jobs and hobbies. 
Gross: You were previously a motocross rider and architect. What was your 
career path and how has it helped you become more successful in your role 
today? 
Butler: I hill-climbed a stock motocross bike. I got used to doing things by myself, 
including moving a heavy bike in and out of my pickup truck. My former career as 
an architect allowed me to be closely involved in construction. Being strong and 
independent with a knowledge of construction makes me a successful mover. 
Gross: What is a workday as Heather like? Please walk me through a day! 
Butler: I start my day with coffee in the tub and do a quick check of the weather. I 
then spend an hour or two in traffic where I happily ponder various architectural 
dilemmas. I am always excited to arrive at a job. Every job has something to offer 
whether it's building design, infrastructure, decor, or learning from the clients 
themselves. Each job gets a quick assessment and game plan, then I leap into action. 
If there’s time between jobs, I find interesting areas and photograph, measure and 
read about the history of a building or area. 
Gross: What is your favorite thing about working at TaskRabbit? 
Butler: Aside from being active all day and setting my own schedule, I love that 
doing moving jobs with TaskRabbit allows me to peek inside so many different 
homes and buildings in New York. As an architect, the city is fascinating! 
Gross: What's the biggest lesson you learned at work and how did you learn it? 
Elana Lyn Gross is a content manager at mllnnl, journalist, and founder of Elana 
Lyn, a personal and professional development site that provides actionable career, 
job search, and wellness advice. 
Continued from page 5 
Butler: I’ve learned that moving, in addition to being a physical job, is also 
emotional. Moving is such a personal task. You’re moving people’s precious things! 
I’d also say that you have to have people skills, to be able to read your clients and 
make them relaxed so they know their personal things are safe with you. Moving can 
be very emotional. I often help people who have just split up with a significant other 
and have their mattress and suitcases on the sidewalk. You need to be prepared for 
that aspect in addition to the physical work. 
Gross: What is the best advice you've ever received? 
Butler: Don’t panic! 
Gross: What is your career advice for other young professional women? 
Butler: Keep an open mind and a sense of humor, and be thankful for all you have. 
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Elana Lyn Gross is a content manager at mllnnl, journalist, and founder of Elana 
Lyn, a personal and professional development site that provides actionable career, 
job search, and wellness advice. 
 
Appendix 25 Turo 
Appendix 25.1 Turo Source 1: Cleantech 100 case study:  
  Relay Rides 
 
Source 1:  MacErlean, N. (2011). Cleantech 100 case study: Relay Rides Retrieved 1 
January, 2017, from  
http://www.theguardian.com/sustainable-business/carbon-reduction-sustainable-car-
sharing 
 
Relay Rides is a new car sharing initiative with a community feel that could help cut 
both the number of vehicles on the road and the level of emissions  
 
City-based car sharing cuts both the number of vehicles on the road and the level of 
emissions. Photograph: ISOPRESS/REX FEATURES ISOPRESS/REX 
FEATURES/ISOPRESS/REX FEATURES  
Neasa MacErlean 
Tuesday 18 October 2011 19.00 AEST  
 Share on Facebook  
 Share on Twitter  
 Share via Email  
 Share on LinkedIn  
 Share on Google+  
Shortly before he began studying at Harvard Business School, Shelby Thomas Clark 
decided to buy a car. While looking round, he joined Zipcar which hired out its car 
fleet in various cities, including San Francisco where Clark lived. "I never did end up 
buying the car," says the 29-year old. "I saved a lot of money. I walked more, biked, 
lived a really healthy lifestyle. I had mobility and flexibility. I loved the concept of 
car-sharing." 
When he then transferred to Boston to study at Harvard, he came up with the idea of 
RelayRides. This differs to Zipcar in that car owners offer out their vehicles for hire. 
They set their own hire price, give the car a name (which is useful to market it to 
 495 
 
users), try to make it available in the peak hours (weekends and evenings) and have a 
little GPS box fitted, which allows the car to be locked and unlocked automatically 
and records mileage. Following in the footsteps of Facebook's Mark Zuckerberg, 
Clark knew where his future lay before he finished his studies. 
RelayRides was launched in June 2010 and now has 200 cars and 3,000 members the 
two cities: San Francisco and Boston. Car-owners typically earn $150 a month, after 
deductions for the RelayRides charges and the compulsory insurance. 
The company is set on growth to other cities, rural areas and possibly overseas. Clark 
hopes to take the company to India and China but, if he does not manage it, he hopes 
that someone else does. "You have an emerging middle class there," he says. "It 
could be a disaster for everybody if the middle class in India and China adopt an 
American model of car ownership." 
Research from the University of California suggests that city-based car sharing cuts 
both the number of vehicles on the road and the level of emissions. In one study, the 
researchers found that the proportion of car-free households jumped 29 per cent after 
drivers signed up to car-sharing. 
RelayRides has flourished in the downturn, but what has surprised Clark is that users 
like the idea of helping drivers living nearby. "The concept of borrowing from your 
neighbours has gone from many cities," he says. "But borrowers here feel like they 
are helping their neighbours. It's like using the local store." 
This content is brought to you by Guardian Professional. Become a GSB member to 
get more stories like this direct to your inbox 
© 2014 Guardian News and Media Limited or its affiliated companies. 
All rights reserved. 
 
Appendix 25.2 Turo Source 2: With $47 Million And A New 
  Name, Car-Sharing Startup RelayRides Seeks 
  Rebirth 
 
Source 2:  Konrad, A. (2015). With $47 Million And A New Name, Car-Sharing 
Startup RelayRides Seeks Rebirth.   Retrieved 1 January, 2017, from 
https://www.forbes.com/sites/alexkonrad/2015/11/04/with-47-million-and-a-
new-name-car-sharing-startup-relayrides-seeks-rebirth/#73f6d8cd1336 
 
Nov 4, 2015 @ 01:10 PM  
 
Alex Konrad ,  Forbes Staff  
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When a startup's completely rebranding and pursuing a 
new market, how can it still be considered a market leader? Andre Haddad, the CEO 
of Turo, a startup until Tuesday known as RelayRides, takes a second to think. “One 
testament is the amount of money we’ve raised,” he says. 
That response alone might give investors heartburn. Haddad continues. “The amount 
of business we’ve seen is far ahead of other startups, too. And from an operating 
standpoint, we’ve got deeper coverage.” 
To fancy itself a market leader, Haddad's startup had to change its market. From the 
competition of big car rental companies such as Avis unit Zipcar, which reported 
annual revenue of about $280 million in 2012 before its acquisition, to the challenge 
posed by Uber and Lyft, Turo has shed its last ties to "ride-sharing" and hourly car 
rentals, the opportunity seemingly once open enough to lend the company its name. 
The new market that Turo says it leads is longer-term car shares, peer-to-peer rentals 
of a few days that allow travelers to use cars suited exactly to their needs, not what's 
available on the rental lot. The name, announced officially on Tuesday, is easy to say 
across languages, the longer rental duration ideal for trips.“We’re excited because we 
believe this brand corresponds with what Turo actually does," Haddad says. "It’s 
been morphing into its current form over a few years, centered on travel and 
tourism.” 
The rebranding took a full year to complete, ever since the company raised a Series 
B funding round last June. Appropriate URLs and branding take a long time to line 
up. Haddad never had a choice on the name to begin with, joining RelayRides in 
2011 to replace founder Shelby Clark. Within a year as CEO, Haddad was 
repositioning the company towards its current model. “We had to make the change 
because the first iteration of the model was extremely hard to make work,” he says. 
RelayRides competed with Zipcar, which declined from a $1.2 billion public 
company to a $500 million Avis unit (if it’s still worth its price tag from 2013). The 
company also began to face pressure from Uber and Lyft, which mitigated the need 
for a same-day car rental. In June, RelayRides raised millions to shift away from 
what Haddad said then was a niche market. 
RelayRides/Turo now operates not just in 2,500 cities, but 300 airports, too. The 
average rental for the company is now more than five days. It’s added features 
including an Enterprise-like delivery feature that allows a car owner to drop off their 
car with a renter directly, as well as the ability to pick individual cars through instant 
booking, a page taken out of eBay and Airbnb. The company’s also promoting 
vintage and classic cars, all of which come at what Turo claims is an average 30% 
discount to typical rental prices. “We are trying to position Turo as a place that helps 
people go out and adventure,” Haddad says. 
That goes back to the money raised, the indicator of confidence Haddad points to 
show the startup's growth. On Tuesday, Turo announced a fresh $47 million Series C 
funding round led by venture firm Kleiner Perkins Caufield & Byers. Partner Brook 
Porter had watched RelayRides for years without investing. “We were highly 
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skeptical of the model,” he says. The margins in short-term rentals were unattractive. 
“When they told us what they would do, we thought it was crazy. We said, ‘good 
luck,’” Porter says. 
Now Porter believes Turo can be the winner in a different market. Airbnb’s gone 
from upstart to part of a new late-stage startup establishment. The notion of trusting 
strangers with valuables and sharing possessions has been more normalized. And 
customers expect to push a button on their phone and get a range of services, so Turo 
can add rental cars to that mix, the investor says. 
Early investor Howard Hartenbaum says that Turo still fulfills the basic opportunity 
that his firm August Capital and others recognized years ago. Turo still only needs a 
small percentage of the market to be successful, he says, and the business still lacks 
the capital constraints of security and real estate costs that pressure traditional rental 
companies like Avis. While the initial economics that RelayRides was exploring 
didn’t work, early investors kept buying in until Haddad could figure out a better 
approach. Now August is betting that Haddad can take Turo all the way to its own 
IPO. “If Turo is successful, it’ll be big for all of us,” he says. 
For that to happen, Turo will have to successfully retain all the customers it worked 
with as RelayRides, a process now under way. Then it has to actually launch 
operations internationally, part of the point of the new name. Haddad says there’s 
still more of the U.S. market to reach before the company takes on rising competition 
in Europe and China, a process that will require new payment solutions and 
insurance agreements for each region. 
RelayRides will turn eight soon, but Turo’s just a baby, with most of its 110 
employees joining in the past year. “They’re fresh and excited,” Haddad says. “With 
the launch of Turo, I’ve never felt more motivated than today.” 
 
Appendix 25.3 Turo Source 3: About Turo 
 
Source 3:  Turo. (2017). Rent safely, travel confidently Retrieved 1 January, 2017, 
from https://turo.com/trust-and-safety 
Rent safely, travel confidently  
Your safety is a top priority 
When you host 
You’re covered 
You’re protected with $1 million in liability insurance, and your car is covered 
against theft and physical damage, unless you have commercial rental insurance and 
choose to waive protection provided via Turo for yourself and your customers.* 
You’re safe 
We screen each traveler, so you can be confident when you hand over your keys. 
You’re not alone 
We’re always just a call away, from our 24-hour emergency line to our responsive 
customer support team. 
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Learn more  
When you travel 
Choose your coverage 
You pick your protection package for physical damage and liability protection. Read 
more about protection plans 
You’re protected 
Each car on Turo must meet our rigorous eligibility standards for safety, condition, 
and operations. Learn more about eligibility standards 
You’re not alone 
We provide 24/7 roadside assistance and emergency support during each trip — and 
our customer support team is just a call away. 
Learn more  
Tips and tricks 
Research 
Review the profiles of the travelers and car owners you’ll be working with. We keep 
a safe and trustworthy marketplace, but only connect with people you feel confident 
meeting in person. 
Review 
Rate and review owners & travelers after each trip to help other members make 
informed decisions when they travel or rent out their cars. 
Protect yourself 
Never post your address, email, or phone number online. We keep your private 
information private, and only reveal members’ names, numbers, and locations once a 
trip is booked. 
Respect each other 
Anyone who doesn’t respect our members or our members’ vehicles will be removed 
from the Turo marketplace. 
Rent better cars 
Choose from thousands of unique cars for rent by local hosts 
Not your typical rental car 
Bypass the rental counter and rent unforgettable cars from friendly locals 
The car you want  
Choose from over 800 unique makes and models, from affordable daily drivers to 
rare specialty cars. 
Where you want it  
Pick up your rental or get it delivered, wherever you need it, up to 35% less than 
traditional agencies. 
Top destinations 
Choose from thousands of cars in over 4,700 cities and 300+ airports across the US, 
Canada, and the UK. 
The car that pays for itself 
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Make a dent in your monthly car payments — on average, Turo hosts can cover their 
payments by renting out their cars just nine days per month. 
You’re covered by $1 million in liability insurance and your car is protected against 
physical damage. Or bring your own commercial rental insurance and take a bigger 
piece of the pie. 
Appendix 26 Twitter 
Appendix 26.1 Twitter Source 1: Good Things Are On The  
  Horizon For Twitter 
 
Source 1: Gensler, L. 2015. "Good Things Are on the Horizon for Twitter."   
Retrieved 1 January, 2016, from 
http://www.forbes.com/sites/laurengensler/2015/08/31/twitter-upgrade/ 
 
Despite Twitter’s tumbling stock, which recently fell below its IPO price, good 
things are in store for Twitter, says one analyst. 
In a note out on Monday, SunTrust analyst Robert Peck upped the stock to a buy and 
pointed to a series of “positive catalysts” coming soon. 
Among the things that could excite investors again and push the stock higher: A new 
CEO and a variety of product launches and partnerships meant to drive user growth 
and revenue. 
Peck thinks the company will name a new chief executive sometime around Labor 
Day and is predicting a triumvirate structure that includes co-founder Jack Dorsey 
(who is also CEO of Square and would be “inspirational” to employees), co-founder 
Ev Williams (who is also CEO of Medium) and the “affable” Adam Bain. 
 
Co-founder and interim CEO Jack Dorsey (Photo credit: Ramin Talaie/Bloomberg) 
Dorsey is currently serving as interim CEO as the company continues to search for 
someone to take the top job permanently, following Dick Costolo’s announcement 
that he was stepping down in June. 
Twitter is also working on a number of new products to attract new users and boost 
engagement. The micro-blogging site has faced intense criticism from investors for 
its struggle to attract mainstream users (in a recent earnings call, the company noted 
having 95% brand awareness but only 30% penetration). 
Recommended by Forbes 
For instance, “Project Lightening” is set to launch in October and will hopefully 
make Twitter more user-friendly by curating interesting content and making it easier 
to find. A partnership with Google GOOGL -2.86% means that Twitter is beginning 
to show up in search results when you look for information on breaking news, 
politicians and celebrities. Twitter is also brokering distribution deals with content 
sites like Flipboard, Yahoo YHOO -3.23%, The New York Times, ESPN and the 
NFL. 
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Still, Peck sees only “modest growth” in Twitter’s number of monthly average users 
and thinks what will really push the company’s top and bottom lines higher is 
improved monetization based on the existing user base, including the 500 
million who aren’t logged in but may start to see Twitter show up across the web. 
Twitter is doubling down on advertising and later this year will partner with 
Google’s DoubleClick and introduce a “buy button” so e-commerce companies can 
sell to consumers right on the platform. It’s also rolling out video ads and improving 
ad targeting. 
Peck says his cautious optimism about where Twitter is headed is predicated on the 
speed with which the company names new management and its ability to execute on 
growth initiatives. He also says investors need to be patient and that proof of a 
turnaround will take some time. 
If Twitter makes some missteps, though, Peck thinks it will become a strategic 
buyout target and is most attractive to Facebook and Google. In this case, the risk 
could be somewhat mitigated for investors, since languishing shares could be 
bolstered by Twitter’s attractiveness as an acquisition. 
Twitter’s stock is down 22% this year and earlier this month closed below its $26 
IPO price. It jumped 3.5% to $27.79 on Monday following the upgrade. 
 
 
 
Appendix 26.2 Twitter Source 2: Does Twitter Have a Future 
  as a Marketing Medium? 
 
Source 2: Urbanski, A. 2016. "Does Twitter Have a Future as a Marketing 
Medium?"   Retrieved 1 February, 2016, from 
http://www.dmnews.com/social-media/does-twitter-have-a-future-as-a-
marketing-
medium/article/463814/?utm_campaign=Feed%3A+DMNewsHome+%28D
MNews+Home%29&utm_medium=feed&utm_source=feedburner 
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Longer tweets won't help the network define its place in the social channel or reach 
critical mass, observers say. 
 
Twitter CEO Jack Dorsey's blog post this week heralding the end of the 140-
character limit on tweets was met with surprise and consternation from most 
quarters. Isn't the succinct electronic message the thing that defines Twitter? Perhaps, 
but it does nothing to define what need the network filled for marketers overwhelmed 
with choices, according to observers.  
“Expanding the number of characters is not going to do much. It might add blogs and 
opinions, but they need something much bigger—a core change,” says Jan Rezab, 
chairman of Socialbakers, a social media analytics company. “Their problem is 
critical mass. How do they get more monthly active users? How do they get people 
to engage with the platform? How can users follow more people? How can they 
reply?” 
3Q Digital CEO David Rodnitzky has problems with Twitter on both personal and 
professional levels. “I find it really hard to spend more than a few minutes a day on 
Twitter. It's hard to organize the deluge of data in a way that makes it become part of 
my daily routine. They need to come up with a user experience that makes it fun and 
easy to interact with,” he says. 
Things like promoted tweets have helped Twitter exist as a brand advertising 
platform, but flag as direct marketing vehicle, Rodnitzky observes. “Most direct 
advertisers, who power the majority of Google's and Facebook's revenue, have 
stayed away. Perhaps Twitter will find a way to create more ROI but, to date, it just 
isn't a player." 
The marketing ROI case for Twitter is hard to make, according to Brad O'Brien, 3Q's 
Director of Paid Social. “The average daily time spent on Twitter is less than half 
that of Facebook, and active monthly users are one fifth those of Facebook. Twitter 
has just not been able to poise itself as a serious driver of performance advertising 
revenue,” O'Brien remarks. 
Brian Solis, Altimeter Group analyst and author of a new book about customer 
experience called X, says Twitter has an identity problem. “Twitter never outright 
said what it is to the world. By its own dumb luck, Twitter has thrived with 
celebrities who get people to follow hashtags. But it lives in a new world now of live 
video, Snapchat, Facebook M, and Operator,” Solis says. “They have shareholders to 
report to now.” 
Socialbakers' Rezab agrees that what Twitter needs is a revamped user experience, 
and quick. “I don't know what Dorsey's product skills are. It's too early to say 
because of the length of development cycles, but I haven't seen the signals of 
anything taking place—making more acquisitions, introducing new products, making 
bold new changes to the platform,” he says. 
However, social media strategist O'Brien says he's recognized new signs of life 
issuing from Twitter, such as the deal with Google to put Twitter back in search 
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results and rolling out advertising to logged-out users and visitors without Twitter 
accounts. “This announcement means another 500 million people a month. That's 
quite significant, as ads have been for so long reserved to 320 million active users,” 
O'Brien says. 
Solis, who got to know Dorsey and cofounders Evan Williams and Biz Stone during 
their formative years at Twitter, has faith that the second-time CEO can get the birdie 
to fly. “Jack is a decisive individual with a clear vision. It was his vision to do the 
140 character limit, mimicking MMS, which was hot then,” Solis says. “The first big 
announcement of a turnaround situation is one that's going to instantly be perceived 
as a move of desperation. But, in Twitter's case, it's an overdue move toward 
establishing its purpose in the world.” 
 
Appendix 26.3 Twitter Source 3: 2015 In Review: LinkedIn, 
  Facebook And Twitter 
 
Source 3: Trefis-Team. 2015. "2015 in Review: Linkedin, Facebook and Twitter."   
Retrieved 1 January, 2016, from 
http://www.forbes.com/sites/greatspeculations/2015/12/29/2015-in-review-
linkedin-facebook-and-twitter/#2715e4857a0b4ad4f8e9670b 
Among social networking companies (LinkedIn, Facebook and Twitter), Facebook’s 
stock delivered the best performance during 2015, on the back of meaningful growth 
in user base across all key platforms and a significant increase in revenue. On the 
other hand, Twitter gave a disappointing performance, as its outlook was weakened 
by slowing user growth and problems in monetizing direct response ad products. 
Moreover, Twitter saw a number of management changes during the year. LinkedIn 
delivered a mixed performance although its stock tumbled following the Q1 earnings 
release, it recovered during the second half of the year. 
See our complete analysis for LinkedIn 
 
LinkedIn: 
Although LinkedIn recorded significant growth in its user base and other financial 
metrics during the nine months ended September 2015, its stock price showed no 
change year to date (comparing September-end prices to those at the beginning of the 
year). This is as the company’s stock plummeted substantially post the first quarter 
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earnings release, on negatives such as reduced outlook, challenges in Europe and 
currency headwinds. However, its stock reacted positively to the third quarter 
earnings results, where the company both outperformed expectations on both top-line 
and bottom-line and delivered a meaningful increase in engagement metrics. Going 
forward, we expect LinkedIn’s outlook to be strong, supported by strategies of 
building a publishing network, expanding into international geographies, improving 
the mobile experience, and adding job postings. Moreover, the launch of new 
products including LinkedIn@ Work, LinkedIn LookUp and LinkedIn Elevate could 
further enhance revenues in coming years.  
We estimate revenues of around $3.0 billion for LinkedIn in 2015 and non-GAAP 
diluted EPS of $2.76. We maintain a $214 price estimate for LinkedIn’s shares, 
which is nearly at par with the market price. 
Facebook: 
Among social networking companies (listed in the table above), Facebook showed 
the most impressive performance with its stock rising by around-35% year-to-date. 
This solid performance was supported by healthy user base growth on both the core 
platform, as well other platforms (ncluding Messenger, Instagram and WhatsApp). In 
addition, its top-line rose significantly during the year, even on a much higher base. 
However, its margins slipped due to planned increases in expenses. We think 
Facebook’s future outlook looks promising, due to substantial monetization potential 
on Messenger, WhatsApp, Instagram, and Oculus. As a result, we believe the 
company will gain a higher share of the digital advertising market over the coming 
years. 
We estimate Facebook’s top line and non-GAAP diluted EPS in 2015 to be $17.7 
billion and $2.16, respectively. We maintain a $109 price estimate for Facebook’s 
shares, which is slightly ahead of the current market price. 
Recommended by Forbes 
Twitter: 
The year 2015 was a difficult one for Twitter, as it witnessed various challenges, 
including: 1) a slowdown in user base growth; 2) a deceleration in top-line growth; 
3) problems with the monetization of direct response ad products; and, 4) a host of 
management changes. As a result, the company’s stock has plummeted by over 35% 
year to date. While the new management under Jack Dorsey is making several efforts 
to reinvigorate growth, the impact of these measures remains to be seen. A number 
of product changes have lately been introduced, such as the Moments feature and a 
‘like’ button, and the company continues to question the importance of a reverse 
chronological order in timelines. Notwithstanding various challenges, we think the 
market could currently be undervaluing Twitter. In the event user growth begins to 
accelerate on the micro-blogging platform, then it could lead to significant ncrease in 
the company’s stock price. 
We estimate revenues of around $2.2 billion for Twitter in 2015, and non-GAAP 
diluted EPS of $0.49. We maintain a $34.49 price estimate for Twitter’s shares, 
which represents around a 50% premium to the current market price. 
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Appendix 27 Uber 
Appendix 27.1 Uber Source 1: Uber - the smartphone app  
  that is driving London cabbies to distraction  
 
Source 1: McVeigh, T. (2014). Uber: the smartphone app that is driving London 
cabbies to distraction. The Guardian.  Retrieved 16th May, 2014, from 
http://www.theguardian.com/technology/2014/may/17/uber-smartphone-app-
cab-taxi 
Black-cab drivers plan protest in London over app that allows people to order and 
pay for cabs on their phones  
 
 
Black cab drivers will protest in London next month against Uber, below, and other 
apps. Photograph: Alamy  
 
For years, the London licensed cab driver's badge was worn with pride. Up to five 
gruelling years spent scootering around the capital learning "the knowledge", plus a 
full medical, meant the black hackney was driven by the cream of drivers. But now 
there is insurgency on the block. The digital revolution that has changed so many 
industries is sweeping the taxi business, possibly putting the very future of the 
famous vehicle so loved by tourists and Londoners alike under threat. 
Next month, London's black-taxi drivers are planning a mass protest in the capital 
against Californian technology company Uber, which is leading the changes in the 
way people hail cabs. Uber – like several other entrants to the lucrative cab business 
– allows people to use an application on their phones to see where the closest car is 
to them and then book it after agreeing a set fare, which is paid by credit card. No 
cash changes hands, and Uber even discourages passengers from tipping their 
drivers. 
The encroachment of smartphone technology on the capital's taxi operations is being 
looked at by the licensing authority, Transport for London. In a statement, it said: 
"We've seen no evidence to suggest that Uber London Ltd are not fit and proper to 
hold a London private hire operators' licence, but no final decisions have been made 
while Uber's operating model is still under investigation." 
Taxis and minicabs are regulated differently in London. Black cabs, allowed to use 
bus lanes and to pick up passengers who hail them in the street, are more tightly 
regulated and their fares are metered. Minicab drivers work under a lighter touch and 
have fewer privileges, but still must be licensed and registered. 
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The new cabs being "facilitated" by Uber – which says it is not a cab firm but an 
enabling "platform" – are, according to the Licensed Taxi Drivers' Association, being 
allowed to straddle both while only meeting the licensing criteria for minicabs: they 
are classified as a minicab service but can use a charging system more like metering, 
even though there isn't a meter inside the car. 
London cabbies aren't alone in their protest against technology that undermines their 
business with just a phone and a satnav. Uber has run into opposition in 15 of the 100 
cities worldwide in which it operates – in the UK that includes Manchester. There 
have been protests and even court cases against it in Brussels, Toronto, Paris, Berlin 
and New York, plus several other US cities. 
Jo Bertram, general manager of Uber in the UK and Ireland, said the service was so 
popular that the average wait for a cab was around five minutes. "Seven during the 
tube strike," she added. 
She was more coy on how many cars and drivers were registered to its "platform". 
"Our clients are giving us very encouraging feedback and we're seeing fantastic 
growth," Bertram said. "The private hire industry hasn't been shaken up in a decade 
or more. The laws governing it were written in 1988, before smartphones were even 
invented. All our drivers are independent operators, but clients can rate their driver at 
the end of a journey, so we make sure the right people are out there and the right 
price is charged at the end of each journey. " 
The idea is very simple – if you want a taxi, you look at the app on your phone, see 
where the nearest car is and order it. You can then watch the little icon on screen as it 
approaches. The payment is taken from the registered credit card. 
Nicko Williamson runs Bounce, another app-driven taxi firm. "We don't want to put 
the black cabs out of business. It's an iconic thing. You can hail them, and that's 
really important for Londoners. Will drivers stop aspiring to be a black cabbie? I 
don't think that's going to happen any time yet. There's still a demand, but we work 
on a commission model with our drivers – straight 20%. They can log on and off 
when they want, and we find loads of people want to be drivers. We have a fixed 
upfront price and our overheads are lower, without the minicab office and telephone 
operators. 
"A lot of people don't realise how big this market is. There are 65,000 mini cabs in 
London. But it has been very inefficient. A driver who picks someone up in central 
London and drops them off out in the sticks is driving back empty. That's wasted 
mileage, higher pollution, higher congestion and no money earned. The app system 
allows that cab to be booked immediately by someone in the area." 
Passengers can also be sent a photograph of the driver and the car's registration 
number. The whole journey is recorded on an emailed receipt. But while people can 
request a fare quote, the journey cost is calculated, says the LTDA, by a metering 
system even if the meter is not actually inside the car. 
London cabbies are plotting their survival. The June protest will attract enough 
drivers to cause serious congestion in central London, said the LTDA's general 
secretary, Steve McNamara. "We're not asking for Uber to be banned. If everyone 
else has to follow the rules, why shouldn't they?" 
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Appendix 27.2 Uber Source 2: Uber Says It's Doing 1 Million 
  Rides Per Day, 140 Million In Last Year 
 
Source 2: Huet, E. (2014). Uber does 1 million rides per day -Forbes-2014.   
Retrieved 1 January, 2016, from 
http://www.forbes.com/sites/ellenhuet/2014/12/17/uber-says-its-doing-1-
million-rides-per-day-140-million-in-last-year/ 
 
Car-service app Uber is sending riders on 1 million trips each day and did 140 
million rides this past year, the company said in a blog post Wednesday. 
Uber hasn’t shared ride volume before now. The company has hinted at growth 
numbers in the past — CEO Travis Kalanick said in September that the company 
was adding 50,000 new drivers a month — but best guesses at ride volume have 
come from leaked documents. A year ago, those documents suggested the company 
was doing around 850,000 rides per week, so around 121,000 per day. The numbers 
Uber shared Wednesday mean its daily ride rate could have grown eight times this 
past year. 
A recent FORBES analysis of Uber launch dates also showed that the company is 
expanding into new areas at breakneck pace — about 30 new cities in the last 30 
days. The company is currently in 53 countries and more than 250 cities. 
The numbers came tucked into a long blog post about the company’s new safety 
initiatives, which discussed changes Uber will explore after one of its drivers 
allegedly raped a passenger in India. The post, written by new head of Global Safety 
Philip Cardenas, said the company was exploring new technologies to help with 
driver screening — notably to verify that a drivers’ submitted identification 
documents are actually tied to the person they say they are. 
“We are initiating research & development on biometrics and voice verification to 
build custom tools for enhanced driver screening,” Cardenas wrote, though it’s 
unclear what kind of identity verification processes will eventually be adopted. 
Lack of biometric screening was a point of contention in a lawsuit filed against Uber 
last week by the San Francisco and Los Angeles District Attorneys. The suit said that 
Uber’s current screening process lets drivers submit identification documents so that 
the company can run background checks on them. But Uber does not require that its 
drivers submit to fingerprint testing or other biometric screening, so there’s nothing 
that the company can do to ensure that the identity being submitted for background 
checking is the driver and not, for example, his or her more law-abiding sibling or 
friend. 
Recommended by Forbes 
In the lawsuit, the district attorneys were not able to force Uber to change its 
background check process but did ask that the company remove all references to its 
background check process being “industry-leading” since it does not include 
fingerprints. Taxi driver in most major California cities are required to undergo 
LiveScan background checks, which involve fingerprinting. 
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The post also says Uber is working to patch holes in its background check process, 
exploring options that range from polygraph tests to building their own background 
checks on top of existing options, which the company says it’s doing in India. 
“Our responsibility is to leverage every smart tool at our disposal to set the highest 
standard in safety we can,” Cardenas wrote. “We will not shy away from this task.” 
 
 
Appendix 27.3 Uber Source 3: Stellar, Uber, And The Rise Of 
  Computational Trust 
 
Source 3: Crichton, D. (2014). Stellar, Uber, And The Rise Of Computational 
Trust.   Retrieved 1 January, 2016, from 
http://techcrunch.com/2014/08/08/stellar-uber-and-the-rise-of-computational-
trust/ 
 
How do you feel about letting strangers into your home? Our homes act as a kind of 
sanctuary from the outside world, a highly personal and exclusive refuge. They 
should be safe. While it is a commonplace in cultures throughout the world to be 
gracious hosts to guests, such warmth rarely extends to complete strangers at the 
door. 
The notion that we would provide a room to those outside our kin seems remarkably 
alien, and yet, Airbnb would seem to have successfully changed this social norm. 
Today, as the company’s valuation can attest, it has found a way to facilitate these 
sorts of transactions on a global scale, across social classes and cultures. 
A closer examination of this dynamic though, shows that there is more complexity 
here than meets the eye. Airbnb didn’t approach this situation by resolving to make 
people more trusting, but instead, by making guests more familiar to their hosts, and 
vice versa. It developed reputation systems with symmetric feedback mechanisms so 
that guests and hosts can get to know each other before ever meeting, and it offers an 
insurance policy to limit any failures of its credibility model. Rather than creating a 
new culture of trust, it simply evaded the issue of trust entirely. 
The story of Airbnb is a great parable about the changes happening to trust in our 
society. Driven by technology change, formerly untrusted transactions are easier to 
conduct than ever. A Bitcoin transaction doesn’t require any information about the 
payer at all, unlike credit card transactions, and an Uber driver can be sure that a 
passenger is going to pay a fare with limited bad behavior. More than almost any 
other social change driven by startups, the invention of a “non-trusting” 
infrastructure is one of the most notable in the history of the internet. 
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Unfortunately, our heady delight at this increasing power for abstract commerce 
belies a challenge to the very culture that holds together human societies. In using 
products like Airbnb’s reputation systems and Bitcoin’s blockchain, we are 
increasingly relying on technology to facilitate trust between humans, rather than 
developing our own individual capabilities for fidelity. That may have limited short-
term influence on the way our economy is structured, but in the medium to long-
term, this transition risks undermining not just traditional commerce, but also areas 
like decision-making, politics, leadership, and normal social interactions. 
When a nonprofit asks for donation, are we going to Venmo it so we know that it 
wasn’t stolen by the solicitor? Will we continue to give our kids allowances in cash, 
or instead replace it with online currencies that are strictly regulated by parental 
controls? 
Trust is about expected behaviors, an assumption that another party is going to take 
actions as we would expect. The very concept of agriculture that allowed civilization 
to flourish was built around trust – trust that food was going to be produced, trust that 
it would be distributed and not hoarded, and trust that there was some way of 
procuring that food in a consistent manner. 
The history of economics, and really, the history of civilization, is the creation of 
institutions that allow us to increasingly abstract away that trust and minimize risk. 
Perhaps the most prominent example is currencies. When someone hands me dollars 
to pay for something, I only have to trust that this system of payments is going to 
work, irrespective of the payer’s credit or trustworthiness. Court systems and 
regulations work similarly to reduce risks of conducting business by (theoretically) 
making outcomes more predictable. 
We have only talked about physical exchanges, but services have even more risk. 
When a taxi driver takes on a passenger at the curb, that driver is literally taking on a 
financial risk – will the person who just entered the cab be able to pay at the 
destination? When a software consultant finishes up a phase of a programming 
project, will they receive their income? 
Through social trust, laws, and regulations, our system has adequately worked to 
make these services possible. The passenger believes the driver will take him or her 
to their destination in the shortest way possible, while the driver expects that the 
passenger will pay and behave. Similarly, the software developer expects to get paid 
as the terms of their contract dictate. 
Unfortunately, our society’s stock of trust has been declining. For Americans, our 
trust in institutions, measured through long-running polls like those at Gallup, show 
that we are hitting a nadir in our levels of trust. Such faith in institutions is 
decreasing elsewhere in the world as well. Perhaps even more ominously, levels of 
social trust also seem to be decreasing throughout the world, particularly among 
young adults, who also happen to be the heaviest users of technology. 
Startups, often without directly saying so, are entering this fray with their own 
solutions. Startups like Airbnb and Uber are not just about facilitating a transaction, 
but rather about facilitating trust to allow for a transaction. They have two-sided 
reputation systems to remove bad actors, and to provide information to both parties 
to make a transaction easier to make. 
Even more broadly, Bitcoin and the recently launched Stellar are attempting to 
entirely do away with trust in our existing commerce. By trusting a simple protocol 
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and the blockchain, we no longer need to have faith in a consumer’s ability to pay, or 
even in the stability of a single fiat currency. If the currency is located in a Bitcoin 
account, it can be transacted without any knowledge of the account holder, no human 
trust required. 
As I mentioned before, much of the development and flourishing of human 
civilization has involved the abstraction of elements of our economy. If we think 
along this line, these new technology systems are not nearly as disruptive as they first 
appear, but rather merely the next logical phase of abstraction in the economy. If it is 
possible to take human-based trust out of these transactions and replace it with a 
computer — which presumably we trust more — isn’t this progress? 
Indeed, there are truly incredible advantages to the creation of anonymous trust. 
Commercial transactions that may never have occurred under our previous economic 
infrastructure may now have a framework for trade, which is almost certainly a 
positive for economic growth. Those same improvements also apply to services, 
where computational trust systems can facilitate more work and a greater volume of 
wages. 
The challenge is that trust isn’t just the bedrock of our economic system, but also the 
core architecture of our political and social systems. When a country raises tax 
revenues to pay for institutions like schools, we are trusting that the government is 
using such funds judiciously and in a way that fosters the development of the 
country. This compact is based on trust, and it isn’t simple to replace with a 
computer. 
Given the option of having more information about a transaction, most rational 
agents in an economy would prefer to receive it. We would rather know if the person 
we are offering our services has the ability to pay or has had serious issues with other 
professionals. Since computers can increasingly provide us with robust reputation 
systems, it seems inevitable that such systems will enter into more of our daily 
transactions. 
But if a greater number of our daily transactions are mediated by computational trust 
systems, we may be withering out ability to handle trusting transactions. When a 
non-profit asks for donation, are we going to Venmo it so we know that it wasn’t 
stolen by the solicitor? Will we continue to give our kids allowances in cash, or 
instead replace it with online currencies that are strictly regulated by parental 
controls? The more computers provide us with the capability to avoid issues of trust, 
the less practice we will have in basic human-to-human interactions. 
Perhaps this is too cynical a view. Even if Airbnb mediated the transaction, it is still 
the case that I allowed someone into my home who I have never met. Nonetheless, I 
think it behooves us to be watchful for how our technology influences our culture. 
Trust is too important to merely leave to machines to do. We need to make sure that 
our ability to trust others doesn’t atrophy like our ability to write using a pen. 
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Appendix 27.4 Uber Source 4: All eyes on the sharing   
  economy 
 
Source 4: All eyes on the sharing economy. (2013). The Economist. Q1 2013. 
Retrieved 1 February, 2014, from http://www.economist.com/node/21572914/print 
Car-sharing schemes divide into peer-to-peer car-rental services in which you pay to 
borrow someone else’s car (Buzzcar, Getaround, RelayRides, Tamyca, Wheelz, 
WhipCar) and taxi-like services (Lyft, SideCar, Uber, Weeels) in which people use 
their cars to ferry paying passengers. Some peer-rental schemes focus on particular 
types of customer, such as students, or particular types of vehicle, such as high-
performance cars. Peer-to-peer taxi services use location-aware smartphone apps, 
coupled with a central dispatcher, to bring drivers and passengers together. 
Variations on these models include DogVacay and Rover, both of which are dog-
kennel services (like Airbnb for dogs), and Boatbound, which offers short-term, 
peer-to-peer boat rental. There are also peer-rental sites for car-parking spaces 
(Airbnb for cars, in effect), bicycles, photographic kit, musical instruments, garden 
equipment, outdoor gear, kitchen appliances, and so on. These sites generally start 
off serving a particular city or region, as Airbnb did in San Francisco. But the more 
successful ones have expanded to cover multiple cities and entire countries. 
All these services rely on ratings and reciprocal reviews to build trust among their 
users. Staying in a stranger’s apartment in another city seems much less daunting 
when you can read testimonials from previous guests. Similarly, before welcoming 
strangers into your home it is reassuring to read reviews from other hosts they have 
stayed with. Many platforms also carry out background checks, looking into their 
users’ driving and credit histories and checking for criminal records. In addition, 
some peer-rental services (including Airbnb, RelayRides and Lyft) integrate with 
Facebook to let owners and renters check to see whether they have friends (or friends 
of friends) in common. 
“The idea of renting from a person rather than a faceless company will survive, even 
if the early idealism of the sharing economy does not” 
“We couldn’t have existed ten years ago, before Facebook, because people weren’t 
really into sharing,” says Nate Blecharczyk, one of Airbnb’s founders. Airbnb 
doesn’t require its users to connect their accounts to Facebook, but when people find 
they have friends in common with another user it sets their minds at ease. Thanks to 
social media, says David Lee, founder and managing partner of SV Angels, an early 
investor in Airbnb, “people are generally more comfortable meeting new people 
using technology.” Providing a secure platform for financial transactions is vital, he 
says, but creating a trusting community is just as important when it comes to 
attracting users. 
Shelby Clark, the founder of RelayRides, says his company checks its users’ driving 
records for major violations, but relies on user reviews when it comes to assessing 
the cleanliness of both cars and drivers. Such systems, he says, tend to create norms 
that keep owners and renters in line, because they fear the repercussions of bad 
reviews: other people on the site will be less willing to do business with them, and 
they may be kicked out altogether. Travis Kalanick, the boss of Uber, a service that 
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matches up drivers with passengers, says the review system means drivers with poor 
ratings don’t last long, while passengers who behave badly find it hard to get a ride.  
Appendix 28 Wikipedia 
Appendix 28.1 Wikipedia Source 1: The future of Wikipedia 
  WikiPeaks? 
 
Source 1:  Economist. (2014). The future of Wikipedia: WikiPeaks?   Retrieved 1 
January, 2017, from 
https://www.economist.com/news/international/21597959-popular-online-
encyclopedia-must-work-out-what-next-wikipeaks 
The popular online encyclopedia must work out what is next 
 
Print edition | International 
Mar 4th 2014 | SAN FRANCISCO 
IN 2012, after 244 years in print, Encyclopedia Britannica became online-only. Now 
a group of German fans of Wikipedia, an online, user-generated encyclopedia, are 
raising money for a move in the opposite direction. A print version of the English 
Wikipedia—1,000 bulky volumes and 1,193,014 pages—will be on show at a 
gathering of Wikipedians later this year. A world tour will probably follow: a global 
victory lap for the internet’s most impressive crowd-sourced creation. 
The books will be instantly out of date; several times a second an article is amended 
online. But that is not the point. Wikipedia, which was founded in 2001 by Jimmy 
Wales and Larry Sanger, has a right to show off. With articles on subjects as diverse 
as Spaghetti code (“a pejorative term for source code”) and SpaghettiOs (“an 
American brand of canned spaghetti”), it has 1,600 times as many articles as the 
Encyclopedia Britannica. It is the world’s fifth most popular website, with editions in 
287 languages. (The English one is the biggest, with 4.4m articles.) On any given 
day 15% of all internet users visit it, amounting to 495m readers a month. 
Visitors to Wikipedia’s headquarters in downtown San Francisco, not far from the 
buzzing offices of giant internet firms like Twitter, will find an eerily silent 
workplace. The not-for-profit Wikimedia Foundation, which oversees it, has around 
170 employees. But its life blood is the “community” of over 76,000 volunteers who 
create and update entries remotely. 
“Our job is to provide the sum of all knowledge,” says Erik Möller, the foundation’s 
deputy director. But like an entry in a fast-changing field, Wikipedia itself is due an 
update. After a year-long search, the foundation is expected to name a new boss in 
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March. The requirements are stiff: the search committee recently admitted it had 
been looking for a “unicorn”. He or she must ensure the non-profit’s financial future, 
rebalance its content—and work out how to attract not only enough contributors, but 
the right sort. 
The current boss, Sue Gardner, transformed Wikipedia’s once-feeble finances. When 
she started in 2007 the foundation had funds of just $7.3m, a staff of 12 and 
headquarters in a dingy shopping centre in St Petersburg, Florida. Last year it raised 
$50m from donations and grants. The average reader donated 11 cents. Her 
replacement will have to decide whether to establish an endowment to help ensure 
future financial stability. And what about selling ads? “I would never say never, but 
no,” says Lisa Seitz Gruwell, the foundation’s chief revenue officer. 
 
Wikipedia’s most pressing difficulty is finding and keeping contributors, says 
Phoebe Ayers, who sits on the foundation’s board. The number of editors for the 
English-language version has fallen by a third in seven years (see chart). When 
Wikipedia was launched, one attraction was being able to see updates straight away; 
now any teenager on Facebook can experience that thrill. It also faces more 
competition for volunteers’ time online. 
Wanted: Wikipedians 
Wikipedia is “starting to show the limits of the volunteer-only model”, says 
William Beutler, the author of “The Wikipedian”, a blog. The fabled grumpiness of 
established editors is one reason: “Please do not bite the newcomers” runs a reminder 
on its noticeboard, presumably frequently ignored. Last year it added a “thanks” 
feature, so editors can be complimented for their work, rather than just harangued for 
errors on message boards. But it still needs to do more, thinks Mr Beutler, perhaps 
including paying contributors—though that would be resisted by many Wikipedians, 
who fear creeping commercialisation. A decade ago, the mere discussion of taking 
advertising caused a schism, with a purist Spanish version splitting off. 
A greater diversity of writers would be welcome, too. Today’s bunch are 90% male 
and mostly from rich countries. One consequence is coverage that is comprehensive 
on science and technology, but patchy on poorer regions and social issues. A recent 
analysis found that only 2.6% of its “geo-tagged” articles are about Africa, which 
accounts for 14% of the world’s population. Various groups are trying to make its 
coverage less skewed, in different ways. On March 4th the Royal Society in London 
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will hold an event to update articles on women scientists, which tend to be 
incomplete or even non-existent. 
Wikipedia wants more readers, too, especially in places where information is in short 
supply. In some languages—for example Malagasy, Madagascar’s national 
language—it is almost the only reference work and a valuable “cultural repository”, 
says Ethan Zuckerman of MIT’s Media Lab. Through a project called Wikipedia 
Zero, mobile operators in 25 countries, including Cameroon, Malaysia and South 
Africa, supply Wikipedia free to smartphone users. A pilot programme in Kenya lets 
owners of phones that are too basic for internet browsing receive entries by text 
message. 
As if all that were not enough, Wikipedia’s new boss will also need to work out how 
the transmission of knowledge should keep pace with changing patterns of 
consumption. It is trying to follow the shift from personal computers, for example, 
by making it easier to edit articles on mobile devices. But only the most devoted will 
spend their commutes editing entries instead of playing Angry Birds. And what will 
Wikipedia be, when information can be supplied by voice or wearable devices like 
Google Glass, asks Jeff Jarvis of the City University of New York’s journalism 
department? If it is as popular then as it is now, another victory lap will be in order. 
Correction: We slightly underestimated the number of foreign-language editors in 
the chart that ran in print. This has been corrected online 
 
Appendix 28.2 Wikipedia Source 2: Wikipedia’s Community 
  Is at an Inflection Point 
 
Source 2:  Newstead, B. (2009). Wikipedia’s Community Is at an Inflection Point.   
Retrieved 1 January, 2017, from https://hbr.org/2009/12/wikimedias-
community-is-at-an 
Barry Newstead December 01, 2009  
Has Wikipedia really peaked as The Wall Street Journal‘s recent headline 
“Volunteers Log Off as Wikipedia Ages” suggests? The data presented by 
researchers cited in the article present a good case to support the headline. However, 
this is where our ongoing strategy process with the Wikimedia Foundation comes in. 
Wikimedia is engaged in the community’s first-ever strategic planning process. The 
challenge of participation in the community is a primary thrust of the work. Our 
animating question is: what will it take to cultivate, grow and sustain a strong 
community to support the next stage of Wikimedia’s development? 
Let’s start by putting some context around the story. First, Wikipedia today is a 
remarkable achievement. Craig Newmark, founder of Craigslist, writes, “[Wikipedia] 
is an exemplar and test platform for large-scale, global collaboration. By that I mean 
large numbers of people working together for common goals. Wikipedia, in that 
sense, is a major advance for all humanity.” Second, Wikipedia’s readership is still 
growing rapidly, at a rate of 19.8% from Sept 2008 – Sept 2009. The number of 
articles also expanded by 36.6%. Third, while the data indicates a plateau in 
contributor growth, the data over the past year indicates that there are 95,000 editors 
with 5 or more edits per month and 12,000 editors with over 100 edits per month on 
 514 
 
all of Wikimedia. The absolute number of contributors is an important part of the 
story. 
We have been trying to get underneath the data to answer the question of whether the 
community is well positioned to take Wikimedia to the next level. Wikimedia exists 
as a project in sharing free knowledge, and contributors are the vital means to that 
end. As we look forward, the work of contributors will be to continue to increase the 
depth and accuracy of the knowledge available and to add new knowledge from more 
diverse sources to the projects. The community is already responding to the desire 
for greater depth and accuracy by tightening policies and generally managing the site 
more aggressively. The problem is that the community’s response has generated the 
consequence (unintended, I think) that it is harder for new contributors to break in 
and a growing group of community members are turned off by the bruising nature of 
engagement in some areas of Wikimedia. The term “wikilawyering” has been coined 
as a protest over the increased reliance on rules and regulations. This development 
(while possibly increasing quality) appears to be undermining the important goal of 
adding new knowledge from diverse sources to the projects and may also account for 
the “logging off” that the Wall Street Journal points out. 
From discussions over the past weeks with Sue Gardner, the Executive Director of 
the Wikimedia Foundation, and a range of community members and advisers, 
Wikimedia’s community appears to be at an inflection point. At the heart of the issue 
is the question of whether this community is or could become open to heterogeneity, 
and whether it can capitalize on differences rather than being inhibited by them. As 
Gardner put it: “This is a genuine culture change process that members within and 
supporters outside are starting to wrestle with.” The strategy task forces focused on 
community health and reader conversion have much work ahead of them to both 
generate initiatives and then to help move the community to change. 
Craig Newmark describes Wikipedia’s work to date as “a first draft of history.” A 
great second draft of history will require the continued commitment to excellence of 
today’s contributors in a way that embraces an array of new contributors. 
What do you think about the need for culture change in the Wikimedia community? 
What lessons would you share from your experiences about how other communities 
have succeeded? 
Barry Newstead is a partner at The Bridgespan Group currently supporting 
Wikimedia’s open strategy process.  
 
Appendix 28.3 Wikipedia Source 3: How Wikipedia Really  
  Works: An Insider's Wry, Brave Account 
 
Source 3:  Anders, G. (2014). How Wikipedia Really Works: An Insider's Wry, 
Brave Account.   Retrieved 1 January, 2017, from 
https://www.forbes.com/sites/georgeanders/2014/06/30/how-wikipedia-
really-works-an-insiders-wry-brave-account/#1da33e5d4ec2 
 
Jun 30, 2014 @ 07:01 PM 11,242  
George Anders , Contributor : Opinions expressed by Forbes Contributors are their own.  
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Tweet This 
 Wikipedia is one of those odd organizations that everyone knows -- but no 
one understands 
 as an insider, Jemielniak offers a spicier account of the site in action 
I get a kick out of social scientists who embed themselves among street gangs, crack 
dealers, or female impersonators, in the name of decoding weird subcultures. 
Business professors rarely do anything similar, but credit Polish academic Dariusz 
Jemielniak with the nerve to go rogue, too. He has just completed a seven-year 
journey into the eerie corners of cyberspace where Wikipedia comes to life. 
Wikipedia is one of those odd organizations that everyone knows -- but no one 
understands . Wikipedia's online encyclopedia is the sixth most visited site on 
earth, attracting 465 million unique visitors in April.  New articles keep appearing; 
older ones keep being revised. Somehow, all the work is done and coordinated by 
legions of unpaid amateurs whose roles and quarrels are nearly invisible to the rest of 
us. 
In his new book, Common Knowledge, Jemielniak provides a wry, brave analysis of 
his adventures since November 2006, when he decided to infiltrate Wikipedia's 
editor/administrator communities.  Much of the time, he was a star, rising to become 
a steward (top dog) within the Polish Wikipedia community, and winning significant 
status in the English-speaking version of Wikipedia, too. But he also got in some 
nasty spats with other Wikipedians. One those disputes led to him being banned from 
his administrative duties for 24 hours. 
 
Wikipedia (Photo credit: giulia.forsythe) 
Jemielniak nods briefly to the standard portrayal of Wikipedia as a collaborative 
place where the tyranny of experts has been broken down. In this version, everything 
is in good hands, thanks to a giant, crowd-sourced dynamic that is gently self-
correcting and incredibly productive. But as an insider, Jemielniak offers a spicier 
account of the site in action . 
"Status, power and hierarchy" do matter in Wikipedia, Jemielniak writes, even 
though the community officially has no hierarchy. There's cachet in building up an 
impressive user profile, as measured by the number of editing changes or the 
presence of "barnstars" and other cyber-certificates of achievement. Jemielniak's 
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description of top users' dash for prestige sounds much like a competition to win Boy 
Scout badges. 
What's more, experienced editors have mastered a vast and ever-growing number of 
rules about what's allowed on Wikipedia. Their superior rule-knowledge allows them 
to rebuke or overrule less experienced editors, he explains. In fact, the old guard's 
elitist ways may be discouraging newer participants from becoming active in the site. 
Arguing is a way of life on Wikipedia, Jemielniak adds. He recounts a four-year 
tussle about whether the Polish city of Gdansk should also be identified by its 
German name of Danzig in some situations.  Extremists in the pro-Gdansk and pro-
Danzig camps refused to compromise, leading to a constant flurry of editing changes 
and reversions as each side tried to make its version of history stick. 
 Wikipedia is one of those odd organizations that everyone knows -- but no 
one understands 
 as an insider, Jemielniak offers a spicier account of the site in action 
"Although Wikipedia is often portrayed as collaborative and peaceful, it relies just as 
much on conflicts and disputes," Jemielniak writes. He wonders, briefly, whether this 
argumentative culture has caused Wikipedia's editing ranks to tilt heavily male, with 
little progress so far in establishing a more normal male-female balance. 
Jemielniak also chronicles the dark side of Wikipedia's preference for "trust in 
procedures," given that most people post under pseudonyms and can't be fully 
identified. As he portrays it, Wikipedia has a rule for everything, totaling 150,000 
words in the English-language version. Even though one of the rules is to use 
common sense instead of being an unbearable stickler, the thicket of rules big and 
small can make it surprisingly tiresome to get even simple things done. 
A famous case in point: author Philip Roth in 2012 published an open letter to 
Wikipedia in The New Yorker, chronicling his fruitless efforts to fix a Wikipedia 
passage regarding the origins of one of his own books. A Wikipedia editor refused to 
allow Roth's changes, because authors aren't permitted to revise their own entries 
without having secondary sources to back them up. Only after Roth's open letter was 
published in The New Yorker could the error be fixed under Wikipedia's rules. 
Overall, Jemielniak portrays himself as an optimistic critic -- appreciative of 
Wikipedia's strengths and hopeful that the flaws can be sorted out. He call Wikipeida 
"an insanely ambitious project to compile all human knowledge," adding that its 
social organization is "fascinating, unique and inspiring." 
Appendix 29 Yerdle 
Appendix 29.1 Yerdle Source 1: This Startup Wants To  
  Compete With Amazon And eBay With The  
  Price Tag Of $0 
 
Source 1: Tilley, A. (2014). This Startup Wants To Compete With Amazon And 
eBay With The Price Tag Of $0 Forbes.  Retrieved 3 August, 2014, from 
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http://www.forbes.com/sites/aarontilley/2014/02/12/this-startup-wants-to-
compete-with-amazon-and-ebay-with-the-price-tag-of-0/ 
If you’re like most people, you’ve got a lot junk you don’t use piling up in your 
garage. And San Francisco-based startup Yerdle wants to help you get rid of it. 
Yerdle is today launching its marketplace of free stuff that people don’t want 
nationwide. Using a credit system, Yerdle’s marketplace allows users to bid on or 
“buy” bread makers, bikes and electronic gadgets that people have long forgotten. 
Credits are acquired by sharing your own stuff on the marketplace. New users start 
out with 250 free credits. (With 250 credits, the most expensive thing I could find 
was a Linksys Wireless Router.) 
The national launch includes shipping anywhere in the country for $2-$4 as well as 
an update to the app–which includes a curated front page of interesting stuff for sale 
and an “add to shopping cart” and “checkout” buttons that are meant to replicate 
internet shopping experiences. 
Founded by a former Walmart executive and an environmentalist, Yerdle has been 
working on its marketplace for a little more than a year now just in San Francisco 
and has gotten nearly 30,000 users signed up since its launch on Black Friday 2012. 
The company has learned along the way that getting the marketplace experience to 
be more like buying anything else on the internet works best. Its credit system, for 
example, didn’t start until October of last year and that’s when members started 
using Yerdle more. 
“When we launched credits, we saw a huge spike in activity,” Adam Werbach, 
cofounder and head of product at Yerdle, says. ”People could understand all of a 
sudden the social and emotional components of the exchange. … It needs to 
approximate shopping.” 
Will this kind of marketplace work outside of Silicon Valley’s cloistered “shared 
economy” mentality? Werbach is pretty sure that his company’s model appeals to 
underlying behaviors found in everybody. Informal sharing is a normal part of daily 
life for most people; Yerdle is just bringing it into the world of internet shopping. 
Other so-called “shared economy” startups like Uber (car sharing) and Airbnb (house 
sharing) have been getting a lot of traction in the past year. Google GOOG -1.95% 
Ventures invested $258 million in Uber last summer and Airbnb’s valuation numbers 
have been spinning into the $2 billion region. 
An advantage Yerdle may have over Uber and Airbnb is that it’s unlikely to get 
locked up in same kind of regulatory battles that they have been facing. A 
disadvantage for Yerdle is the lack of a clear business model. Werbach says 
eventually the company will start selling its credits for cash instead of requiring users 
to slowly acquire them through the sharing of their personal belongings. But 
giving Yerdle members the ability to simply buy credits would seem to put at risk its 
mission of a marketplace of free stuff–if it’s cheaper than ordering from Amazon, 
why not just buy enough credits for that DVD set of the Wire you found on Yerdle? 
Ultimately, Werbach says, ”the mission is to reduce the acquisition of new things by 
25 percent. We’re doing that by building a new kind of internet retail. You basically 
currently have two—eBay and Amazon. We think we have the capacity to be the 
third. The big thing to win at is price, and you can’t beat free as a price. You can buy 
that Lego set or get it for free on Yerdle.” 
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Of course, it’s unlikely you’ll want to trade in your Amazon Prime membership for 
Yerdle anytime soon. Yerdle currently has nowhere near the selection of goods that 
Amazon or eBay has and likely won’t for a long time. 
 
Appendix 29.2 Yerdle Source 2: Using innovation to shift  
  behavior from consumption to conservation-  
   A little bit of give and take 
 
Source 2: Clark, A. M. (2013). Using innovation to shift behavior from consumption 
to conservation. The Guardian.  Retrieved 15 August, 2014, from 
http://www.theguardian.com/sustainable-business/innovation-shift-
behaviour-consumption-conservation 
 
Whether directing excess capacity toward sustainable purchasing or away from 
unsustainable investing, a good network is one that gets people talking to each other. 
In his closing keynote, Adam Werbach used the example of saving circles in 
Mumbai, India, whose members offer each other mutual support by promising to 
"save every day, survey your community, and spread the word". 
Werbach is now focusing on cultivating a sharing economy as the co-founder of 
Yerdle, an app that aims to help neighbours share. "We started with a simple 
question," said Werbach. "What if we can we get people to stop buying 25% of 
durable goods and borrow them instead?" 
Considering that 80% of the items in our homes are used less than once a month, and 
self-storage is up 1,000% over the past 30 years, revisiting the old-fashioned practice 
of sharing might be revolutionary. The Yerdle community now has 20,000 members 
who are discovering that swapping stuff with their neighbors is not only cheaper, but 
can also be fun. 
And fun is a vital ingredient for engaging people. Until we can make conservation 
more socially attractive than consumption, sustainable transformation is going to 
remain an uphill climb for all of us. 
 
 
Appendix 29.3 Yerdle Source 3: Yerdle goes national with  
  battle cry of ‘share, not shop’ 
 
Source 3: Levine, B. (2014). Yerdle goes national with battle cry of ‘share, not 
shop’.   Retrieved 1 January, 2016, from 
http://venturebeat.com/2014/02/12/yerdle-goes-national-with-battle-cry-of-
share-not-shop/ 
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Yerdle, an online store that wants to be the eBay of the sharing economy, is 
expanding beyond its initial markets and going national. Its goal: to have Americans 
ask the question, “Why shop when you can share?” 
Today, the marketplace began offering national low-cost shipping of $2 to $4 for 
users who want to get and give things through a swap of credits. 
Givers of things get points once those things are sold, and you can use your points to 
buy products, either via an auction or a “get it now” purchase. You get 250 credits 
just for joining. A vintage canteen, for instance, costs 30 credits; and five Tori Amos 
CDs, if you’re so inclined, go for 125 credits. 
Items are offered for bidding up to a week, and a daily email shows a selection of 
new things to get. If the company has its way, “yerdle” will become a verb for 
giving, getting, or borrowing anything for free. 
Along with the national shipping, the company is unveiling an updated iOS app with 
enhanced discovery functions, a new home screen, a new social activity feed, and an 
easier-to-use shopping cart. An Android app is on the way, and a website with 
limited functionality is up. 
‘Displace 25 percent’ 
The founders have backgrounds in doing more with less. Adam Werbach is the ex-
president of the Sierra Club and founder of San Francisco-based sustainability 
consultancy Saatchi & Saatchi S. Andy Ruben was the chief sustainability officer 
and head of global strategy at Walmart, and Carl Tashian was part of the founding 
team of Zipcar. 
Werbach, who is now head of product at the company, told VentureBeat that the goal 
“is to displace 25 percent of what people are buying now,” based on research the 
team did on what unused items people in San Francisco had in their closets. 
With shipping being done at cost and a moneyless credit system, Werbach said the 
business model will involve selling a small number of credits to users who prefer to 
go that route. Currently, the site has about 25,000 members, mostly in the San 
Francisco area. 
The target customer is “someone who is looking to buy a new snowboard on 
Amazon,” Werbach said, “but would rather find it here.” Why buy it on Yerdle and 
not used on eBay? Because, he said, “People like to be able to shop without money, 
earn credits, and de-clutter their lives.” 
$5 to $6 trillion in potential inventory 
Yerdle joins a growing group of social sharing companies that include Airbnb, 
Taskrabbit, Zipcar, Tradesy, and Uber. Ultimately, Werbach said, “The goal of this 
sharing or circular economy is helping to stop waste so that seven billion people can 
live on this planet.” 
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Mitch Lowe, a Yerdle investor and founder/ managing partner of Greenstart, told us 
that the sharing economy represents a “fundamental shift, and Yerdle is the first to do 
this across categories of products.” He also described a big attraction for the 
investors: “There’s an estimated $5 or $6 trillion in potential inventory in closets 
around the world.” 
The site first launched in San Francisco on Black Friday 2012 with 10,000 items and 
peer-to-peer delivery, followed by a rollout in the New York area in winter of last 
year. The company has been backed by $1.7 million in an initial seed round by The 
Westly Group, Claremont Creek Ventures, Greenstart, and Silicon Valley angel 
investors. 
 
Appendix 30 YouTube 
Appendix 30.1 YouTube Source 1: About YouTube 
 
Source 1: YouTube. 2015. "Statistics."   Retrieved 1 January, 2016, from 
https://www.youtube.com/yt/press/en-GB/statistics.html 
Statistics :Product  
 YouTube has more than 1 billion users  
 Every day, people watch hundreds of millions of hours on YouTube and 
generate billions of views  
 The number of hours people are watching on YouTube each month is up 50% 
year on year  
 300 hours of video are uploaded to YouTube every minute  
 ~60% of a creator’s views come from outside their home country  
 YouTube is localised in 75 countries and available in 61 languages  
 Half of YouTube views are on mobile devices  
 Mobile revenue on YouTube is up over 100% y/y  
Advertising  
 More than a million advertisers are using Google ad platforms; the majority 
of these advertisers are small businesses  
 85% of our TrueView in-stream ads are skippable  
 Google Preferred has been a huge success – we’ve secured upfront 
commitments from many of the top agencies, including OMG, Digitas, IPG, 
Carat and SMG, and sold out the majority of our product offering  
 Top YouTube creators were found to be more popular than mainstream 
celebrities among US teenagers (Variety)  
Investing in Our Creators  
 Partner revenue is up over 50% from 2013 to 2014 (10/10/14)  
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 We’ve been investing in our creators:  
 Opened YouTube Spaces in Los Angeles, Tokyo, London, New York 
and Sao Paulo, so far bringing in 60k+ people who’ve created over 
6,500 videos that have generated more than 50 million hours of watch 
time, the equivalent of more than 5,700 years  
 Launched multimedia promotional campaigns highlighting top 
creators on YouTube in 7 countries around the world, increasing 
awareness for those featured by up to 4x  
 Of the 100+ channels we funded in 2011, 86 are in the top 1% of all 
YouTube channels, 25 have 1+ million subscribers and collectively 
they’re getting over 3/4 billion views a month  
 More than a million channels in dozens of countries are earning revenue from 
the YouTube Partner Programme, and thousands of channels are making six 
figures per year  
 We’ve invested tens of millions of dollars into Content ID, our copyright 
management system. The result is that, since 2007, we’ve paid out over $1 
billion to partners who have chosen to monetise their claims using Content 
ID.  
 
Appendix 30.2 YouTube Source 2: Top 6 Characteristics of  
  Popular YouTubers and Vloggers 
 
Source 2: VlogNation. 2015. "Top 6 Characteristics of Popular Youtubers and Vloggers."   
Retrieved 1 October, 2015, from http://www.vlognation.com/top-characteristics-popular-
youtube-vloggers/ 
When you are creating vlogs and uploading them to your amazing YouTube channel, 
it can become very distracting when you look at what the top YouTubers are doing. 
But you love great videos, and so of course you are subscribed to other channels. 
At times, you will see other YouTube channels growing at a faster pace than yours. 
What are they doing differently? How are they getting more views? What is their 
marketing secret? 
 
Luckily, you do not have to wonder any longer: we have compiled a list of the six 
greatest characteristics of the top YouTube vloggers out there, as well as handy hints 
for you to try out yourself! 
Have a consistent vlogging schedule. 
 522 
 
Many viewers love following a routine on YouTube. They like everything to be 
regular, so that they know when to look forward to another great video that you have 
created. That is why the very best vloggers have a schedule that they keep to, and 
they never alter that schedule unless something unforeseen happens. That means that 
their loyal fans always know that if they want to catch the next vlog from them, all 
they will need to do is tune in every Wednesday, for example. It’s like looking 
forward to the next episode of your favorite TV show. 
Over to you: decide how often you can make an incredible video, and then add an 
extra day. Life happens, and most of the time you have no idea what challenges you 
could come up against. Then you need to make sure that you always upload a new 
video on that interval. For example, if you think that you could make a new video 
every three days, you could decide to release one on every Monday and every 
Thursday. That gives you a little bit of leeway, and something for your fans to look 
forward to! 
Engage with their viewers. 
Viewers on YouTube want to feel that they are really contributing something, and 
that they are making a tangible difference to the way that their favourite YouTube 
vloggers make videos. You will probably notice really popular vloggers engaging 
with their viewers by interacting on social media, asking for their opinions, and even 
replying directly to feedback within their own vlogs. 
This helps your viewers, subscribers, and fans become a part of your video 
community. Having a strong and responsive community is very important for the 
growth of your channel. Engaging with the audience is one of the characteristics that 
successful vloggers almost always have, and that means that their audience feels just 
as much a part of the videos as anyone else. 
Over to you: why don’t you ask your viewers for ideas on what to make your video 
on for next week? Not only will you immediately store up a whole bunch of vlog 
ideas that you can use over the upcoming weeks, but you will have many viewers 
excited to see if their idea was chosen. 
Use social media effectively. 
Ah, social media. Love it or hate it, social media is a powerful tool when you have to 
promote your vlogs. There are many social media outlets that you can use, but two 
popular options are Twitter, and having a blog. 
Twitter is perfect for YouTubers because you don’t need a really long explanation – 
the video does that by itself. Twitter is also amazing because it naturally lends itself 
to sharing. Before you know it, a tweet about your latest video could be retweeted by 
ten people – and if they have one hundred followers each, that is a thousand people 
who could potentially see your video. 
A blog is an amazing tool as well, because you can then show behind the scenes 
photographs, talk about the inspiration for the videos that you have been making, and 
again, increase the level of engagement and interaction that is possible for your 
viewers. 
Over to you: include the link to your YouTube channel on all of your social media 
profile descriptions. A cool trick to use on Twitter is to showcase your latest vlog by 
using a pinned tweet. By doing so, your latest video will be the first thing shown to 
those visiting your profile page. 
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Use Channel branding. 
YouTube branding may seem a bit of a commercial thing to talk about when thinking 
about the top vloggers, but in fact there are many elements of branding that they are 
probably using without you even realising it. 
For example, even the little logo of their channel is branding; it has been designed to 
interest you, and encourage you to click on it. They may use specific music on each 
video – and that means that the next time you hear it, you may be reminded of their 
channel. 
Building a brand around your vlogs is vital for success. It gives your YouTube 
channel more authority, and allows you to grow your viewership. 
Try this: Have you ever heard about T-shirt marketing? If you are looking for a cool 
way to brand your vlogging channel then you can check out our article on how to 
promote your videos with t-shirt marketing. Learn how to brand your channel by 
wearing a custom designed t-shirt! 
Offer something for nothing. 
Something for nothing? That sounds a bit suspect, right? Wrong. Giving things away 
and completely for free is not something that is only done by companies; it is also 
done by vloggers that want to gain the loyalty of the casual viewer. 
Some vloggers offer the products that they are reviewing to the best commenter, 
some offer a copy of that fabulous t-shirt that they are wearing, and some do even 
cooler things. Once again, it may seem as though you are automatically prevented 
from doing this if you do not have a ready budget, but the things that you give away 
do not have to be expensive, or even cost money at all! They just have to be cool 
enough to interest the viewer. 
What you decide to give away for free will heavily depend on the type of videos that 
you are making. For example, if you make videos about craft, you could give away 
the samples that you make. 
Network with other YouTube vloggers 
This is the greatest characteristic of them all, and the one that very few people seem 
to realise is critically important. Some of the most exciting – and most viewed – 
videos on YouTube are those where two awesome vloggers have got together and 
created a video together. To take things to the next level: some vloggers may even 
swap channels for a week, and only post videos created by the other person. You can 
even exchange mentions instead of creating a collab video. 
The advantages of collaboration videos are huge: especially as you will immediately 
reach a totally different audience that will learn about you and your vlogs. 
Over to you: if you can connect with other YouTube vloggers, then you should 
definitely jump at the chance. You will create a marvellous reputation with other 
users, who will be able to recommend you, and you will have a whole lot of fun 
doing it. 
Now that you know the six essential characteristics of popular YouTube vloggers, 
and how to use those characteristics for your own channel, there is absolutely 
nothing stopping you! 
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Appendix 30.3 YouTube Source 3: It attracts a lot of viewers, 
  but can “user-generated” video make money?  
 
Source 3: Economist. 2006. "It Attracts a Lot of Viewers, but Can “User-Generated” Video Make 
Money? ."   Retrieved 1 January, 2016, from http://www.economist.com/node/7855102 
“STARBUCKS has comfy chairs, but they don't charge people for sitting in them,” 
says Tom McInerney, the boss and co-founder of Guba, an internet-video company. 
Instead, he explains, Starbucks provides a comfortable environment, at considerable 
expense, so that people will buy overpriced coffee. That, in essence, is the business 
model being pursued by websites that host “user-generated content” such as personal 
blogs, photographs and today's craze, amateur videos, which can be uploaded and 
watched on sites such as YouTube, Google Video, MySpace, Guba, Veoh and 
Metacafe. By offering a setting for free interaction, such sites provide the online 
equivalent of comfy chairs. The trouble is that, so far, there is no equivalent of the 
overpriced coffee that brings in the money and pays the bills. 
AP Head and shoulders above the rest, for now 
That is why people like Chad Hurley and Steven Chen (pictured), the co-founders of 
YouTube, the clear leader of the pack by audience size, are casting around for a 
business model. Aware that inserting advertisements at the beginning of video clips, 
as some sites do, is annoying and risks driving away YouTube's users, Mr Hurley 
and Mr Chen have announced two experiments with advertising, with the promise of 
more to come. One idea is for “brand channels” in which corporate customers create 
pages for their own promotional clips. Warner Brothers Records, a music label, led 
the way, setting up a page to promote a new album by Paris Hilton. The second 
experiment is “participatory video ads”, whereby advertisements can be uploaded 
and then rated, shared and tagged just like amateur clips. This “encourages 
engagement and participation,” the company declares. 
Even as advertisers evaluate these new ideas, however, YouTube and the other 
video-sharing sites face other difficulties. For one thing, they are in a no-man's land 
of copyright law: they promise to pull pirated content from their sites when asked to 
do so, but it is only a matter of time before one of them is hit with a big lawsuit. 
Then there are the costs of running such a site—video requires a lot of bandwidth 
and storage. A rival estimates that YouTube is losing more than $500,000 a month. 
Putting paid-for advertisements alongside amateur video clips, perhaps based on 
keywords or tags, poses another problem. “How do you know the guy in a video 
doesn't make a racial slur?” asks Mr McInerney. Many firms will be cautious about 
letting an automatic system—such as, say, Google's AdSense—place their ads next 
to user-generated clips of unknown provenance and with potentially embarrassing 
contents. (Even so, Guba is testing AdSense for Video, which has not yet been 
officially launched.) 
 525 
 
For its part, Guba is betting on a combination of advertising plus the sale and rental 
of commercial video material. Its site offers both free amateur videos and paid-for 
content, including films from Sony and Warner Brothers. When Guba cut its prices 
last week, allowing new films to be downloaded for $9.99 and older ones for $4.99, 
its sales jumped tenfold. Google Video also allows content owners to charge for 
video. This suggests that internet-video sites are on a collision course with DVD-
rental outfits, such as Netflix, which are moving towards the delivery of films via the 
internet, rather than as discs sent through the post. 
That, in turn, highlights another business model for the 200-odd internet-video sites. 
During the previous internet bubble, they would have rushed to list their shares as 
fast as they could; this time around, many will try to be bought by media 
conglomerates instead. Last week Sony, which has a large film studio and lots of 
video to promote, bought Grouper, a small video-sharing site, for $65m. And News 
Corporation, Rupert Murdoch's media conglomerate, is turning MySpace, its popular 
social-networking site, into a challenger to YouTube. Little wonder then that the 
founders of YouTube, Guba and other independent video sites go to great lengths to 
be quoted saying respectful things about other media moguls.  
 
Appendix 30.4 YouTube Source 4: YouTube Is a Lousy Place 
  to Make Money  
 
Source 4: Solovic, S. 2015. "Youtube Is a Lousy Place to Make Money."   Retrieved 1 January, 
2016, from https://www.entrepreneur.com/article/251108 
 
Susan Solovic, September 29, 2015  
A friend who’s an avid fly fisherman occasionally posts videos of his exploits on 
YouTube. He’ll never forget two things about his little hobby: 
 The time a fellow fisherman recognized him out on the stream because he had 
seen his videos (it happened just once), and 
 When Google deposited $100 to his bank account that he earned through the 
ads that run at the beginning of his videos (this also happened only once, in 
about three years). 
Granted, the YouTube audience of middle-aged men who while away their spare 
time watching fly-fishing videos online is rather small when compared with other 
YouTube demographics, but few of us are going to make any significant change 
through Google’s AdSense program on YouTube. 
So the question becomes: What piece of the puzzle does a YouTube channel provide 
in the success of a small business? 
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In a small way (a very small way) I think my fisherman friend’s first point above 
gives us an indication of how useful YouTube can be to a small business owner. 
Even without trying, he achieved a measure of branding success. He was recognized. 
For him, fly fishing is just a hobby. However, if he decided to become a fishing 
guide, for example, he could post a significant number of videos on YouTube and 
probably do a good job getting his name out to his most valuable prospects. 
If establishing your authority has any place in your marketing strategy, creating a 
good YouTube channel with fairly deep content is a great idea. Jason Calacanis, 
whose videos are very popular on YouTube, recently put it this way in a New York 
Times article: “YouTube is an awesome place to build a brand, but it is a horrible 
place to build a business.” 
Related: There Are No Participation Awards in the Real World 
In fact, you might want to steer clear of even joining Google’s AdSense program and 
running ads on your videos. According to those who have been working hard at 
generating revenue via ads, the odds are heavily stacked against you. 
First, Google takes a big cut out of the ad revenue; some estimate it at 45 percent. 
Second, the downward pressure on ad rates is enormous. Finally, so many content 
creators are competing for eyeballs that it’s almost impossible to get enough views to 
generate real money. 
With all of this negativity as a back drop, why would you want to bother cheapening 
your small business’ videos by running ads that aren’t going to impact your bottom 
line anyway? 
Of course, using your YouTube videos to sell your own products and services is a 
different story. Discovering the right blend of informative content to promotional 
content within a video can pay big dividends for your small business. Further, as I 
said above, establishing your position as an industry or product authority is always to 
your benefit. 
One final note: Google won’t deposit money you’ve earned from YouTube ads until 
the balance due hits $100. That’s why it took my friend a few years to reap his 
handsome profit. He tells me his current balance is $27 and he’s praying that he lives 
long enough to see it hit the magic $100 mark again! His views have been falling off. 
 
Appendix 30.5 YouTube Source 5: YouTube videos generate 
  concern about beauty and self-esteem 
 
Source 5:  Imam, M. (2014). YouTube videos generate concern about beauty and 
self-esteem.   Retrieved 1 January, 2016, from 
http://www.northbynorthwestern.com/story/youtube-videos-generate-
concern-about-beauty-and-s/ 
By Medha Imam 9:18 p.m. Feb. 24 2014 
Glancing at the ground, the tween with freshly applied eyeliner and lip-gloss 
hesitates as she begins her monologue about middle school drama. Without looking 
at the camera directly, the girl tells the YouTube audience her dilemma while 
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laughing nervously. Clicking away, she displays a string of photos to the viewers, 
leaving it up to them to decide the ultimate question: “Am I pretty or ugly?” 
Girls ages 9 to 14 have been uploading videos onto YouTube with titles like “Am I 
pretty or ugly?" More than 500,000 videos have been featured on the site since 2011. 
Adults and experts alike are captivated by this new phenomenon that deals with 
issues of self-esteem in girls at a young age and a new, digital means of validating 
beauty. 
According to Renee Engeln, a psychology professor at Northwestern University, 
people have always worried about how they look. Engeln refers to Helen of Troy as a 
historical example of obsessing over beauty, saying that the only difference now is 
that people care more because the Internet provides a constant stream of images for 
comparison. “We imagine the world as it looks like online,” Engeln said. 
Dr. Francesco Belviso, a licensed clinical psychologist in Evanston, Ill., said the 
media complicate matters even more by creating beauty images that make every little 
girl think she wants to be a princess. “The standard is an impossible standard,” 
Belviso said. 
Belviso and Engeln believe that the girls in these YouTube videos are engaging in 
typical behavior, seeing and thinking like other girls their age. Belviso and Engeln’s 
only concern is that they are asking personal questions within a much more public 
sphere. 
“One worry about this younger generation is that they don’t understand the nature of 
privacy,” Engeln said. 
According to a Pew Internet & American Life Project study, teens have increased the 
amount of information they’re sharing on social media sites since 2006. Among teen 
social media users in 2012, 24 percent said they post videos of themselves on social 
media sites, while 91 percent posted photos. 
This increase in sharing information on the Internet concerns Belviso. “Teens are no 
longer in a group of five girls or boys who are trying to figure things out,” Belviso 
said. “They are with this audience of anonymous commentators that can say mean 
stuff without any fear of repercussions.” 
Dr. Asmat Jafry, a child psychiatrist at Edward Hospital in Naperville, Ill., fears that 
commentators who post negative feedback will affect the girls’ self-esteem. 
“Somebody’s opinion can cause a lot of damage to their psychological makeup,” 
Jafry said. “They can be really hurt by what some people write.” 
Jafry blames the YouTube trend on the “drive for people to look a certain way.” She 
said that there’s an unrealistic concept of beauty that is making the girls feel anxious 
about their appearances. 
On the other hand, Engeln believes their behavior is more of a result of dysphoria, a 
state of sadness or distress. She also links the videos to social comparison theory, 
which is about our drive to compare ourselves to others by collecting data and 
figuring out where we stand. “We want an accurate view of ourselves in all kinds of 
dimensions,” Engeln said. 
Teresa Quinn, a school social worker at Chute Middle School in Evanston, 
characterized this type of behavior as self-destructive because the girls are relying on 
outside opinions or factors to determine their self-worth. 
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“There is a hope that when they post to social media, people are just going to feed 
into their self-esteem,” Belviso said. “But that’s not the case. Even if they get 
positive answers, it’s never going to be a valuable effort.” 
Another study released by the Pew Research Center in 2007 found that posting 
photos and videos online initiates conversation. Of the one in five social networking 
teens who have posted videos online, 48 percent said people “sometimes” comment 
on their videos, while 24 percent said that people comment “most of the time.” In 
total, 57 percent of all online teens watched a video on a video-sharing site such as 
YouTube. 
After Denise Davidson, associate professor of psychology at Loyola University of 
Chicago, watched the videos and read certain comments, she wondered why parents 
were not monitoring what their young daughters were posting on YouTube. 
Davidson called the trend “alarming” because he thought the “psychological 
ramifications are enormous” when the girls open the door for criticism or praise. 
Engeln had similar concerns, reacting strongly to the age group posting the videos. 
“That’s who’s doing it?” Engeln said. “I think their parents ought to monitor their 
computer usage. Who lets a 9-year-old do that?” 
As reported by a 2012 Pew Research Center study, 46 percent of parents of all online 
teens have engaged in conversation and were concerned about a post to their teen’s 
profile or account. Half of the parents of online teens have used parental control or 
have monitored their child’s online behavior. 
Some experts think even more involvement by parents can prevent this YouTube 
trend. They believe the basis of the girls’ behavior is the lack of parental and peer 
support in their children’s online presence and their battle against society’s definition 
of beauty. 
“There’s this element of intentional parenting, constantly trying to combat that 
script,” said Alecia Wartowski, a mother of three children and resident of Evanston, 
Ill. Wartowski said parents should be thoughtful and not forceful when conversing 
with their children. 
“If I were a parent of one of these kids, I would try to figure out what my child likes 
or is good at, and how I can help them build some resilience to the world to help 
them create an identity through their interests,” Wartowski said. Wartowski proposed 
that parents should hone their children’s time and energy into features other than 
looks and should foster in their children a critical understanding of the world. Jafry 
agreed with these efforts, noting that physicians can only educate the parents; they 
have the ultimate decision on how to handle this. 
Besides parenting, Marci Fox, licensed psychologist in Boca Raton, Fla., and 
contributing author of Think Confident, Be Confident, said another way to solve this 
problem is to focus on the child, building her confidence and using cognitive therapy. 
In her book, Fox emphasizes believing in the self and eliminating any self-doubt. 
“It’s about helping people pull out their thoughts,” Fox said. “In terms of these girls, 
it’s helping them recognize and pulling out that thought of being ugly, and having 
them think what ugly means.” 
Engeln said the trend speaks to another solution: a need for more feminist education 
to teach girls at a young age not to just reject beauty, but to question it. Although 
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solutions to the “Am I pretty or ugly?” videos such as parental engagement have 
been proposed, Engeln still feels anxious about the future of the trend. 
“I think people are trying to fight back,” Engeln said. “I see little micro revolutions 
that are happening, but I don’t think anyone will overthrow the dominant culture.” 
 
Appendix 31 Zipcar 
Appendix 31.1 Zipcar Source 1: Zipcar's Tech is Saving City 
  Governments Millions of Dollars 
 
Source 1 :  Howard, A. (2012). Zipcar's Tech is Saving City Governments Millions 
of Dollars.   Retrieved 1 January, 2017, from 
https://www.forbes.com/sites/oreillymedia/2012/04/18/zipcars-tech-is-
saving-city-governments-millions-of-dollars/#12f290fa3de0 
Apr 18, 2012 @ 08:24 AM 2,345  
O’Reilly Media Contributor Group  
Opinions expressed by Forbes Contributors are their own.  
This post originally appeared on O’Reilly Radar ("Carsharing saves U.S. city 
governments millions in operating costs"). It’s republished with permission. 
By Alex Howard 
One of the most dynamic sectors of the sharing economy is the trend in large cities 
toward more collaborative consumption — and the entrepreneurs have followed, 
from Airbnb to Getable to Freecycle. Whether it's co-working, bike sharing, 
exchanging books and videos, or cohabiting hackerspaces and community garden 
spaces, there are green shoots throughout the economy that suggest the way we work, 
play and learn is changing due to the impact of connection technologies and the 
Great Recession.  
This isn't just about the classic dilemma of "buy vs. rent." It's about whether people 
or organizations can pool limited resources to more efficiently access tools or 
services as needed and then pass them back into a commons, if appropriate. 
Speaking to TechCrunch last year, Lauren Anderson floated the idea that a 
collaborative consumption revolution might be as "significant as the Industrial 
Revolution." We'll see about that. The new sharing economy is clearly a powerful 
force, as a recent report (PDF) by Latitude Research and Shareable Magazine 
highlighted, but it's not clear yet if it's going to transform society and production in 
the same way that industrialized mass production did in the 19th and 20th centuries. 
 
Infographic from "The New Sharing Economy" study. Read the report (PDF) and see 
a larger version of this image.  
Carsharing is saving 
What is clear is that, after years of spreading through the private sector, collaborative 
consumption is coming to government, and it's making a difference. A specific 
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example: Carsharing via Zipcar in city car fleets is saving money and enabling 
government to increase its efficacy and decrease its use of natural resources. 
After finally making inroads into cities, Zipcar is saving taxpayers real money in the 
public sector. Technology developed by the car-sharing startup is being used in 10 
cities and municipalities in 2012. If data from a pilot with the United States General 
Services Agency fleet pans out, the technology could be also adopted across the 
sprawling federal agency's vehicles, saving tens of millions of dollars of operating 
expenses though smarter use of new technology. 
"Now the politics are past, the data are there," said Michael Serafino, general 
manager for Zipcar's university and FastFleet programs, in a phone interview. 
"Collaborative consumption isn't so difficult from other technology. We're all used to 
networked laser printers. The car is just a tool to do business. People are starting to 
come around to the idea that it can be shared." 
As with many other city needs, vehicle fleet management in the public sector shares 
commonalities across all cities. In every case, municipal governments need to find a 
way to use the vehicles that the city owns more efficiently to save scarce funds.  
 
The FastFleet product has been around for a little more than three years, said 
Serafino. Zipcar started it in beta and then took a "methodical approach" to rolling it 
out.  
FastFleet uses the same mechanism that's used throughout thousands of cars in the 
Zipcar fleet: a magnetized smartcard paired with a card reader in the windshield that 
can communicate with a central web-based reservation system.  
There's a one-time setup charge to get a car wired for the system and then a per-
month charge for the FastFleet service. The cost of that installation varies, predicated 
upon the make of vehicles, type of vehicles and tech that goes into them. Zipcar 
earns its revenue in a model quite similar to cloud computing and software-as-a-
service, where operational costs are billed based upon usage.  
Currently, Washington, D.C., Chicago, Santa Cruz, Calif., Boston, New York and 
Wilmington, Del. are all using FastFleet to add carsharing capabilities to their fleets, 
with more cities on the way. (Zipcar's representative declined to identify which 
municipalities are next.)  
Boston's pilot cut its fleet in half 
"Lots of cities have departments where someone occasionally needs a car," said 
Matthew Mayrl, chief of staff in the Boston Public Works department, during a 
phone interview.  
"They buy one and then use it semi-frequently, maybe one to two times per week. 
But they do need it, so they can't give up the car. That means it's not being used for 
highest utilization." 
The utilization issue is the key pain point, in terms of both efficiency and cost. 
Depending on the make and model, it generally costs between $3,000 and $7,000 on 
average for a municipality to operate a vehicle, said Serafino. "Utilization is about 
30% in most municipal fleets," he said.  
That's where collaborative consumption became to relevant to Boston. Mayrl said 
Boston's Public Works Department talked to Zipcar representatives with two goals in 
mind: get out of a manual reservation system and reduce the number of cars the city 
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uses, which would reduce costs in the process. "Our public works was, for a long 
time, administered by a city motor pool," Mayrl said. "It was pretty old school: stop 
by, get keys, borrow a car." 
While Boston did decide to join up with Zipcar, public sector workers aren't using 
actual Zipcars. The city has licensed Zipcar's FastFleet technology and is adding it to 
the existing fleet.  
One benefit to using just the tech is that it can be integrated with cars that are already 
branded with the "City of Boston," pointed out Mayrl. That's crucial when the 
assessing office is visiting a household, he said: In that context, it's important to be 
identified. 
Boston started a pilot in February that was rolled out to existing users of public 
works vehicles, along with two pilots in assessing and the Department of Motor 
Vehicles. The program started by taking the oldest cars off the road and training the 
relevant potential drivers. Using carsharing, the city of Boston was able to reduce the 
number of vehicles in the pilot by over 50%. 
"Previously, there were 28 cars between DPW [the Public Works department] and 
those elsewhere in the department," said Mayrl. "That's been cut in half. Now we 
have 12 to 14 cars without any missed reservations. This holds a lot of promise, only 
a month in. We don't have to worry about maintenance or whether someone is parked 
in the wrong place or cleaning snow off a car. We hope that if this is successful, we 
can roll it out to other departments." 
The District's fleet gets leaner 
While a 50% reduction in fleet size looks like significant cost savings, Serafino said 
that a 2:1 ratio is actually a conservative number.  
"We strive for 3:1," Serafino said. "The one thing we have is data. We capture and 
gather data from every single use of every single vehicle by every single driver, at a 
very granular level, including whenever a driver gets in and out. That allows a city to 
measure real utilization and efficiency. Using those numbers, officials can drive 
policy and other things. You can take effective utilization and real utilization and 
say, 'we're taking away these four cars from this area.' You can use hard data 
gathered by the system to make financial and efficiency decisions." 
Based upon the results to date, Serafino said he expects Washington, DC, to triple its 
investment in the system. "The original pilot was started by a mandated reduction by 
[former DC Mayor Adrian] Fenty, who said 'make this goal,' and 'get it done by this 
date.' Overall, DC went from 365 to 80 vehicles by consolidating and cooperating." 
Serafino estimated the reduction represents about 50% of the opportunity for DC to 
save money. "The leader of the DC Department of Public Works wants to do more," 
he said. "The final plans are to get to a couple of hundred vehicles under 
management, resulting in another reduction by at least 200 cars." Serafino estimated 
potential net cost savings would be north of $1 million per year. 
There is a floor, however, for how lean a city's car fleet can become — and a ceiling 
for optimal utilization as well.  
"The more you reduce, the harder it gets," said Serafino. "DC may have gone too far, 
by going down to 80 [vehicles]. It has hurt mobility." If you cut into fat deep enough, 
in other words, eventually you hit muscle and bone.  
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"DC is passing 70% utilization on a per-day basis," said Serafino. "They have three 
to four people using each of the cars every day. The trip profile, in the government 
sense, is different from other customers. We don't expect to go over 80%. There is a 
point where you can get too lean. DC has kind of gotten there now." 
In Boston, Mayrl said they did a financial analysis of how to reduce costs from their 
car fleet. "It was cheaper to better manage the cars we have than to buy new ones. 
Technology helps us do that. [Carsharing] had already been done in a couple of other 
cities. Chicago does it. The city of DC does it. We went to a competitive bid for an 
online vehicle fleet management software system. [Zipcar] was the only respondent." 
Given that FastFleet has been around for more than three years and there's a strong 
business case for employing the technology, the rate of adoption by American cities 
might seem to be a little slow to outside observers. What would be missing from that 
analysis are the barriers to entry for startups that want to compete in the market for 
government services. 
"What hit us was the sales cycle," said Zipcar's Serafino. "The average is about 18 
months to two years on city deals. That's why they're all popping now, with more 
announcements to come soon." 
The problem, Serafino mused, was not making the case for potential cost savings. 
"Cities will only act as sensitive as politics will allow," said Serafino.  
"Boston, San Francisco, New York and Chicago are trying. The problem is the 
automotive and vehicle culture," Serafino said. "That, combined with the financial 
aspects of decentralized budgeting for fleets, is the bane of fleet managers. Most 
automotive fleet managers in cities don't control their own destinies. Chicago is one 
of the very few cities where they can control the entire fleet.  
Cities do have other options to use technology to manage their car fleets, from 
telematics providers to GPS devices to web-based reservation systems, each of which 
may be comparatively less expensive to buy off the shelf.  
One place that Zipcar will continue to face competition at the local level is from 
companies that provide key vending machines, which are essentially automated 
devices on garage walls.  
"You go get a key and go to a car," said Serafino. "If you have 20 cars in one 
location, it's not as likely to make sense to choose our system. If you have 50 cars in 
three locations, that's a different context. You can't just pick up a keybox and move 
it." 
Collaborative consumption goes federal? 
Zipcar is continuing along the long on-ramp to working with government. The next 
step for the company may be to help Uncle Sam with the federal government's car 
fleet.  
As noted previously, the U.S. General Services Agency (GSA) has already done a 
collaborative consumption pilot using part of its immense vehicle fleet. Serafino says 
the GSA is now using that data to prepare a broader procurement action for a request 
for proposals.  
The scale for potential cost savings is significant: The GSA manages some 210,000 
vehicles, including a small but growing number of electric vehicles.  
Given congressional pressure to find cost savings in the federal budget, if the GSA 
can increase the utilization of its fleet in a way that's even vaguely comparable to the 
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savings that cities are finding, collaborative consumption could become quite popular 
in Congress.  
If carsharing at the federal level succeeded similarly well at scale, members of 
Congress and staff that became familiar with collaborative consumption through the 
wildly popular Capital bike sharing program may well see the sharing economy in a 
new light. 
"There's a broader international trend to work to share resources more efficiently, 
from energy to physical infrastructure," said Mayrl. "Like every good city, we're 
copying the successful stuff elsewhere." 
 
Appendix 31.2 Zipcar Source 2: About Zipcar 
 
Source 2 :  Zipcar. (2017). Own the trip, not the car™.   Retrieved 1 May, 2017, 
from http://www.zipcar.com/ 
 
Own the trip, not the car™ 
You drive, and we'll take care of the rest. 
what’s zipcar? 
Glad you asked. It’s a smarter way to get around the city. 
 
 Drive cars by the hour or day. Gas & insurance included. 
 In neighborhoods, cities and airports across the globe. 
 Car sharing saves you hundreds over car ownership. 
 Choose from sedans, hybrids, vans and more. 
 Membership starts as low as $7/month. 
How it works 
4 simple steps to Zipcar freedom. 
join 
Apply online. Once approved, we'll send you a Zipcard to access vehicles 
worldwide. 
reserve 
Book a Zipcar for as little as 1 hour or as long as 7 days. 
tap 
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Hold your Zipcard to the car's windshield to unlock. Voila! It's all yours. 
drive 
Hit the road. When you're done, park the car in its reserved spot and use your 
Zipcard or the app to lock up. 
Where do zipcars live? 
Find us in your local neighborhood, or in cities and airports across 
the globe. 
Rates & plans 
Try a few on for size and pick the one that fits. (You can change at 
any time.) 
 
Learn about Zipcar rates. 
Pick the plan that’s right for you. Once you’ve joined, you can reserve cars by the 
hour or day. Driving rates vary by city and car model. (You guessed it, fancy cars are 
a little more.)  
Membership from: 
$7/mo or $70/yr  
Driving rates from: 
$8-10/hr  
Here’s what you need to do to get on the road: 
create a zipcar log in 
have your driver’s license handy 
grab your credit or debit card 
Join Zipcar  
Don't take it from us. Take it from our members. Here's how they 
use Zipcar. 
 
The Murphys 
A car-free family in Toronto. 
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Richard Fipphen & Pamela Terry 
Urban boomers loving NYC. 
 
Green Couch Productions 
Filming music videos via Ziptruck. 
 
Appendix 31.3 Zipcar Source 3: Company Overview of  
  Zipcar, Inc. 
 
Source 3 :  Bloomberg. (2017). Company Overview of Zipcar, Inc.   Retrieved 1 
July, 2017, from 
https://www.bloomberg.com/research/stocks/private/snapshot.asp?privcapId=
661147 
Zipcar, Inc. owns and operates a car sharing network. It offers self-service vehicles 
that are located in reserved parking spaces in neighborhoods, cities, and airports 
across the globe; and in urban areas and college campuses in Austria, Canada, 
France, Spain, Turkey, the United Kingdom, and the United States. The company 
also provides a Zipcard that unlocks various cars, trucks, and vans. It offers its 
solutions to residents, businesses, and universities. The company was founded in 
2000 and is based in Boston, Massachusetts. As of March 14, 2013, Zipcar, Inc. 
operates as a subsidiary of Avis Budget Group, Inc. 
35 Thomson Place 
Boston, MA 02210 
United States 
Founded in 2000 
Phone: 617-995-4231 
Fax: 617-995-4300 
www.zipcar.com 
Key Executives for Zipcar, Inc. 
Ms. Tracey Zhen  
President  
Mr. Scott Rudberg  
Vice President of Technology  
Ms. Maura Haley  
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Director of Human Resources  
Dr. Andrew Kupiec  
Vice President of North America - Zipcar / Avis / Budget  
Mr. Len Ho  
Division Counsel  
Compensation as of Fiscal Year 2017. 
Zipcar, Inc. Key Developments 
Zipcar Announces Partnership with the City of Worcester 
Jun 28 17 
Zipcar announced a new partnership with the City of Worcester to bring its "wheels 
when you want them" membership service to area residents, businesses, visitors and 
students. Six Zipcars are now available for reservation by the hour or by the day in 
easily accessible locations downtown. The vehicles are parked in designated spots 
for convenient pick-up and drop-off and can be reserved in seconds on Zipcar's 
mobile app, online or over the phone. The Zipcar Worcester fleet features a variety 
of makes and models, including a Honda CR-V named "Raclette," great for a 
weekend getaway, a Honda Civic dubbed "Boopie" to zip around town or a Ford 
Escape called "Eldrick" for a trip to the grocery store. Each reservation includes gas, 
insurance and 180 miles of driving per day, making it a great option for those 
looking for ways to save money on the high cost of car ownership. 
Zipcar Officially Launches in Worcester, Massachusetts 
Jun 28 17 
Zipcar officially launched in Worcester, Massachusetts. Zipcar announced a new 
partnership with the City of Worcester to bring its 'wheels when user want them' 
membership service to area residents, businesses, visitors and students. Six Zipcars 
are now available for reservation by the hour or by the day in easily accessible 
locations downtown. The vehicles are parked in designated spots for convenient 
pick-up and drop-off and can be reserved in seconds on Zipcar's mobile app, online 
or over the phone. The Zipcar Worcester fleet features a variety of makes and 
models, including a Honda CR-V named 'Raclette,' great for a weekend getaway, a 
Honda Civic dubbed 'Boopie' to zip around town or a Ford Escape called 'Eldrick' for 
a trip to the grocery store. Each reservation includes gas, insurance and 180 miles of 
driving per day, making it a great option for those looking for ways to save money on 
the high cost of car ownership. The launch in Worcester builds on the company's 
success at several universities in the area, including Clark University, College of the 
Holy Cross, Worcester Polytechnic Institute and Worcester State University. With a 
number of students already using Zipcar, the company was eager to expand its 
presence off-campus to provide more residents and visitors with convenient access to 
wheels where they live, work and play. Zipcar members can reserve and drive any of 
the company's vehicles in Worcester as well as more than 12,000 vehicles in the 
company's global fleet. 
Zipcar Expands to Asia With Launch of Car Sharing Service in Taipei, Taiwan 
Jun 9 17 
Zipcar announced the launch of its car sharing service in Taipei, Taiwan. This marks 
the first major city launch in Asia for the brand. Zipcar's expansion to Taiwan brings 
car sharing to even more consumers who want access to a car in the city without the 
cost and hassle of ownership. The company has launched its popular round-trip car 
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sharing service in Taipei to provide consumers with access to a Zipcar in the city 
which can be picked up from a designated parking bay and then returned to the same 
location. Members will have access to a wide range of vehicles including versatile 
cars like the Volkswagen Golf, Audi A1, Ford Focus and Ford Fiesta for shopping or 
seeing family and friends. Small vans such as the Volkswagen Caddy will also be 
available for journeys including moving and the Volkswagen Sharan for getting 
larger any journey they need to make. 
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Appendix 32 Open Codes  
 
 
Airbnb 1 
Accommodating fulfilled a need 
AK caused BT 
AK caused Trust 
AK found nearby accommodation 
App caused browse  accommodation 
App caused economic growth 
App caused list accommodation 
App caused location identification 
FB caused sharing 
Income  fulfilled a need 
Internet aggregatd supply & demand 
Internet enabled billing 
Need caused Community 
Ratings caused trust 
Reccommendation system caused trust 
Renting fulfilled a need 
Reviews caused trust 
Reviews increased demand 
Sharing caused efficiency 
Sharing caused environmental benefits 
Sharing caused income 
Sharing is cheap 
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Sharing is convenient 
Sharing is less costly 
SI caused BT 
Smartphne enabled AK 
SN caused AK 
SN caused trust 
Technology caused SM 
Testimonials caused trust 
Airbnb 2 
App caused faster growth 
Airbnb 3 
App caused belongingness 
App caused connection 
App caused unique experience 
App cut cost 
App filled empty spaces 
App generated income 
App is scalable 
App is user friendly 
Sharing enabled meet demand 
Airbnb 4 
Trust enabled sharing 
Airbnb 5 
Sharing caused Growth 
Airtasker 1 
AK caused Trust 
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App enabled AK 
App enabled CS 
App enabled SI 
Mobilephones enabled Airtasker 
Outsourcing caused Income 
Trust caused Outsourcing 
Airtasker 2 
Tasking caused Growth/ Scalability 
Trust caused Tasking 
Airtasker 3 
AK caused Reputation 
AK caused Trust 
App enabled Recommendation (AK) 
Amazon 1 
Advertising caused Sales 
App caused CS 
Choice caused Marketing 
Convenience enabled Advertising 
CS caused choice 
CS caused convenience 
Marketing caused Sales 
Amazon 2 
Technology caused Efficiency 
Amazon 3 
App caused BT 
App enabled CS 
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Authoring caused Life Transformation 
BT caused Empowerment 
Buying & Selling (SMEs) caused Life Transformation 
CS  facilitated Passion 
Empoerment caused Authoring 
Empowerment caused Buying & Selling (SMEs) 
Empowerment caused Inventing 
Inventing caused Life Transfomation 
Passion caused Publishing 
Publishing caused millions of sales 
Screenwriting caused new Startup 
Blablacar 1 
AK caused Reputation 
App enabled Ratings (AK) 
App enabled Reviews (AK) 
Ratings (AK) caused Trust 
Reputation caused more sharing 
Sharing is Ecological 
Sharing is Economical 
Blablacar 2 
CS caused SI 
Technology enabled Blablacar 
Blablacar 3 
App enabled AK 
App enabled SI 
Belongingness caused Crowdsourcing 
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Crowdsourcing built Policy 
SI caused Belongingness 
Smartphone enabled App 
Trust caused Sharing 
Blogger 1 
Blogger enabled Collaboration 
Blogger is best-known 
Blogger is convenient 
Blogger is mainstream 
Blogger 2 
Blogger enable choice 
Blogger enable customisation 
Blogger enable pages 
Blogger enable themes 
Blogger enabled community  
Blogger enabled CS 
Blogger enabled publishing 
Blogger is free 
Community needed to comment 
Community wrote blog posts 
Community wrote comments 
CS caused engagement 
CS raised biz awareness 
Engagement caused More Publishing 
Organisations used Blogger 
Publishing caused Product Awareness 
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SI caused Engagement 
SM enabled collaboration 
SM enabled CS 
SM enabled SI 
Smartphones enabled SM  
Blogger 3 
Ads caused Revenue 
Advertising caused Income 
Blogger is easy to use 
Blogger is economic 
CS enabled Ads 
CS is Passion 
Passion enabled Advertising 
CouchSurfing 1 
AK caused trust 
App caused connectedness 
App enabled reviews (AK) 
Connectedness caused Sharing 
Sharing cut cost 
Technology enabled App 
Trust caused sharing 
CouchSurfing 2 
App caused SI 
App enabled reviews 
App enabled AK 
Belongingness caused Hosting 
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Belongingness caused joining events 
Belongingness caused meeting  members 
Belongingness caused staying with locals 
Meeting members caused authentic CX 
Reviews caused Trust 
SI caused Belongingness 
Staying with hosts is free 
Staying with locals caused authentic CX 
Couchsurfing 3 
AK caused Trust 
App caused UI 
App enabled AK 
Couchsurfing caused UI 
Sharing caused Free Acommodation 
Trust caused Sharing 
Coursera 1 
Abb enabled CS 
App enabled AK 
App enabled feedback (AK) 
Belongingness caused joining of more universities 
Joining of universities caused scalability of students by millions 
Teachnology enabled App 
Coursera 2 
App caused UI 
Convenience caused Registering 
Convenience caused Teaching more classes 
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CS caused Convenience 
CS caused Cost Effectiveness 
Registering caused Growth 
SI caused Convenience 
Teaching More Classes caused More Revenue 
Coursera 3 
App caused SI 
SI caused Belongingness 
David Jones (All 3 Sources In One) 
Adobe enabled App 
App caused easy access 
App caused engagement 
App caused inspiration 
App enabled CS 
App enabled interaction 
App enabled omnichannel 
App enabled shopping 
App enabled SI 
App increased accessibility 
App increased sales 
App made shopping easy 
App showcased content 
Blog drive engagement 
Blog generated hype 
Blog increased engagement 
Blog increased FB followers 
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Blog incresed SM activity 
Content sharing(CS) improved interaction (SI) 
Convenience caused Online-Purchasing 
Easy access caused shopping 
FB drive engagement 
Inspiration caused shopping 
Instagram improved interaction 
Instagram increased interaction 
Omnimirroe posted in Instagram 
Omnimirror posted in FB 
Omnimirror posted in Pinterest 
Omnimirror posted in Twitter 
Online Purchasing increased Sales (by 711%) 
Pinterest improved interaction 
Pinterest increased interaction 
Shopping caused revenue 
Shopping drove revenue 
SI caused Convenience 
SM drive followers 
SM drive traffic 
SM drive web traffic 
SM increased sales 
SM is exciting 
eBay 1 
App enabled BT 
App enabled CS 
 547 
 
BT caused Convenience 
Convenience caused Traction 
CS was User Friendly 
Mobilephones enabled eBay App 
Traction incresed Sales 
eBay 2 
App enabled Ratings (AK) 
Choice caused More Sales 
CS caused Choice 
eBay enabled BT 
eBay enabled CS 
eBay 3 
BT caused Growth 
Choice caused Scalability 
CS caused BT 
Internet enabled eBay 
Facebook 1 
Advertising caused revenue 
Convenience caused Advertising 
CS caused BT 
FB caused CS 
FB caused fans(UI) 
FB caused followers(UI) 
FB caused Instant Articles(CS) 
FB caused likes(UI) 
FB caused publishing. 
 548 
 
FB caused web-traffic 
FB cetered to Needs 
FB is one-stop-shop 
Instant Articles(CS) are convenient 
Publishing created revenue 
SM is engaging 
SN are engaging 
SN caused curating(AK) 
SN hosted content (CS) 
Snapchat hosted content (CS) 
Facebook 2 
FB caused advertising 
FB caused business change 
FB caused connection 
FB caused friend finding (UI) 
FB caused publishing 
FB share content 
Technology hyper-enabled connection 
Facebook 3 
FB caused connection 
FB caused CS 
FB caused empowerment 
FB is fast growing 
FB is scalable 
Facebook 4 
Helping caused Meaningful Communities 
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Organising enhanced daily lives 
SI caused Helping 
SI caused Organising 
Facebook 5 
Belongingness caused Sharing 
CS caused Belongingness 
Sharing cause Wellbeing 
Ford (All 3 Sources In One) 
Communication caused Increased PR 
CS caused empowerment 
CS caused engagement 
Efficient communication improve PR 
Engagement caused better communication 
Engagement increase brand loyalty 
FB enabled traditional events online 
Internet enabled SM 
SM connect customers directly 
SM enable advertise to millions 
SM enable brand management 
SM enable crisis management 
SM enable customer engagement 
SM enable efficient communication 
SM enable marketing 
SM enabled CS 
SM improve communication 
SM increased followers 
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SM incresed fans 
SM is empowering 
SM is engaging 
SM made customers talk about product 
Testimonials built trust 
User generated content (CS) cause advertisement 
User reviews caused advertisement 
Fundrise 1 
App built community 
App caused business impact 
App caused community 
App caused crowdfunding 
App caused investing 
App caused loaning SMEs 
App caused sustainability 
App enabled BT 
App is scalable 
BT caused Empowerment 
Community caused economic development 
Crowdfunding caused Economic Growth 
Crowdfunding reduced cost 
Empowerment caused Crowdfunding 
Internet enabled Fundrise 
Investing caused development 
Investing caused returns 
Need (for affordable housing) caused Comminty 
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Fundrise 2 
App caused investing 
App gained fast growth 
App gained financing 
App gained scalability 
Financing caused expansion 
Fundrise 3 
App enabled investing 
App gained fast growth 
App gained scalability 
App is efficient 
App is simple 
App is transparent 
Need (for rebuilding) caused Communities 
Fundrise 4 
Community caused investing 
Connections caused funding 
Crowdfunding caused investing 
Crowdfunding caused investor funding 
Funding caused realestate projects 
Funding enabled realestate projects 
Fundrise caused connection 
Fundrise caused crowdfunding 
Fundrise caused investment-trust 
Investing raised capital 
Investment-trust caused investing 
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Technology caused Fundrise 
Trust-investing caused capital 
Getaround 1 
App enabled UI 
BT caused Convenience 
Convenience caused Sharing 
Mobilephone enabled App 
Sharing caused Revenue 
Technology enabled App 
UI enabled BT 
Getaround 2 
App enabled SI 
Belongingness caused Sharing 
Sharing caused Income 
SI caused Belongingness (Community Sense) 
Technology enabled App 
Getaround 3 
AK caused Trust 
App caused a New Business Model (disruption) 
App enabled Driver Feedback (AK) 
App enabled UI 
Driving caused Income 
Trust enabled Driving 
UI caused AK 
GoGet  (All 3 Sources In One) 
AK enabled Convenience 
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App caused AK (GPS data) 
App caused BT 
BT caused Convenience 
Convenience caused Sharing 
Convenience caused Using 
Sharing is eco friendly 
Sharing is less costly 
Sharing is Sustainable 
Sharing reduce Cost 
Sharing reduced Car Usage (Carbon footprint) 
Sharing reduced Carbon Footprint 
Technology enabled GoGet 
Usage caused Growth 
IBM (All 3 Sources In One) 
App cuts cost 
App enabled collaboration 
App enabled engagement 
App enabled immediate feedback 
App enabled inhouse social networking 
App enabled reach employees 
Belongingness caused quick responding 
Communities created innovtions 
Connections App caused CS 
Crowdsourcing enable find incubating businesses 
CS caused Belongingness 
Engagement built communities 
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Engagement cause sales leads 
Funding gained profit 
Funding gained revenue 
Quick responding enhanced Companywide Communication 
Sales leads uncover upselling 
SM create exceptional customer experience 
SM drive business value 
SM drive innovation 
SM enable client connectivity 
SM enable crowdsourcing 
SM enable effective collaboration 
SM enable reputation building 
SM enable selling 
SM help build smarter planet 
SM help organisational culture 
SM help product development 
SM help training 
SM impact customer service 
SM is empowering 
SM outmarket competitors 
SM remove boundaries 
Technology enabled Connections App 
KLM (All 3 Sources In One) 
App caused business opportunities 
App caused professional networking 
App caused seating partner 
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App enabled BT 
App enabled UI 
App integrate FB 
App integrate Google+ 
App integrate LinkedIn 
App integrate Pinterest 
App integrate Sina Weibo 
App integrate WeChat 
App is flexible 
BT caused Convenience 
Engagement caused Repeat Customers 
FB enabled booking 
FB enabled extra baggage 
FB enabled payment 
FB enabled seat reservation 
KLM Twitter allowed access to local employees 
KLM Twitter supplied insider tips 
Repeat Customers caused Revenue 
Satisfly enabled social networking 
SeatID enabled purchsing 
UI caused Engagement 
SM enable connection 
SM enabled advertising 
SM is pull marketing 
Technology enabled App 
Twitter enabled booking 
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Twitter enabled extra baggae 
Twitter enabled payment 
Twitter enabled seat reservation 
LinkedIn 1 
App enabled SI 
Engagement cause launching New Products 
Engagement caused Expanding 
Engagement caused Job Postings 
Engagement caused Publishing 
Expanding cause Revenue 
Job Posting cause Income 
New Product Launch cause Revenue 
Publishing cause Revenue 
UI caused Engagement 
LinkedIn 2 
App enabled UI 
App enables CS 
Connection caused Reading 
CS cause Reputation 
Reading improved Professional Capital 
Reputation caused Sharing 
Sharing caused Value 
UI caused Connection 
LInkedIn 3 
Internet caused LinkedIn 
Lyft 1 
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Technology enabled Lyft 
Lyft 2 
AK cause Trust 
App caused AK (Star Rating) 
App caused UI 
Belongingness caused Driving 
Driving caused Income 
Sharing caused Great CX 
UI caused Belongingness 
UI caused Efficiency 
Trust caused Sharing 
Lyft 3 
Ridership cause BetterCX 
Ridership caused Revenue 
Trust caused Ridership 
Madpaws 1 
App enabled CS 
CS caused Trust 
Petsitting caused Income 
Technology enabled Madpaws 
Trust caused Petsitting 
Madpaws 2 
AK (Endorsements) caused Trust 
AK (Reviews & Ratings) caused Trust 
Petsitting caused Growth 
Trust caused Petminding/ Petsitting 
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Trust caused Petsitting 
Madpaws 3 
Belongingness (Community sense) cause Petsitting 
Petsitting cause Growth 
Moocs 1 
App enabled CS 
CS caused Empowerment 
Delivering caused Income 
Empowerment caused Online Delivering 
Empowerment caused Online Teaching 
Empowermrnt caused Online Learning 
Learning caused Education 
Online Delivering is Cheap 
Online Learning is free 
Teaching caused Income 
Moocs 2 
AK caused Empowerment (with right Info) 
App enabled UI 
Empowerment caused Enrolling 
Enrolling caused Growth 
Online Learning caused Career Benefits 
Online learning caused Educational Benefits 
Online Learning caused Up-Skilling 
UI caused AK (Country Sensitive Comments) 
Smart phones enabled Moocs 
Moocs 3 
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App caused UI 
Online Delivering caused Scalability 
Pinterest 1 
App enabled CS 
Connection caused Pinning 
CS caused Connection 
CS caused Inspiration 
CS caused Popularity 
Pinning caused Growth 
Technology enabled App 
Pinterest 2 
App enabled CS 
Convenience caused Sharing 
CS caused Convenience 
CS caused Passion 
Passion caused Saving, Reading Room 
Saving,Reading caused Growth 
Sharing enabled Business Collaborations 
Pinterest 3 
Pinning incresed Refferals 
Skillshare 1 
App caused community 
App caused connection 
App caused CS 
App caused empowerment 
App caused AK 
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App caused sharing 
App caused UI 
App offered unique courses 
Community caused innovation 
CS caused career development 
CS caused Empowerment 
Education is a Need 
Empowerment caused teaching 
Income is a Need 
Need (for learning) caused Community 
Teaching caused revenue 
Skillshare 2 
App caused innovation 
App gained fast growth 
App impacted learning landscape 
App is accessible 
App is affordable 
App is flexible 
App is scalable 
Skillshare 3 
App built community 
App caused engagement 
App caused AK 
App caused UI 
App gained fast growth 
App is scalable 
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Community caused better experience 
Engagement caused better experience 
Mobile technology enabled Skillshare 
Realtionships cause Community 
Starbucks (All 3 Sources In One) 
CS caused Engagement 
CS increased following 
Engagement increased Followers 
Engagement incresed sales 
Exposure to posts increased sales 
Followers increased In-store Purchases(Sales) 
Increased following increased sales 
Interaction increase sales 
Purchasing caused material impact 
Relationships caused forwarding posts 
SM build relationships 
SM caused engagement 
SM created revenue 
SM enable advertising 
SM enable customer service 
SM enable online interaction 
SM enabled CS 
SM help brand management 
SM shared content on new beverage 
Technology enabled SM 
TaskRabbit 1 
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AK caused Reputation 
App enabled Rating(AK) 
Hiring caused Income 
Reputation caused Hiring 
Techonology enabled App 
TaskRabbit 2 
AK caused Choice 
App enabled Rating (AK) 
Choice caused Helping (Hiring) 
Helping (Hiring) caused Growth 
TaskRabbit 3 
App enabled UI 
Hiring cause Income 
UI built trust 
Trust caused Hiring 
Turo 1 
App enabled BT 
Belongingness caused Sharing 
BT caused Belongingness 
Sharing reduced Cars on Road 
Sharing reduced Emissions 
Sharing reduced Vehicles on Road 
Technology enabled Turo 
Turo 2 
App enabled BT 
Bookings caused less Cost 
 563 
 
BT enabled Choice 
Choice caused incresed Bookings 
Turo 3 
AK caused Trust 
App enabled Reviews (AK) 
Bookings increased Growth 
Trust caused Booking 
Twitter 1 
Advertising caused sales 
CS caused Engagement 
Engagement enabled Advertising 
Engagement increased users 
Twitter caused advertising 
Twitter caused engagement 
Twitter enabled CS 
Twitter 2 
Advertising cause Revenue 
Belongingness cause More Usage 
CS caused Belongingness 
Easy to Use caused Advertising 
UI caused Easy to Use 
Technology caused Twitter 
Usage cause Growth 
Twitter 3 
App enabled CS 
App enabled UI 
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Growing enahanced Stock Price 
UI is User Friendly 
User-Friendlyness cause Growing 
Uber 1 
App caused less mileage 
App enabled feedback(AK) 
App enabled ordering 
App enabled paying 
App enabled rating(AK) 
App is flexible 
App located closest car 
Feedback(AK) caused growth 
Flexibility lowered overheads 
Less mileage reduced pollution 
Rating(AK) caused better drivers 
Rating(AK) caused right price 
Uber 2 
App caused expansion 
App caused faster growth 
Uber 3 
AK (Reputation system) caused trust 
AK caused BT 
App enabled reputation system 
App enebled feedback. 
App facilitated trust 
Feedback caused reputation 
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Income fulfil Need 
Trust caused transacting 
Uber 4 
AK (Ratings) built trust 
AK (Reviews) built trust 
AK caused easy locating 
AK caused screening 
App caused AK 
App enabled rating 
App enabled reviews 
Need (for user attraction) caused (trusting) Community 
Smartphone enabled App 
Uber 5 
Booking (Transacting) caused Revenue 
Wikipedia 1 
Belongingness caused Crowdsourcing 
Crowdsourcing caused Growth 
CS caused Belongingness (Community Sense) 
Internet enabled Wikipedia 
Wikipedia enabled CS 
Wikipedia 2 
App enabled CS 
Belongingness caused Editing 
CS caused Belongingness 
Editing caused Growth 
Wikipedia 3 
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App enabled CS 
CS caused Engagement 
Engagement causes Visiting (Reading) 
Visiting caused Growth 
Yerdle (All 3 Sources In One) 
App enabled exchange  
App reduce acquisition 
Cost-Effectiveness caused Sharing 
Credit increased acctivity 
CS caused Engagement 
CS is Cost-Effective 
Engagement caused Sharing 
Exchange is economic 
Sharing acquired credit 
Sharing caused Sustainability 
Sharing increased inventory 
Sharing is Cheap 
Sharing is conservation 
Sharing is sustainable 
Sharing reduced aquisition  
Sharing reduced buying  
Sharing stop waste 
Technology enabled Yerdle 
Yerdle enabled CS 
YouTube 1 
CS caused revenue 
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Mobile devices enabled YouTube 
YouTube caused CS 
YouTube caused popularity 
YouTube caused revenue 
YouTube caused scalability 
YouTube is  fast growing 
YouTube 2 
Blogs caused engagement 
Blogs caused promotion 
Blogs caused UI 
Branding caused growth 
Community caused growth 
CS caused scalability 
Engagement caused growth 
Fans caused Community 
Recommendations(AK) caused reputation 
Subscribers caused Community 
Twitter caused CS 
Twitter caused promotion 
Viewers caused Community 
YouTube caused branding 
YouTube caused CS 
YouTube caused engagement 
YouTube caused faster growth 
YouTube enabled recommendations(AK) 
YouTube 3 
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Advertising created revenue 
Community support advertising 
CS built communities 
CS enabled advertising 
Engagement caused participating 
YouTube caused CS 
YouTube caused engagement 
YouTube caused UI 
YouTube 4 
CS caused Self-esteem 
Digital Technology enabled YouTube 
Self-esteem caused Sharing 
Shairng caused Growth 
YouTube enabled CS 
Zipcar 1 
App caused CS 
CS caused Sharing 
Sharing caused Saving 
Sharing is Environmental Sustainable 
Sharing is Sustainable 
Technology enabled Zipcar 
Zipcar caused New Disruptive Biz Model 
Zipcar 2 
App enabled Reviews (AK) 
CS caused Choice 
Mebership saved Cost 
 569 
 
Zipcar 3 
App enabled UI 
Choice caused Sharing 
Membership caused Growth 
Sharing saved Money 
UI caused Choice 
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Appendix 33 Open Coding Procedure 
 
1. Purpose 
This control procedure details out the methods adopted to generate Open Codes 
within this research. 
 
2. Scope 
This procedure is applicable to conducting data analysis of this research titled “The 
Phenomenon of Social Computing” and any future research that intend to replicate 
same. 
 
3. Responsibility 
The Researcher, any interested stakeholders of this research and potential future 
researchers who wish to replicate this research are responsible to adhere to this 
procedure.     
 
4. Procedure  
Upload Data Sources to NVivo open coding tool. Create separate folders for each 
scenario in the Sources section of NVivo and upload the three or more sources by 
different authors per each scenario into separate scenario folders (Ref: Figure 7 in 
Methodology Chapter).  
 
5. Themes for Open Coding 
Based on the theory behind this study which is further explained within Methodology 
Chapter, look for below 3 themes when scanning the text for coding: Social 
Computing Applications, Social Computing Characteristics and Societal/Business 
Outcomes  
 
6. Open Coding  
 Scan the text and when come across either one of the above 3 themes within 
the text highlight that sentence or short paragraph. (Ref: Figure 8 in 
Methodology Chapter) 
 571 
 
 Condense the meaning of the highlighted chunk of text into a contextually 
rich short code in the format of “A caused B” where A is the cause and B is 
the effect (Ref: Illustration in Figure 8 of Methodology Chapter)  
 Refer to Table 9 of Methodology Chapter which lists selected six open codes.  
 First Code: In the original text “LinkedIn is a social network for business 
professionals that is rapidly gaining in popularity” the prominent theme 
observed is theme one – Social Computing application which is LinkedIn. 
Without losing the meaning of the sentence condense it into a short code 
illustrating the causal relationship LinkedIn displays within this sentence as: 
“LinkedIn networked professionals” 
 Second Code: (Ref Table 9 of Methodology Chapter) The original text reads 
as “Wikis are popularly used as knowledge sharing tools”. In this sentence 
the dominant Theme noted is Social Computing application – Wikis. 
Condense this sentence into a short code as “Wikis enabled content sharing 
(CS)”. The original wording ‘knowledge sharing’ is substituted by “content 
sharing”, a more accepted term within Social Computing domain. Data, 
information, knowledge in the forms of text, graphics, audio or video that is 
been shared on Social Computing applications are commonly termed as 
“Content Sharing”. Possible list of such domain specific terms used is listed 
in Table 10 of Methodology Chapter though not necessarily exclusive.  
 To make the codes as short as possible some common terms within the 
domain were replaced by abbreviations as listed in the Table 11 of 
Methodology Chapter. 
 Third Code:  (Ref Table 9 of Methodology Chapter) Are related to Theme 
two: Social Computing Characteristics. In Third Code the scholarly text reads 
“A large number of new applications and services that facilitate collective 
action and social interaction online with rich exchange of multimedia 
information and evolution of aggregate knowledge have come to dominate 
the Web”. This text gives rise to two codes: First one is “SC applications 
caused user interaction (UI)” where “Social Computing” is the cause that 
gave rise to the effect “User Interaction”. The second code arising from the 
same text is “SC applications caused Aggregated Knowledge (AK)” where 
“SC applications” is the cause that gave rise to the effect “Aggregated 
Knowledge”.  
 Fourth Code:  (Ref Table 9 of Methodology Chapter) is extracted from the 
scholarly text “Direct revenues are easier to realize when the community is 
anchored around a product. However, business gains from social computing 
need not always be direct: reputation, brand visibility, bargaining power 
derived from the locked-in community, customer trust, and goodwill are all 
potential gains”. One code that can be extracted from this long sentence is 
“Social Computing caused Trust” where “Social Computing” is the cause and 
“Trust” is the effect. 
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 Fifth Code:  (Ref Table 9 of Methodology Chapter) is in relation to Theme 
three: Business Outcomes. The text read “Their focus on doing processing at 
the client contributes to decentralization of the processing load and 
consequent scalability;” Here the sentence refer as “Their” to Social 
Computing applications, thus this sentence can be coded as “Social 
Computing caused Scalability” where “Social Computing” is the cause to the 
effect “Scalability”.  
 The same procedure is to be followed for all data sources when extracting 
open codes. If within the same source same code appeared several times they 
can be unheeded as the purpose of this Procedure is to extract the author 
perception of this phenomenon qualitatively. This Procedure presents the 
interpretive context followed within this research when extracting codes ( 
causal relationships) found within a sentence or short paragraph in relation to 
the three themes. 
 
7. Related Documents 
 Code Reference derived from scholarly literature 
 Textual Documents for each Scenario from different sources 
 
 
